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Perceived Tourism Impacts and Support for
Tourism Development: The Inclusion of
Affective Impacts
Bình Nghiêm-Phú1, Thu Hương Kiều2, Thị Thu Trang Hoàng3,
and Hồng Long Phạm4
1

School of Economics and Management
University of Hyogo, Japan
2,3

Faculty of Hospitality and Tourism
Thuongmai University, Vietnam
4

Faculty of Tourism Studies
University of Social Sciences and Humanities, Vietnam National University in Hanoi, Vietnam

Abstract
The main objective of this study is to advocate the existence of the affective component of
perceived tourism impacts (i.e., psychological impacts) in addition to the conventional cognitive
components (i.e., economic, environmental, and socio-cultural impacts). Further, the study aims
to verify the correlation between the affective and cognitive components, as well as the
significance of the former with local residents’ support-for-tourism in comparison with the latter.
Using data gathered in Hanoi (Vietnam), this study found that impacts of tourism are not only
limited to the three conventional aspects. The fourth dimension of psychological impacts also
exists independently. In addition, its effect on local residents’ support-for-tourism dominates that
of the remaining ones. Implications of the findings and directions for future studies are discussed.
Keywords: cognitive thinking, feeling, tourism impacts, support for tourism, Vietnam
Introduction
Appearing thousands of years ago, tourism has now developed into a global industry. Tourism
brings in both significant benefits and costs to its stakeholders, including local residents.
Therefore, perceived tourism impacts have been examined for a long time from the point of view
of the local residents (Vargas-Sanchez et al., 2009; Woo et al., 2018). One of the major reasons
behind this line of research is that perceived tourism impacts can have a significant effect on the
attitudes of local residents toward the existence and development of tourism. The sustainability of
the industry can only be achieved once the attitudes are positive and optimistic.
Theoretically, perception of tourism impacts may be structured by two components: cognitive and
affective. Cognitive perception reflects the ways an individual sees or thinks of a stimulus, while
affective perception is represented by his/her feelings toward such stimulus. On the one hand, the
cognitive perception of tourism impacts has been investigated from a variety of perspectives,
including economic, environment, and socio-culture (Charag et al., 2020; Lundberg, 2017;
1
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Nunkoo et al., 2013). Perceived cognitive impacts were found to have a significant effect on local
residents’ support-for-tourism, a positive and optimistic attitude (Choi & Murray, 2010; Nunkoo
& Gursoy, 2012).
On the other hand, the affective perception of tourism impacts has largely been neglected. Its
existence has only been anonymously mentioned in the existing literature (Jordan et al., 2019;
Kariel & Kariel, 1982). Moreover, the role that perceived affective impacts can have on local
residents’ attitude, in general, and on their support-for-tourism, in particular, has not been officially
confirmed. The existing literature, however, has suggested that a significant correlation between
the two forces, in which the former is an antecedent of the latter, may be apparent (Choi & Murray,
2010; Woosnam, 2012). In addition, it has also advocated that the effect of perceived affective
impacts may be bigger than that of perceived cognitive impacts since it is the traditional role of
the affective component of any psychological construct (Nghiêm-Phú, 2018; Zhang et al., 2014).
A thorough understanding of these issues will be helpful for the future management of local
residents’ expectation (i.e., perception of impacts) to gain their support for tourism development
at tourist destinations.
The main objective of this study, therefore, is to advocate the existence of the affective component
of perceived tourism impacts (i.e., psychological impacts) in addition to the conventional cognitive
components (i.e., economic, environmental, and socio-cultural impacts) through a review of the
literature. Further, the study aims to verify the correlation between the affective and cognitive
components, as well as the significance of the former with local residents’ support-for-tourism in
comparison with the latter using data gathered from a structured questionnaire survey. Outcomes
of this study can generate both theoretical and practical contributions to the existing literature and
to the management of tourist destinations from a psychological approach.
Literature Review on Perceived Tourism Impacts and Support for Tourism
Perceived Affective Impacts
The perceived affective or psychological impacts are generally regarded as the effects that the
environmental factors may cause on the mental life of an individual. Perception of the affective
impacts is based on the individual’s feelings rather than cognitive thinking. These impacts can be
direct or indirect, long-term or short-term, and good or bad (Kornblith, et al., 2001; Pitceathly &
Maguire, 2003).
Although not explicitly stated, certain psychological impacts of tourism have been mentioned
about within the existing literature. For example, in Austria (Kariel & Kariel, 1982), if both parents
worked in the tourism industry, they could not spend enough time for their children. Therefore,
the parents might feel pushed aside while the children got bored more often. In a larger extent,
members of the tourism community had certain concerns for local cultural identity as a
consequence of tourism development. In addition, the fact that rich people coming to poor
communities may lead to tension and hostility among community members (Travis, 1982). Other
indicators of psychological tourism impact may include, for example, mutual confidence among
people, quality of life, sense of place, ethnic identity strengthening, positive emotions, and stress
(Besculides et al., 2002; Jordan et al., 2021; Jordan et al., 2019; Milman & Pizam, 1988; Waitt,
2003).
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The psychological impacts of tourism may be observed (1) between local residents and tourists,
and (2) among local residents. In investigating the first situation, researchers may employ the
concept of emotional solidarity, which is regarded as the feelings toward and commonalities with
tourists of local residents (Woosnam, 2012). In examining the second situation, researchers may
adopt the concept sense of community, which is the feelings toward and commitment with the
community and its members (McMillan & George, 1986). However, emotional solidarity and
sense of community only represent the external psychological impacts of tourism (interactions
with others). The internal impacts, otherwise, can be measured through one’s evaluation of one’s
life quality and life satisfaction (Usher & Kerstetter, 2014). Life satisfaction, in particular, is the
level of contentment and pleasure that an individual has of his/her life (Cavener, 1996).
Perceived Cognitive and Affective Impacts
The perceived cognitive impacts are regarded as the individuals’ evaluations of the contributions
and consequences that tourism brings to the socio-cultural, environmental and economic lives of
a given destination. These perceived impacts are double-edged, including both the good and the
bad (Nazneen et al., 2019; Sariahmetoğlu et al., 2020; Su et al., 2018). They must be evaluated
based on cognitive thinking rather than feelings. Among the cognitive impacts, social impacts are
considered as all social consequences to human populations of any public or private actions that
alter the ways in which people live, work, play, relate to one another, organize to meet their needs,
and generally cope as members of society (Burdge & Vanclay, 1996, p.59). Moreover, cultural
impacts are referred to changes to the norms, values, and beliefs of individuals that guide and
rationalize their cognition of themselves and their society (Burdge & Vanclay, 1996, p.59).
Regarding this topic, previous studies have thoroughly addressed the subjective perceptions of
local residents of the impacts (Besculides et al., 2002), and the evidence of the impacts on sociocultural values or objects (Schadler, 1979; Wood, 1980).
Further, the environmental impacts of tourism have been assessed for the relationship between
tourism and environment, and the role of tourism in the long-term development of social
environments (Cater, 1995; Newsome et al., 2002). The economic impacts of tourism also are
enormous (Slee, et al., 1997). However, the majority of studies on the economic impacts of tourism
have examined the actual contributions, for example, revenue and job creation (Balaguer &
Cantavella-Jorda, 2002; Kasimati, 2003). Only a few have investigated the perceived economic
impacts of tourism, for example, employment and investment opportunities (Gursoy & Rutherford,
2004; Vargas-Sanchez et al., 2009). Regarding the relationship between the cognitive and the
affective components of any psychological constructs, the existing literature has documented
confusing observations. In a sense, it was found that the affective component of a psychological
construct, such as destination image, is influenced by its cognitive component (Baloglu &
McCleary, 1999). However, when considering the role of emotion in a social exchange, it was
proposed that feelings can influence cognitive thinking (Lawler & Thye, 1999). Alternatively,
when looking at the structure of human beings’ brains, it was established that cognition can
influence affect, and affect can influence cognition (Ledoux, 1989). In this exploratory study,
instead of examining the causal effects between the perceived cognitive and affective impacts,
these components are equally treated. Thus, the first hypothesis (H) is proposed as follows.
•

H1. Perceived cognitive impacts (a: economic, b: socio-cultural, c: environmental) and
affective impacts (psychological impacts) mutually correlate to one another.
3
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Perceived Impacts and Support-for-Tourism
From a theoretical standpoint, researchers have regarded emotion as an important element of any
social exchange (Lawler & Thye, 1999). The social situation may affect the feelings of a
participant in the exchange. Feelings, in turn, influence the participant’s cognitive thinking and
behaviors. The significant influences of certain perceived psychological impacts (e.g., life
satisfaction, emotional solidarity, and sense of community) on residents’ intentions (e.g., support
for tourism) have also been validated (Choi & Murray, 2010; Woosnam, 2012). Considering this
evidence, it is hypothesized in this study that local residents’ perceived affective or psychological
impacts of tourism can have a significant influence on their intention toward support for tourism.
•

H2.1. Perceived affective impacts (psychological impacts) significantly affect local
residents’ support-for-tourism.

Regarding the other component, it has been revealed that perceived cognitive tourism impacts can
influence local residents’ reactions toward the development of the industry. For example, using a
sample of local residents in Virginia (the US), Jurowski, Uysal, and Williams (1997) found that
economic gain positively affected perceived economic and socio-cultural impacts, and supportfor-tourism. In addition, resource use positively influenced perceived social impacts, while an ecocentric attitude had negative influences on the perception of all cognitive tourism impacts. Finally,
perceived economic and socio-cultural impacts could have positive effects on support-for-tourism.
In another study in Texas (the US), Choi and Murray (2010) discovered that perceptions of both
the positive (infrastructure, events, and standard of living) and negative (noise, cultural assets, and
community character) impacts of tourism significantly influenced local residents’ support-fortourism. The perceived cognitive impacts were formerly affected by a combination of four factors:
environmental sustainability, tourism planning, community participation, and community
attachment. Based on the literature, it is hypothesized in this study that:
•

H2.2. Perceived cognitive impacts (a: economic, b: socio-cultural, c: environmental)
significantly affect local residents’ support-for-tourism.

Methods
Setting Selection and Questionnaire Development
This study chose Vietnam as the setting. Tourism has been developed in Vietnam for more than
three decades (Lask & Herold, 2004). In accordance with this development, researchers have
examined Vietnamese people’s perceptions of tourism impacts in recent years (Pham & Kayat,
2011; Truong et al., 2014). However, previous studies were mostly attempted for rural areas. The
situations in the cities remain largely unknown. This study, therefore, opted to focus on the impacts
of tourism in the capital city of Hanoi, the major entry of Vietnam. Considering the purpose of the
study, a quantitative method was selected. A structured questionnaire was developed based on the
existing literature. The measures of the perceived cognitive impacts (economic, socio-cultural, and
environmental) were developed by Pham (2012). The scale of perceived affective or psychological
impacts (emotional solidarity), and the options of support-for-tourism were found in Nghiêm-Phú
(2016). These scales have already been validated in Vietnamese. It should be noted that emotional
solidarity with tourists was selected as the measure of psychological impacts in this study because
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it is solely affected by tourism activities, whereas sense of community and life satisfaction are
affected by a variety of factors. The theoretical model is depicted by Figure 1.
Figure 1. Theoretical Model

Sample Selection and Data Collection
This study chose final-year university students who were majoring in tourism as its target
population. At the age of 22 or above, the students have enough knowledge (study) and experiences
(internships) to understand the impacts of tourism from the perspectives of both a representative
of their households and a member of the society. Their evaluations of tourism impacts, therefore,
are relevant. The reasons for not targeting the other populations are twofold. First, the research
group had a limited resource. Second, approaching educated and cooperative respondents in Hanoi
is very difficult. The relevant respondents (those who have enough education background to
understand and respond to the questions) are concentrated in the downtown, which also is the
business center. As a consequence, such individuals lack both time and willingness to participate
in the survey on a voluntary, and thus unbiased, basis.
The collection of the data was implemented at two universities where three out of four researchers
of the research group are working in Hanoi in November 2018. The final-year students of the
tourism departments in these universities were targeted as the respondents of this study. At the
time of the survey, the students were taking their four-month internships in tourism-associated
companies. Those students who came to campus during that period to report at the department
office were met by the researchers and were given a paper questionnaire. Those who did not were
contacted through email or Facebook by the researchers with the help of the abovementioned
students. The students of the latter group were given the link to the online questionnaire (Google
Forms) instead of the paper one. Over a two-week period, 204 students provided their answers on
a voluntary basis and in complete form. This sample was dominated by female students (91.67%)
due to the unbalanced male-to-female ratio in these tourism departments. A total of 18.63% of the
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students had family members who were currently working in the tourism sector, and 76.47% of
them wanted to work in the industry after graduation.
Data Analysis
Firstly, the characteristics of the data were analyzed in IBM SPSS. Specifically, the skewness
values of all the variables were below 2.0. This suggested that the distribution of the data could be
considered normal (West et al., 1995). In addition, the Cronbach’s alphas of all constructs, and the
corrected item-total correlation values of all variables were close to or above 0.7 and 0.4
respectively. This showed that the measures were reliable (Morgan et al., 2004). Secondly, the
associations among the four impact factors were observed in IBM Amos. With 18 observable
variables, the actual sample of 204 could generate a respondent-to-measure ratio of 11.33, which
is acceptable in structural modeling analysis (Kline, 1998). However, due to their low loading
values (< 0.5), two variables were excluded from the final analysis (T3 and T11).
The selected fit indices of this analysis were at satisfactory levels. They include ChiSquare/Degree-of-Freedom (CMIN/DF) = 1.606 (<3.0), Standardized Root Mean Square Residual
(SRMR) = 0.055 (< 0.10), Root Mean Square Error of Approximation (RMSEA) = 0.055 (< 0.08),
Goodness-of-Fit Index (GFI) = 0.913 (> 0.90), and Adjusted Goodness-of-Fit-Index (AGFI) =
0.879 (> 0.85) (Schermelleh-Engel et al., 2003). Finally, the effects of the four impact factors on
support-for-tourism were extracted through a multiple regression analysis (IBM SPSS). This
technique was selected since it helps reveal the total effect of all the four impact factors as well as
the individual effect of each factor simultaneously. The average value of each construct was used
in the analysis given the close associations among the variables.
Findings
Firstly, the properties of all variables are displayed in Table 1. The data suggest that the young
respondents positively perceived the economic, socio-cultural, and psychological impacts of
tourism in Hanoi. They also demonstrated a strong support for tourism development in the city.
The respondents, however, did not see as much contribution of tourism to the environmental
conditions of Hanoi as that to the remaining aspects.
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Table 1. Description of Variables
Variables
Economic impact
Tourism has improved employment opportunities in Hanoi
Tourism has attracted more investment to Hanoi
The quality of public services in Hanoi is now better due to
tourism investment
Tourism is one of the most important industries supporting the
local economy
Tourism creates new business opportunities for local residents
Socio-cultural impact
Tourism has improved the quality of products and services of
tourism infrastructure in Hanoi
Tourism has increased residents’ pride in the local culture of
Hanoi
Tourism encourages a wide variety of cultural activities in
Hanoi
Tourism has helped preserve the cultural identity of the local
population
Tourism has resulted in greater cultural exchange between
tourists and residents
Owing to tourism development, local people now have more
recreational opportunities
Environmental impact
Tourism has contributed to the protection of the natural
environment in Hanoi
Tourism has improve Hanoi’s visual and aesthetic appearance
Tourism provides incentives for the reservation of historical
buildings
Psychological impact
I am proud to have international tourists and foreigners come to
Hanoi
I feel close to some international tourists and foreigners I have
met
I identify with international tourists and foreigners
I feel affection towards international tourists and foreigners
Support for tourism
I support the local government to attract more tourists
I support the local government to develop more tourist facilities
I support the local government to develop more tourism products
I support the local government to develop more tourist attractions
I support local the government to enhance tourism promotion
I recommend international tourists to visit Hanoi

Coding

Mean

Standard
deviation

T1
T2
T3

4.02
4.23
4.10
3.44

0.59
0.72
0.65
0.81

Corrected
item-total
correlation
α = 0.74
0.51
0.54
0.38

T4

3.91

0.88

0.56

T5
T6

4.19
4.00
3.82

0.69
0.53
0.88

0.53
α = 0.73
0.43

T7

4.03

0.84

0.48

T8

4.08

0.75

0.50

T9

3.81

0.87

0.55

T10

4.18

0.64

0.52

T11

4.01

0.80

0.32

T12

3.31
2.49

0.62
0.88

α = 0.67
0.49

T13
T14

3.57
3.86

0.79
0.74

0.56
0.41

T15

3.96
4.16

0.63
0.71

α = 0.84
0.65

T16

3.94

0.82

0.71

T17
T18

3.83
3.75
4.31
4.21
4.28
4.38
4.34
4.47
4.29

0.75
0.79
0.61
0.71
0.71
0.63
0.71
0.63
0.74

0.69
0.64
α = 0.91
0.74
0.84
0.80
0.77
0.78
0.59

I1
I2
I3
I4
I5
I6

Secondly, correlations among the four perceived tourism impact factors are exhibited in Table 2.
Accordingly, all the correlations were significant and positive (Campbell & Fiske, 1959). The
strongest one could be observed between socio-cultural impact and environmental impact.
Consequently, H1 was approved.
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Table 2. Correlations Among Impact Factors
Variables
Economic impact Socio-cultural impact
Environmental impact
Socio-cultural impact
0.56*** (0.31)1
Environmental impact
0.22* (0.05)
0.71*** (0.50)
*
Psychological impact
0.23 (0.05)
0.44*** (0.19)
0.21* (0.04)
1
*
***
Note: Squared value, Significant at the 0.05 level, Significant at the 0.000 level

However, it should be noted that there might be a certain overlap between perceived socio-cultural
and environmental impacts since the average variance extracted (AVE) value of the latter factor
was below 0.50, and the squared correlation coefficients of these two factors exceeded their AVEs
(Fornell & Larcker, 1981). The composite reliability (CR) values, nonetheless, were all above the
suggested threshold of 0.70. The details are displayed in Table 3. Finally, the effects of the four
perceived impact factors on support-for-tourism are presented in Table 4. Collectively, perceived
tourism impacts are a significant predictor of support-for-tourism. The four dependent variables
could explain 26% of the total variance of the independent variable. However, the predictive power
was mainly contributed by the psychological impact factor. The effects of the other perceived
impact factors were insignificant (p > 0.1) or marginally significant (p < 0.1). Consequently, H2.2
was approved while H2.1 were rejected. On an additional note, the small Variance Inflated Factor
values implied that a multi-collinearity problem was potentially avoided (Hair et al., 2010).
Table 3. Description of Factors and Variables
Variables

Loading

Error

0.63
0.63
0.59
0.75

0.31
0.26
0.50
0.20

0.51
0.63
0.62
0.68
0.56

0.57
0.43
0.35
0.40
0.28

0.68
0.74
0.52

0.42
0.28
0.40

0.74
0.81
0.77
0.71

0.23
0.23
0.22
0.31

Economic impact
T1
T2
T4
T5
Socio-cultural impact
T6
T7
T8
T9
T10
Environmental impact
T12
T13
T14
Psychological impact
T15
T16
T17
T18

Average variance
extracted AVE
0.57

Composite
reliability CR
0.84

0.47

0.82

0.54

0.77

0.70

0.90

Table 4. Effects of Perceived Impacts on Support-for-Tourism
Variables
Economic impact
Socio-cultural impact
Environmental impact
Psychological impact
Summary

β
0.10
0.15
-0.05
0.42

p
VIF
0.12
1.16
0.05
1.51
0.45
1.31
0.00
1.12
Adjusted R2 = 0.26, p = 0.000
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Discussion and Conclusion
From the perspective of local residents at tourist destinations, tourism can be regarded as a
complicated phenomenon. For example, tourism impacts alone can be perceived in a variety of
forms, including both the cognitive and the affective ones. Evidence of the existence of the
perceived affective tourism impacts could be found both in the literature and the empirical
investigation. The importance of this independent component of perceived tourism impacts with
local residents’ support-for-tourism was also confirmed.
Theoretical Implications
Impacts of tourism are not only limited to the three conventional aspects of economic,
environment, and socio-culture. The fourth dimension of psychological impact also exists
independently. Psychological impacts of tourism can be regarded, from the perspective of the local
residents, as the effects that tourism activities have on the mental life of the people who are living
at tourist destinations. The causes may originate from the interactions between local residents and
tourists, or between the former and other tourism-related stakeholders (e.g., tourism businesses,
tourism administration bodies, tourism supporting organizations). The effects of the interactions
may be positive or negative depending on the situations and the perceivers (Besculides et al., 2002;
Jordan et al., 2019; Kariel & Kariel, 1982; Milman & Pizam, 1988; Travis, 1982; Waitt, 2003).
Thus, perceived affective impacts of tourism are subjective and changeable, similar to the
perceived cognitive impacts (Nazneen et al., 2019; Su, et al., 2018).
In addition, the influence that perceived affective impacts has on local residents’ support-fortourism dominates that of the cognitive ones. Perceived cognitive impacts, when they are
investigated detachedly, are significant antecedents of local residents’ intention (Choi & Murray,
2010; Nunkoo & Gursoy, 2012). However, when they are examined together with perceived
affective impacts, their importance was weakened. This observation, interestingly, is supported by
previous studies involving other psychological constructs, such as destination image (Zhang et al.,
2014), and life satisfaction (Nghiêm-Phú, 2018). As a result, it is acknowledged that the
significance of the affective component is quite stable among the psychological constructs.
Practical Implications
The outcome of this study suggests a psychological approach in managing tourism activities in
urban areas. Specifically, instead of emphasizing on the economic, environmental and sociocultural impacts to win over the support of local residents, tourism managers should focus the
psychological benefits of hosting tourists, including affection, cultural exchange, and pride
(Woosnam, 2012). This recommendation is based on the fact that the economy of urban areas is
aggregated by many economic sectors. The contribution of tourism may be insignificant or
inseparable in many cases. Consequently, promoting the cognitive impacts of tourism may not
achieve its desired effect.
In addition, tourism managers might consider developing or expanding tourism activities in areas
where local residents already have a strong sense of hospitality and friendliness toward tourists
and other tourism-related stakeholders. Since personality is stable and difficult to change over a
short period of time (McCrae & Costa, 1994), this recommendation can help eliminate the tensions
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and conflicts between local residents and tourists and other stakeholders in areas in which the
former opposes the further development of tourism or resists the increasing of tourist number and
tourism activities.
Limitations and Future Directions
The findings reported above, however, have some limitations. First, the data were mostly
contributed by female tourism students, who have limited job experiences. Their answers,
therefore, were heavily sex- and academic-based. Most noticeably, the respondents’ opinions
cannot fully represent these of the local resident population at large. Second, the somewhat strong
correlation between perceived socio-cultural and environmental impacts hints that there was
potentially some overlap between these two factors. However, the findings of this study still can
be reliably referred to since the observations about the correlations and the predictive effect were
supported by findings of previous studies ((Baloglu & McCleary, 1999; Hussain et al., 2019;
Nazneen et al., 2019; Woosnam, 2012).
To address the limitations, future studies may include other groups of respondents to diverse and
compare the opinions about tourism impacts and support intentions. In addition, future studies may
develop alternative scales to measure the environmental and socio-cultural impacts of tourism,
especially these in urban areas. A combined scale is probably considerable. Moreover, a qualitative
study is needed in order to thoroughly understand the psychological impact of tourism, especially
those among local residents and those jointly contributed by other activities. Outcomes of this
attempt will help create a more complete picture of tourism impacts and provide more insights for
tourism management in the future.
References
Balaguer, J., & Cantavella-Jorda, M. (2002). Tourism as a long-run economic growth factor: The Spanish case.
Applied Economics, 34(7), 877-884. https://doi.org/10.1080/00036840110058923
Baloglu, S., & McCleary, K. W. (1999). A model of destination image formation. Annals of Tourism Research,
26(4), 868-897. https://doi.org/10.1016/S0160-7383(99)00030-4
Besculides, A., Lee, M. E., & McCormick, P. J. (2002). Residents’ perceptions of the cultural benefits of tourism.
Annals of Tourism Research, 29(2), 303-319. https://doi.org/10.1016/S0160-7383(01)00066-4
Burdge, R. J., & Vanclay, F. (1996). Social impact assessment: A contribution to the state of the art series. Impact
Assessment, 14(1), 59-86. https://doi.org/10.1080/07349165.1996.9725886
Campbell, D. T., & Fiske, D. W. (1959). Convergent and discriminant validation by the multitrait-multimethod
matrix. Psychological Bulletin, 56(2), 81-105. http://dx.doi.org/10.1037/h0046016
Cater, E. (1995). Environmental contradictions in sustainable tourism. The Geographical Journal, 161(1), 21-28.
https://doi.org/10.2307/3059924
Cavener, J. L. (1996). Leisure and the Older Adult: The Influence of Leisure on Life Satisfaction, Self-Reported
Health, and Depression. Doctoral Dissertation, The Faculty of Graduate College at the University of
Nebraska, America.
Charag, A. H., Fazili, A. I., & Bashir, I. (2020). Residents’ perception towards tourism impacts in Kashmir.
International Journal of Tourism Cities, https://doi.org/10.1108/IJTC-11-2019-0202
Choi, H. C., & Murray, I. (2010). Resident attitudes toward sustainable community tourism. Journal of Sustainable
Tourism, 18(4), 575-594. https://doi.org/10.1080/09669580903524852
Fornell, C., & Larcker, D. F. (1981). Evaluating structural equation models with unobservable variables and
measurement error. Journal of Marketing Research, 18(1), 39-50. https://doi.org/10.2307/3151312
Gursoy, D., & Rutherford, D. G. (2004). Host attitudes toward tourism – An improved structural model. Annals of
Tourism Research, 31(3), 495-516. https://doi.org/10.1016/j.annals.2003.08.008

https://digitalcommons.usf.edu/m3publishing/vol16/iss9781955833004/1
DOI: 10.5038/9781955833004

10

Cobanoglu et al.: Advances in Managing Tourism Across Continents: Volume 1

Hair, J. F., Black, W. C., Babin, B. J., & Anderson, R. E. (2010). Multivariate Data Analysis (7th edition). Upper
Saddle River, NJ: Prentice Hall.
Hussain, K., Ali, F., Nair, P. K., Ragavan, N. A., & Nair, V. (2019). Perceived impacts and residents’ support for
tourism development in Port Dickson, Malaysia. Tourism: An International Interdisciplinary Journal,
67(4), 351-364.
Jordan, E. J., Lesar, L., & Spencer, D. M. (2021). Clarifying the interrelations of residents’ perceived tourismrelated stress, stressors, and impacts. Journal of Travel Research, 60(1), 208-219.
https://doi.org/10.1177/0047287519888287
Jordan, E. J., Spencer, D. M., & Prayag, G. (2019). Tourism impacts, emotions and stress. Annals of Tourism
Research, 75, 213-226. https://doi.org/10.1016/j.annals.2019.01.011
Jurowski, C., Uysal, M., & Williams, D. R. (1997). A theoretical analysis of host community resident reactions to
tourism. Journal of Travel Research, 36(2), 3-11. https://doi.org/10.1177/004728759703600202
Kariel, H. G., & Kariel, P. E. (1982). Socio-cultural impacts of tourism: An example from the Austrian Alps.
Geografiska Annaler: Series B, Human Geography, 64(1), 1-16.
https://doi.org/10.1080/04353684.1982.11879467
Kasimati, E. (2003). Economic aspects and the summer Olympics: A review of related research. International
Journal of Tourism Research, 5(6), 433-444. https://doi.org/10.1002/jtr.449
Kline, R. B. (1998). Principles and Practices of Structural Equation Modeling. New York, NY: The Guilford Press.
Kornblith, A. B., Herndon II, J. E., Zuckerman, E., Viscoli, C. M., Horwitz, R. I., Cooper, M. R., Harris, L.,
Tkaczuk, K. H., Perry, M. C., Budman, D., Norton, L., Holland, J. C. (2001). Social support as a buffer to
the psychological impact of stressful life events in women with breast cancer. Cancer, 91(2), 443-454.
https://doi.org/10.1002/1097-0142(20010115)91:2<443::AID-CNCR1020>3.0.CO;2-Z
Lask, T., & Herold, S. (2004). An observation station for culture and tourism in Vietnam: A forum for world
heritage and public participation. Current Issues in Tourism, 7(4/5), 399-411.
https://doi.org/10.1080/13683500408667993
Lawler, E. J., & Thye, S. R. (1999). Bringing emotions into social exchange theory. Annual Review of Sociology, 25,
217-244. https://doi.org/10.1146/annurev.soc.25.1.217
Ledoux, J. E. (1989). Cognitive-emotional interactions in the brain. Cognition and Emotion, 3(4), 267-289.
https://doi.org/10.1080/02699938908412709
Lundberg, E. (2017). The importance of tourism impacts for different local resident groups: A case study of a
Swedish seaside destination. Journal of Destination Marketing & Management, 6(1), 46-55.
https://doi.org/10.1016/j.jdmm.2016.02.002
McCrae, R. R., & Costa, P. T. (1994). The stability of personality: Observations and evaluations. Current Directions
in Psychological Science, 3(6), 173-175. https://doi.org/10.1111/1467-8721.ep10770693
McMillan, D. W., & George, D. M. (1986). Sense of community: A definition and theory. Journal of Community
Psychology, 14(1), 6-23. https://doi.org/10.1002/1520-6629(198601)14:1<6::AIDJCOP2290140103>3.0.CO;2-I
Milman, A., & Pizam, A. (1988). Social impacts of tourism on central Florida. Annals of Tourism Research, 15(2),
191-204. https://doi.org/10.1016/0160-7383(88)90082-5
Morgan, G. A., Leech, N. L., Gloeckner, G. W., & Barret, K. C. (2004). SPSS for Introductory Statistics – Use and
Interpretation (2 ed.). Mahwah, NJ: Lawrence Erlbaum Associates.
Nazneen, S., Xu, H., & Din, N. U. (2019). Cross‐border infrastructural development and residents’ perceived
tourism impacts: A case of China–Pakistan Economic Corridor. International Journal of Tourism
Research, 21(3), 334-343. https://doi.org/10.1002/jtr.2264
Newsome, D., Moore, S. A., & Dowling, R. K. (2002). Natural Area Tourism – Ecology, Impacts and Management.
Clevedon: Channel View Publications.
Nghiêm-Phú, B. (2016). From perception to action: A segmentation study based on local residents’ attitude toward
tourism development. Tourism Review International, 20(2/3), 103-121.
https://doi.org/10.3727/154427216X14713104855937
Nghiêm-Phú, B. (2018). The latent structures of life satisfaction. Journal of the Indian Academy of Applied
Psychology, 44(1), 109-119.
Nunkoo, R., & Gursoy, D. (2012). Residents’ support for tourism – An identity perspective. Annals of Tourism
Research, 39(1), 243-268. https://doi.org/10.1016/j.annals.2011.05.006
Nunkoo, R., Smith, S. L.-J., & Ramkissoon, H. (2013). Residents’ attitudes to tourism: A longitudinal study of 140
articles from 1984 to 2010. Journal of Sustainable Tourism, 21(1), 5-25.
https://doi.org/10.1080/09669582.2012.673621

11

University of South Florida (USF) M3 Publishing

Pham, H. L. (2012). Local Residents’ Perceptions of Tourism Impacts and Their Support for Tourism Development:
The Case of Ha Long Bay, Quang Ninh, Vietnam. Unpublished Doctoral Dissertation, Graduate School of
Tourism, Rikkyo University, Saitama, Japan.
Pham, H. L., & Kayat, K. (2011). Residents’ perceptions of tourism impact and their support for tourism
development: The case study of Cuc Phuong National Park, Ninh Binh province, Vietnam. European
Journal of Tourism Research, 4(2), 123-146.
Pitceathly, C., & Maguire, P. (2003). The psychological impact of cancer on patients’ partners and other key
relatives: A review. European Journal of Cancer, 39(11), 1517-1524. https://doi.org/10.1016/S09598049(03)00309-5
Sariahmetoğlu, İ., & Vatansever Toylan, N. (2020). Investigation of sustainable tourism perceptions of the local
people and sustainbale destination management attitudes: The case of Ayder. In O. İçöz, M. Uysal, M.
Tuna, & A. Başoda (eds.), Conference on Managing Tourism Across Continents 2020 Proceedings (pp.
113-117). Ankara: Detay Yayinlari.
Schadler, K.-F. (1979). African arts and crafts in a world of changing values. In E. de Kadt (ed.), Tourism –
Passport to Development. Perspectives on the Social and Cultural Effects of Tourism in Developing
Countries (pp. 146-156). New York, NY: Oxford University Press.
Schermelleh-Engel, K., Moosbrugger, H., & Müller, H. (2003). Evaluating the fit of structural equation models:
Tests of significance and descriptive goodness-of-fit measures. Methods of Psychological Research Online,
8(2), 23-74.
Slee, B., Farr, H., & Snowdon, P. (1997). The economic impact of alternative types of rural tourism. Journal of
Agricultural Economics, 48(1-3), 179-192. https://doi.org/10.1111/j.1477-9552.1997.tb01144.x
Su, L., Huang, S., & Huang, J. (2018). Effects of destination social responsibility and tourism impacts on residents’
support for tourism and perceived quality of life. Journal of Hospitality & Tourism Research, 42(7), 10391057. https://doi.org/10.1177/1096348016671395
Travis, A. S. (1982). Managing the environmental and cultural impacts of tourism and leisure development. Tourism
Management, 3(4), 256-262. https://doi.org/10.1016/0261-5177(82)90047-4
Truong, V. D., Hall, C. M., & Garry, T. (2014). Tourism and poverty alleviation: Perceptions and experiences of
poor people in Sapa, Vietnam. Journal of Sustainable Tourism, 22(7), 1071-1089.
https://doi.org/10.1080/09669582.2013.871019
Usher, L. E., & Kerstetter, D. (2014). Residents’ perceptions of quality of life in a surf tourism destination: A case
study of Las Salinas, Nicaragua. Progress in Development Studies, 14(4), 321-333.
https://doi.org/10.1177/1464993414521525
Vargas-Sanchez, A., Plaza-Mejia, M. A., & Porras-Bueno, N. (2009). Understanding residents’ attitudes toward the
development of industrial tourism in a former mining community. Journal of Travel Research, 47(3), 373387. https://doi.org/10.1177/0047287508322783
Waitt, G. (2003). Social impacts of the Sydney Olympics. Annals of Tourism Research, 30(1), 194-215.
https://doi.org/10.1016/S0160-7383(02)00050-6
West, S. G., Finch, J. F., & Curran, P. J. (1995). Structural equation models with nonnormal variables: problems and
remedies. In R. H. Hoyle (ed.), Structural Equation Modeling: Concepts, Issues and Applications (pp. 5675). Newbery Park, CA: SAGE.
Woo, E., Uysal, M., & Sirgy, M. J. (2018). Tourism impact and stakeholders’ quality of life. Journal of Hospitality
& Tourism Research, 42(2), 260-286. https://doi.org/10.1177/1096348016654971
Wood, R. E. (1980). International tourism and cultural change in Southeast Asia. Economic Development and
Cultural Change, 28(3), 561-581. https://doi.org/10.1086/451197
Woosnam, K. M. (2012). Using emotional solidarity to explain residents’ attitudes about tourism and tourism
development. Journal of Travel Research, 51(3), 315-327. https://doi.org/10.1177/0047287511410351
Zhang, H., Fu, X., Cai, L. A., & Lu, L. (2014). Destination image and tourist loyalty: A meta-analysis. Tourism
Management, 40, 213-223. https://doi.org/10.1016/j.tourman.2013.06.006

https://digitalcommons.usf.edu/m3publishing/vol16/iss9781955833004/1
DOI: 10.5038/9781955833004

12

Cobanoglu et al.: Advances in Managing Tourism Across Continents: Volume 1

An Approach to UX and UI as Key Elements
in the User Experience Improvement: The
Barcelona Hotels Case Study
Ainhoa Carballido Risco1 and Noelia González Macià2
1,2

Barcelona School of Tourism, Hospitality and Gastronomy CETT
University of Barcelona, Spain

Abstract
Website usability is a concept related to a friendly design that allows a satisfying experience during
web navigation. It is relevant to design a web having in mind the user experience in all the sectors.
But it is even more indispensable in the hotel sector in terms of getting sales through the direct
hotel channel. The study aims to analyze the usability presented by hotel sector websites in
Barcelona and its impact on the user experience. Besides, the paper also analyzes the relationship
between the hotel category and the usability results. In methodological terms, this study presents
two techniques. Firstly, exploratory analysis is realized to obtain quantitative data about the
website’s performance. Once the results are obtained, a sample of the best and worst positioned
hotels is selected, to give way to a usability test carried out with a group of individuals that report
qualitative data. The obtained results show an insufficient level in terms of usability in Barcelona
hotels, which impacts in a negative way to the user experience. So, it is essential to adapt to the
user needs, to avoid the loss of potential customers. Especially in the hotel sector, where the
competition is so high).
Keywords: digital marketing, hotel sector, usability, user experience, user interface
Introduction
The use of digital channels entails a considerable change in the tourism industry. It was a
significant transformation not just for businesses but also for customers. The tourism sector
accounts for 61% of online purchases, according to the latest eCommerce study carried out by the
Statista Research Department (2020). This study also reveals that travel agencies and tour
operators have recorded more than 5,6 billion euros, and air travel companies have reached figures
around 4 billion euros. Besides, in the latest years, there has been a change in customer behavior.
In 2019, 52% of all purchases made in the European Union took place in the digital media, by
people aged between 16 and 74. Even more so in the wake of the COVID-19 pandemic, according
to the Spanish National Institute of Statistics (2020). In fact, in the same report of the Spanish
National Institute of Statistics (INE), in collaboration with the European Statistical Office
(Eurostat - European Commission), the category represented by leisure and culture occupies the
first place in online consumption, representing 28.6% of the total, followed by transports (22.9%),
and restaurants and hotels (19.8%). In other words, the tourism industry accounts for 71.3% of
total consumption through digital channels. In that context, tourism businesses should adapt to the
requirements and needs of their target, in terms of digital environment. This study aims to analyze
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the quality of user experience in the hotel sector. Therefore, this study is based on two specific
objectives:
•
•

To identify the factors that influences the user experience conditioning their satisfaction
during the interaction with the website.
To analyze the key elements that drives the users to achieve their objectives in the
website.

So, the paper approaches the topic from two sides. Firstly, exploratory research of the websites’
user experience focuses on a sample of different category hotels placed in Barcelona, through
quantitative data. Secondly, the study focuses on qualitative analysis, realizing a usability test with
a sample of individuals. The interest of this research lies in the presentation of empirical data, as
well as, the creation of a set of best practices in terms of usability. It will provide practical value
to the tourism industry as well as to the scientific community.
Literature Review
Digital Marketing
The digital marketing concept, introduced in the 1990s, refers to all those actions of
communication, commercialization, and distribution carried out in digital media to attract, capture,
and retain customers, through increasing their loyalty (Anguera-Torrell & Langer, 2019). In the
last decade, authors and experts related to the digital marketing field, start adding more elements
than the ones existing in the marketing mix model known by its 4Fs (product, price, place, and
promotion). Nowadays, elements such as flow, functionality, feedback, and loyalty achieve more
relevance, especially when the communication channel is the website (García, 2016).
Website Environment
When the World Wide Web became the main channel of communication and promotion for the
majority of companies, it increased the complexity of information design (Abuín & Vinader,
2011). This is caused because it is necessary to satisfy the needs of a bigger variety of audiences,
with different characteristics and objectives (Hassan, 2006). Websites are dynamic information
systems supported by three pillars. The first one is the context of the website creation, it depends
on the characteristics and objectives of each company. The second pillar is related to the content
and the structure the website presents, as well as all the elements implicated in the design (grade
of dynamism, information architecture, color, etc.). The third pillar is represented by the users who
visit and consume the website content, the behavior of those users is a key factor in the decisionmaking process of the design (Pérez-Montoro, 2010). These three pillars, essentially related to
structure and content, allow designers to create and manage the information architecture suitable
for satisfying their users. According to Pérez-Montoro (2010), information architecture is the
discipline of structuring, organizing and labeling the elements that make up a website to facilitate
the location of information and improve the user experience. Therefore, websites are created from
five systems:
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•
•
•
•

•

Organizational systems: the ones that allow structuring and organizing the website
contents according to several criteria as the creation date, the topic, or the target
audience.
Navigation or Browsing systems: those that order and group the information to help the
user identifying the relationship between different contents of the website pages, also to
facilitate the convenience of web browsing.
Labeling Systems: the systems that assign the proper terms to use in the categories,
options, and links, to group similar contents with specific words easy to find by the user.
Search engine systems: the ones that allow searching and retrieving information on an
indexed website. In that case, there are two types of systems, the reactive ones that ease
the location of information that the user demands. However, the proactive systems offer
information to the user even if it has not been requested.
Documentary language systems: those that facilitate the search and retrieve of the
information contained in the different documents and files based on the queries made by
users.

There exist diverse typologies of websites. According to Cebi (2013, p. 1031), different
classifications have been proposed for website categories in the literature depending on the field
of study, or the factors with which measure the websites. The most representative classification of
website types was presented by Hoffman et al. (1995), and structured in six categories just
applicable to e-commerce, but there are other classifications that comprise other categories or
dimensions, such as the Zviran et al. (2006) one, composed of five categories according to the user
volume and website traffic, or the published by Hassan and Abuelrub (2011), comprised of four
categories depending on the established relationships (b2b, b2c, c2b, c2c), beside the classification
presented by Lee and Koubek (2010), consisting of four categories related to the objectives or
usage purposes.This last classification is the one in which this article focuses. Due to the usage
purposes, or the objectives established by each company, a website could be classified into the
following four categories, according to Lee and Koubek (2010):
•

•
•
•

Commercial sites: websites related to the main economic activity of companies. These
could be divided into three more categories: the corporate ones, if its functionality is to
inform about the company, the promotional if just give information about its products or
services, or mixed if there is a combination of both.
Informative sites: the unique functionality of this typology is to offer valuable
information to users.
Entertainment sites: the ones to entertain the users (videos, games, social interaction,
etc.).
Communication sites: which ease the interaction between users.

In the tourism field, can be found examples of websites related, at least, to three of those categories.
For example, hotels’ websites could be classified in the commercial site category, while some
global online travel agencies (OTA) such as Expedia or Booking could be label as a combination
of commercial, information, and communication sites, depending on its scope.
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User Experience
The website is a digital media that allows the user to obtain information about the company, its
products, or its services, as well as to book, buy, and communicate with them. If the website does
not satisfy the user’s needs, the user could leave it and move to the competitor’s one. Therefore,
web design is fundamental to retain the users and improve their experiences (Hassan, 2006).In that
sense, it is not just about creating the website, but managing the elements that allow the user to
have a good experience while browsing the website (Anguera-Torrell & Langer, 2019).The user
experience (UX) is defined in the ISO 9241-210 standard and quoted by Schrepp, Hinderks, and
Thomaschewski (2014, p.1) as a person’s perceptions and responses that result from the use or
anticipated use of a product, system or service.In terms of the digital environment, UX also refers
to the elements and factors that conditionate the interaction of a person with a website and causes
a positive or negative perception in him or her (Anguera-Torrell & Langer, 2019).
Thus, offering a good experience through the website will benefit the companies in different ways.
According to Facchin (2020), UX management impact positively in the company in terms of search
engine optimization (SEO) due to the good positioning websites achieves the more time users
spend there. Likewise, UX management conditions customer loyalty; the more user-friendly the
website is, the more potential for repetition the user has, increasing the chances of making repeated
purchases of products and/or services.According to authors as Deaton (2003) and Garrett (2010),
a website should contain common sections in its structures to offer easy browsing to the users.
Thus, pages as home, contact, or services, are essential to a website (Gemar, Soler, & Melendez,
2019). This is also applicable to the information architecture of each website’s pages and the
position of each element; a set of examples are exposed hereunder:
•
•

•

Header: it is the first section of a page, placed on the top area uses to include the brand
logotype, the main menu, the language switchboard, or the currency exchanger, among
other elements.
Page body: even though the design of this area could be different depending on the
company’s website, this section uses contain visual elements to attract and retain the user.
An example of those elements could be represented by infinity background video or
image (from side to side of the screen), call to action buttons, or booking engine.
Footer: this section is placed in the bottom area of the website. The content showed in
this section depends on the company’s objectives, but use to contain the company
placement information, as well as the contact or social media data.

Designing a website focusing on the improvement of user experience, and user interaction is not
limited just to the structure or the information architecture, several factors impact directly on the
user. According to Hassan (2006), there exist seven factors to create a design satisfaction-oriented
to avoid the frustration or bad experience of user’s browsing in a website. Those factors can be
classified into two groups depending on the perception and the influence caused on the user:
•

Objective factors: those that influence the rational behavior during the interaction with
the website and prevent user frustration.
o Accessibility: this factor could be understood from two different sides. On the one
hand, the quality of being responsive means a website could adapt to any device
(no matter if the user is browsing from a laptop or a smartphone). On the second
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•

•

hand, the quality of being inclusive giving alternatives to browse the website,
creating accessible content to all the public.
o Functionality: focused on the correct operation of the website. This factor uses to
be related to internal technologies and processes that are not perceived by the user
unless the website does not work properly, or there are errors detectable to the
naked eye.
o Findability: this factor is defined by the ease of getting to a website and locating
the desired information. It is related to the information architecture, allowing the
user to find the content easily and efficiently.
Subjective factors: the ones perceived by the user. These factors influence affective
behavior and cause satisfaction.
o Utility: this factor refers to how useful the website is to the user, as well as the
benefit or value it brings to the user. In the tourism field, some of the utility
components that improve the user experience are the booking engine that allows
the user to book a room or reserve a flight, and the chatbot that gives the
possibility to start direct and instant contact with the company.
o Esthetics: when the atmosphere of a website is attractive and pleasant, it causes a
positive impact on the users’ emotional part. This factor is perceived by the user
in different ways since each person has a different esthetics perception.
o Credibility: this factor refers to the combination of two elements: reliability and
professionality. Establishing a relationship of trust with the customer is essential
to the company’s future. Some of the credibility components for tourist
accommodations could be represented by adding a website section that talks about
the company (p.e.: about us, about the company, company’s information, hotel’s
history), or including some reviews from other clients as the published in metasearchers and OTAs as TripAdvisor or Booking.com.
Mixed factors (subjective and objective), in that case, the usability factor is the one that
could be defined from both sides since influence in the user experience and the user
interaction, impacting in the rational side as well as in the perception of the user.

Other authors and experts, such as Nathan and Yeow (2010) or Agarwal and Vankatesh (2002)
identified other elements that impact the user experience and the user interaction. The most
relevant factors are related to the website goals, pace (downloading speed of website), structure,
media use, and character strength, as well as to the feedback and made-for-the-medium.The
conceptual duality of usability as well as its relationship and influence to the rest of the factors
makes it the backbone of website design, aimed at both non-frustration and user satisfaction
(Hassan, 2006). Thus, the user experience and the user interaction in tourism websites need to
focus not just on the factors mentioned before, but also on essential elements such as the loading
speed, the presence of prices information, the existence of a currency converter, or the possibility
of access to the same website in different languages (Anguera-Torrell & Langer, 2019). Therefore,
all the website pages should be optimized to guarantee satisfactory browsing. So, identify the main
usability errors is essential to improve the UX and UI. The most common problems are the lack
of clarity in the purpose of the website, a confusing navigation system, the search engine and calls
to action being not very visible, an excessive request for data at the beginning of each process,
long and complex forms, the lack of relevant information or prices, or the lack of a visual order
that distracts the user (Hernande et al., 2020).
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Methodology
Intending to analyze the quality of user experience in the hotel sector, as well as wondering what
are the main factors that influence the user experience, and the key elements that drive users to
achieve their objectives in the website, this paper approaches the study from two methodological
techniques. In the first place, and once completed a preliminary study through a literature review,
the research focuses on the quantitative analysis by using the Website Grader, an online free
platform from Hubspot suite, that allows obtaining data related to the website performance (Kaur
et al., 2016). This first analysis considers four variables: performance, SEO, responsiveness, and
security. The software scores from 0 to 100 on the effectiveness of these variables in terms of
usability factors:
•
•
•
•

To calculate the performance the software considers: the size of the pages, pages request,
load speed, website cache, page redirecting, size of pictures, and the optimization of
development codes (JavaScript and CSS).
SEO calculation is based on the indexing permissions, meta-description, content plugins,
and descriptive text in links.
Concerning the responsiveness of the website (adaptation to all size devices or screens),
the software considers the font size, the proper design, and the easy use of interactive
elements.
In terms of security, Website Grader verifies the protection of HTTPS presented by the
website, as well as the security of JavaScript encode.

To realize this first methodological technique, a sample of 132 hotels is selected from a population
or universe of 443 hotels placed in Barcelona city. The sampling process follows a criteria selection
established by the chosen of four hotels’ categories: 1-star, 2-star, 5-star, and 5-star luxury hotels.
This criteria sampling process is justified due to the existence of more individuals from the selected
categories than 3 and 4 stars hotels in Barcelona.The sample of 132 hotels has been analyzed using
the Website Grader platform, but just 16 of them are shown in the paper as a summary of collected
data, concretely the 8 hotels with the highest score, and the 8 with the lowest obtained score in the
evaluation. Once obtained the quantitative data, the study focuses on the second methodological
technique based on a usability test made to a sample of 8 individuals. That group of individuals is
composed of 4 persons related to the tourism and/or technology field, and 4 non-related.
The usability test or user testing relies mainly on the experience and comments of the users and is
usually conducted in a scenario-based environment according to Tan, Liu, and Bishu (2009, p.
621). Thus, user testing uses to evaluate what already exists positively or negatively, rather than
proposing best practices to improve the current mistakes. This is the reason why user testing is
recommended to identify errors and weaknesses before lunch a new project. Nevertheless, this
paper is going to be used to deepen the booking process interaction to know how the users
experimented with it. The usability test consists of request a specific task for each individual to do
on different hotels’ websites measuring the time they spend doing it. The selected websites for the
usability test correspond to a second sampling process done with the Barcelona hotels population.
This second sample is composed of 8 hotels, considering just hotels that have been part of the first
sample (with an active website) and have obtained either the highest or the worst score in the first
methodology. The objective of this technique is to compare the time the individuals spent browsing
a hotel website and to know their experience interacting with four different hotel websites. So, the
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usability test designed is focused on booking two rooms from September 4th to 6th, including three
adults (two adults in a double bedroom, and one adult in a single bedroom) choosing the cheapest
rate. Once the individuals complete the booking, the researcher team check if it is correct and pause
the chronometer to measure the time spent. Finally, the individuals comment on their experience
emphasizing the difficulties they have experimented through the process. It should be highlighted
that to ensure that the individual is not acting by repetition, the booking task assigned to an
individual is carried out with three days’ difference between each site.
Findings
Once applied the methodology techniques, two blocks of data have been collected. The analysis
using Website Grader software has reported quantitative data related to the website’s performance,
security, search engine optimization (SEO), and responsiveness. From the sample of 132 hotels,
the most valuated (8 hotels) have been obtained scores from 93 to 76 on a scale from 0 to 100
related to the general view of the usability web, as shown in table 1.
Table 1. Global Usability Evaluation: Summary of 16 Barcelona Hotels
Hotel
Murmuri Residence
Barbara
Majestic
Urquinaona
Cuatro Estaciones
The Serras
Pullman Barcelona
Ohla
Neri
Renaissance
W Barcelona
Miramar
Brustar Centric
Catalunya
Peninsular
Casa Luz

Category
1*,2*,5*,5*L
2
1
5L
1
2
5L
5
5
5
5
5L
5L
2
2
1
1

Performance
From 0 to 30
23
25
18
21
21
24
15
11
4
11
11
17
16
14
16
5

SEO
From 0 to 30
30
30
30
30
30
25
30
30
30
25
25
0
20
30
20
0

Responsiveness
From 0 to 30
30
30
30
30
30
30
30
30
20
10
10
30
10
0
0
20

Security
From 0 to 10
10
5
10
5
5
5
5
5
0
5
5
0
0
0
5
5

Overall Score
From 0 to 100
93
90
88
86
86
84
80
76
54
51
51
47
46
44
41
30

In the spider chart shown in figure 1, the score range has been adapted to measure each factor just
like the software does (security: from 0 to 10; SEO, performance, and responsiveness: from 0 to
30). It can be observed that SEO and responsiveness are the most valuated factors, but security is
the worst evaluated one, only two of the hotels’ website have obtained 10 points (the maximum
score), those hotels are Murmuri Residence (2-stars), and Majestic Hotel (5-stars luxury).
Therefore, in this general view of the most valuated hotels in terms of usability, despite obtaining
the maximum scores, those hotels are not accomplishing all the security measures that Website
Grader has into consideration, in that case, the main error is the lack of protection presented by
JavaScript encode libraries.
Considering that those hotels obtained similar scores in three of the variables (SEO,
responsiveness, and performance) it is worthy to mention that performance one is the key variable
in the global score, which is used to determine the best user experience website. Thus, Barbara
Hotel (1-star) is the most valuated one, with 25 points in the performance score, in front of Ohla
Hotel (5-stars) with 11 points. The common error detected in this block, represented by the 8 most
valuated hotels, is related to the load speed. In that sense, the software determines that the website
pages are too slow during interaction with the user.
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Regarding the worst valuated hotels in terms of usability, considering the same four variables
(SEO, responsiveness, performance, and security), those websites have obtained from 30 to 54
points in a range from 0 to 100. As shown in figure 2, the obtained score is not related to the hotel
category. In terms of security, the whole sample obtained 0 points, which means that two important
errors are occurring in all the websites: the majority of web resources are loading in HTTP instead
of HTTPS, this second one is the Hypertext Transfer Protocol Secure that allows protecting the
website from cyber-attacks and gives users the confidence that the website is authentic and
trustworthy; the JavaScript encode libraries are not protected, this is a common error that could
lead to the opening of an access route for intruders, with the risk that this poses to company and
customer’s private data.
Figure 1. Usability Highest Score (Barcelona Hotels’ Website)
Performanc
e
30
25
20

Murmuri Residence 2star
Barbara 1-star

15
10
5

Security

Majestic 5-star Luxury

SEO

0

Urquinaona 1-star
Cuatro Estaciones 2-star
The Serras 5-star
Luxury
Pullman Barcelona
Skipper 5-star
Responsive

Figure 2. Usability Lowest Score (Barcelona Hotels’ Website)
Performanc
e

Security

30
25
20
15
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5
0

Neri 5-star
Renaissance 5-star
SEO

W Barcelona 5-star
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Miramar 5-star
Luxury
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Regarding the performance variable, the obtained scores are not too elevated. The common errors
detected are the load speed of website pages when the user interacts (for example trying to request
information or to book a room), in addition to the graphics or picture size, redirection of links that
further slowdown the loading of pages. In terms of SEO, even though the majority of hotels
obtained high scores, it should be mentioned that the common error is related to the interactive
elements, as well as the adaptability of the general design. Another common error, especially in
the website which obtains fewer points in the responsiveness variable, is the one related to the
indexing permissions, and the meta-description present in the search results.
After obtaining the Website Grader quantitative data, a usability test technique has been used to
approach the study topic from a qualitative side. Eight individuals have been chosen to be part of
the sample, 50% of them were related to the tourism or technology field, while the other 50% were
not related. As mention in the methodology section, individuals had to make a reservation for two
rooms for three adults (2 adults in a double room, and 1 adult in a single room) for check-in on
September 4 and check-out on September 6. They should repeat the same task on two different
webs, with 7 days from the first to the second case. The researchers measured the time the users
spent on each web, besides, to collect the personal experiences and opinions the users mentioned
after realizing the task.
So, table 2 is shown the time that users spent on each web, dividing the sample into two groups:
the individuals related to tourism or technology, and the ones not related.
Table 2. Usability Test: Spent Time in the Booking Process
Hotel
Murmuri
Residence
Barbara
Majestic
Pullman
Barcelona
Renaissance
Miramar
Catalunya
Casa Luz

Category
1*,2*,5*,5*L
2

Related users
(tourism/technology)
0:03:02
0:02:45

Non-related users
(tourism/technology)
0:03:17
0:04:06

Spent time
average
0:03:17

1
5L
5

0:03:34
0:02:26
0:03:54

0:02:34
0:01:45
0:04:11

0:02:42
0:02:04
0:06:10

0:03:58
0:02:33
0:05:48

0:03:12
0:02:12
0:05:01

5
5L
2
1

0:02:40
0:03:14
0:03:10
0:01:52

0:02:16
0:02:45
0:02:30
0:02:38

0:02:57
0:03:37
0:03:40
0:02:29

0:03:25
0:04:04
0:04:48
0:03:08

0:02:50
0:03:25
0:03:32
0:02:32

The average of time doing the reservation is similar on all the websites, except for the Pullman 5star hotel exceeding 5 minutes for achieving the complete reservation. It should be mentioned that
the Renaissance 5-star hotel does not allow to modify the adults’ number in the second bedroom,
so the time corresponds to just one reservation. Thus, this task is not completed due to the necessity
of reserve in two times in case the user wants to book two different bedrooms with a different
number of adults in each one. Regarding the collected opinions and comments from the
individuals, it shows some differences from the first analysis (Website Grader) obtained data. For
example, the Casa Luz hotel obtained low scores in the Website Grader analysis, but it is one of
the best-evaluated hotels by individuals in terms of usability web due to the facility of interacting
and the speed of the booking process. By contrast, there are hotels with high scores in the Website
Grader analysis, that seem to have complicated websites for users, in terms of finding information
easily or following the booking process quickly and conveniently. A clear example of that case is
the Pullman 5-star hotel. The website that was most highly rated by individuals in terms of user21
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friendliness, was the Majestic hotel (5-star luxury). On this website, individuals have recorded the
fastest time marks during the task, both tourism and/or technology-related and non-related users,
achieving an average of 2 minutes and 12 seconds.
In table 3 can be observed the comments that users shared for each hotel dividing them into positive
and negative perceptions.
Table 3. Usability Test: Positive and Negative Comments
Hotel
Murmuri

Positive comments
The website offers the possibility
of adding a second bedroom

Barbara
Majestic

The interface is user-friendly,
with a booking process easy to
follow and quick.

Pullman

Renaissance

Miramar
Catalunya
Casa Luz

The booking process is easy to
follow and quick.

Negative comments
During the rate selection, the second bedroom is not
included, so it is necessary to do the process two times
During the booking process, the appearing rates are not
only the users’ ones but also rates from other hotels and
apartments belonging to the same company.
The date selection confuses the Spanish users because the
calendar follows the English system, starting on Sunday
instead of Monday, like the Spanish one.
During the booking process, the appearing rates are not
only the users’ ones but also rates from other hotels and
apartments belonging to the same company.
It is necessary to scroll down a lot of times to see all the
information.
The booking process is not very intuitive.
The rate selection is complicated showing too many details
and options.
Booking more than one bedroom at the same time is
impossible, the user has to do it in separate processes due
to the impossibility of modifying the number of adults for
each bedroom.
It is complicated to find and to understand the way to
modify the number of adults for each bedroom, also to add
a second room in the booking process.
The reserve summary does not offer all the necessary
information, it only shows the rate but not the type of
selected bedroom, or the number of persons for each room
The pop-up messages appearing during the booking
process are annoying for the users.

Users also share their perceptions about the clarity of the information in the websites, the esthetics,
and visual resources, in addition to other relevant elements such as the possibility to translate the
website to different languages, as well as, the currency converter due to some of the individuals
need to know the prices in Pounds (UK), Dollars (EEUU), or Yens (China). Finally, the general
comment most mentioned by users was related to the booking process complexity. Most of them
agreed that, if they have to reserve in these hotels in their real life, they would opt for doing it by
another platform such as Booking.com, due to the easy and intuitive process offered by this
intermediary, especially thinking about the speed and clear information. It is worthy to quote a
sentence mentioned by one of the related -to tourism or technology- users: you have to be very
interested in the hotel or know the web site very well to book directly from these web sites.
Regarding the non-related individuals’ comments, they mention that websites should highlight the
most important elements and information in order to be more intuitive. Besides, some of the
websites don’t use the same terms to refer to the booking process, for example using the word
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availability, a fact that confuses the users and negatively impacts their security of being in the
correct place to reserve a room.
Another common comment is related to the lack of icons or visual aids in websites. Nowadays,
users are familiar with a diverse web symbology and prefer not to waste too much time reading to
achieve their objectives. Nevertheless, users evaluated positively the way hotels order the rates
from lowest to highest price. Finally, users mentioned that the lack of some help section or chat to
establish direct communication avoiding calling the hotel is frustrating, especially when users face
difficulties in the booking process. Most of the hotels offer a frequently asked questions section,
this kind of solution could work when customers use to book or to browse in that kind of website,
but it isn’t a user-centered or personalized attention. If the user does not understand the booking
system, this lack of help could cause frustration in the potential customer, and therefore, their
abandonment.
Conclusions
Usability is a popular term in the digital environment. To offer a good user experience is essential
to decrease the bounce rate, as well as to improve the relationship between companies and
customers. If the user remains more time browsing the web, and its satisfaction with it is high,
would increase the possibilities of purchase, in the same way, that loyalty is promoted. This
research aimed to analyze the influence of the usability factor in the user experience and
interaction, besides identifying and defining the main factors and elements that impact the user
experience. During the article, the researchers exposed the most relevant UX and UI factors and
elements, thanks to a literature review that includes different authors’ and experts’ perspectives.
After that, and to collect real data about the UX and UI factors, two methodologies have been
applied.
Firstly, a quantitative analysis implemented by the software Website Grader considering a sample
of 136 hotels from a population of 443 hotels placed in Barcelona city. From that, and once analyze
the whole sample, this paper is shown a summary of the 8 hotels with the highest scores, and the
8 hotels with the lowest scores, according to the measurement of four variables: performance,
SEO, security, and responsiveness.
Secondly, a qualitative analysis took place with a sample of 8 individuals divided into two groups
(50% of the sample represented by users related to the tourism and/or the technology field, and
50% represented by non-related users). This qualitative analysis used the usability test as the main
technique to collect the objective and subjective perspectives of the individuals. It was possible
thanks to the measurement of the spent time doing a task in different websites consisting of
completing a booking process and then collecting the positive and negative comments they have
based on their booking experience. From the collected information, it has been observed that the
results obtained from the first technique (Website Grader analysis) and the second one (usability
test) differ significantly. A change in the ranking order of the websites concerning the usability
offered is evidenced since some of the websites that obtained the worst results in the first
quantitative analysis technique are perceived and evaluated positively by the users participating in
the sample of the qualitative analysis technique.
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The main conclusion to be drawn from these results is that the use of software or automated
processes for measuring usability objectively and quantitatively is accurate for obtaining a general
analysis of a website. However, when seeking to improve web optimization to foster a memorable
user experience, the best option is to measure the user’s own experience, which allows for a deeper
understanding of the user’s interaction with the website, and the appropriateness of the processes
presented, such as booking a hotel room.
Implication
This study provides a fresh and current vision about the role of usability in tourism websites,
especially in those belonging to the hotel sector. Thanks to the combination of two methodological
techniques, the importance of deepening the study of more subjective aspects that directly affect
and impact the user has become evident to know the common errors and best practices in terms of
adaptation to user needs. In that context, the best practices observed in terms of usability are related
to the use of simple language, the presentation of relevant content, and ordering it logically.
Besides, using the same design on all the pages of the website, changing the color of the interactive
elements, adding the rates involved in the reservation being carried out, also ordering those rates
in ascending order, and offering a booking summary with the necessary information in an easy
way to understand. Likewise, the common errors detected are related to the absence of icons or
visual aids that help the user to recognize the use of information in the website, or to make
complicate the visualization of relevant information in just one page (decreasing the scroll down
action). Other identified errors are related to avoiding include options to go back or delete in the
booking process, as well as not offering a solution to solve user mistakes, or the lack of help section
or chat to clarify how to do the processes when the user needs it. Focusing on the application of
these good practices, as well as solving common mistakes, is essential for companies, especially
for hotels whose market is highly competitive, not only facing other accommodation
establishments but also intermediaries that offer a more complete and simple experience to their
users, almost monopolizing the accommodation market, and taking away the possibility for hotels
to execute direct booking through their channel, thus avoiding the high commissions of the OTAs.
Further Research
Although this research concludes with the aforementioned findings, other lines of research could
be conducted from this. One of the aspects of great interest that have not been addressed, is the
analysis of usability from other devices, such as the smartphone, comparing the same websites and
its interaction experience from different screens or operating systems, to know if the results are
the same or users perceive relevant differences. It would be also interesting, to request more than
one task to do on the same website, as well as to raise closed questions to individuals. On the other
hand, exploring different techniques of measurement could be interesting to contrast the obtained
data, such as 10 Heuristics of Nielsen technique consisting of the direct observation and evaluation
of ten variables: visibility of system status, the relationship between the system and the real world,
user control and freedom, error prevention, recognition rather than recall, flexibility and efficiency
of use, aesthetic and minimalist design, assistance to users in recognizing, diagnosing and solving
errors, and finally the possibility of receiving help and documentation or information relevant to
the user (Hassan & Martin, 2003; Quiñones and Rusu, 2017). In that sense, could be interesting to
combine Nielsen’s Heuristics methodology with techniques such as experts focus group, users
survey, or logging (use recording), to evidence the influence of each usability variable in different
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profiles of users, especially in the tourism sector which websites represent the main contact users
have before starting the consumption of an intangible product.
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Abstract
Most industrial cities, not being attractive tourist destinations, are increasingly considering the
industry’s resources to attract tourists. The status of working cities or technological cities is of
special interest to those destinations considering industrial heritage, industry, and production
processes. The main goal of this article is to analyse the perception of the residents of São João da
Madeira, Portugal, towards high or low tourism development so to understand the position
regarding the participation intention in tourism development based on the potential and perceived
impacts of industrial tourism. For this, we introduce a quantitative, exploratory, and descriptive
approach using statistical analysis. The research was conducted through data collection from a
questionnaire survey implemented between April and October 2020. This was applied to the
permanent resident population of São João da Madeira by means of a convenience sampling. It
resulted in a total sample of 389 completed surveys, which were then analysed using the SPSS20.0
software. The results obtained contribute to a better understanding of the local community’s
intention to participate in the development of industrial tourism based on the perceived potential
and can guide decision-makers in tourism planning who intend to have the residents’ contribution
in implementing the product.
Keywords: industrial tourism, local community, perceptions, tourism development
Introduction
Tourism development is recognised as an effective way of revitalising the economy of a
destination, whether urban or rural. Territories tend to turn to development, planning and tourism
investment strategies as a resource for the success of a tourist destination (Brás, Costa & Buhalis,
2010). In addition, culture also plays a fundamental role in the tourist development of a region,
representing not only the identity elements associated with the place, but also constituting an
important economic resource. Scott (2000) points out that the relationship between the cultural
environment and the economy tends to become a strategic tool for economic development and
growth. Thus, in some regions, regional actors, both private and public, perceive the tourism sector
as an alternative to worn-out development strategies and declining sectors of activity (Brás, Costa
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& Buhalis, 2010). However, it should be noted that the fact that a territory has resources is not a
sufficient circumstance to become a tourist destination. Likewise, many academics point out that
tourism can benefit economically the host areas in numerous ways such as job creation, income,
funding to ensure the economic viability of services and commodities for locals, as well as for the
development of infrastructure in the host area (Frechtling, 2010; Sebele, 2010). Similarly,
industrial cities mobilize efforts to unite economic and cultural benefits by creating a mutually
beneficial relationship for public entities, the private sector and, also, the local community. The
community, as heir and representative of culture and heritage or industrial heritage, can also play
a crucial role based on its involvement, both in the process and in tourist products, or sometimes
they have a mediator role, between the visitor and the destination visited. Therefore, paying
attention to residents will make a major contribution to the tourism adequacy and planning.
Considering that, according to Guerra, Moreno and Almeida (2019), industrial tourism is gaining
significant expression in Portugal, it is important to recognize the attributes that influence the
resident’s perception in order to promote a sustainable development of the destination. That said,
it will be relevant to understand what can lead to the willingness to participle and get involved in
tourism development of the resident population, or what will make them not wanting to participate.
By understanding some of these factors, tourism stakeholders can work towards promoting
community involvement and participation. It should be noted that the World Tourism
Organization’s (WTO) in their Global Code of Ethics for Tourism (1999) alludes to the importance
of community interests, cultural heritage, and natural environment of a territory. Consequently the
perceptions and attitudes of residents towards the impacts of tourism should be considered in
planning studies of tourism policies (Ap, 1992), therefore, using here the definition of local
community present in Tosun study (2000) and recognizing that industrial tourism has a different
complexity from other tourism segments, and following some authors who refer the need for
studies on the attitudes of residents in different tourism market segments (Gursoy & Rutherford
2004; Harrill, 2004; Ritchie & Inkari, 2006) we conducted this research. It also appears to be
appropriate to acknowledge this typology of cultural tourism, reflecting the community
development ideals at an early stage of tourism development, bearing in mind that they may not
understand the territory as a tourist destination and might not attribute tourism value to it as the
link is not based on tourism but on their jobs.
According to Vargas-Sánchez, et al (2009) in an early stage of tourism development it is difficult
for residents to have a completely developed idea of the personal benefit that tourism development
can convey them. Having this in mind we considered relevant to understand whether the
antecedents of the intention of not participating in tourism development are related to their high or
low perception regarding the tourism development potential. So, this article serves as a starting
point to analyse the perceptions of São João da Madeira residents, a municipality served by a
considerable industrial fabric that promotes industrial tourism circuits. Here, the population tends
to identify with the industry as an identity element, but there are no studies in this territory that
verify its potential identification with tourism related to its endogenous resources, i.e. industry and
industrial heritage. The main objective of this study is to determine the existence of a relationship
between the variable related to the attitude of residents towards tourism, and the variables that
determine this attitude, which are the perceptions of the development that tourism can offer to the
community, whether high or low (positive or negative).
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We conducted the study in São João da Madeira, a territory that stands out for its industrial mass
and where industrial tourism has recently started to be developed based on industrial heritage and
archaeology, industries labouring and technological centres. A quantitative methodology based on
questionnaires targeting the aforementioned residents was applied to determine their intention to
participate based on their tourism potential perception. Specifically, to determine whether different
perceived potentialities have a causal link with a dependent variable: The community should not
participate in tourism development (Tosun, 2006). According to Ap (1992) when referring to the
social exchange theory, if residents perceive that they can obtain benefits from tourism
development higher than the costs or losses, they will be more likely to support tourism
development. This study pursues this belief, supported by the fact that in a community that lacks
traditional tourism resources, the resident’s resistant to change may not perceive tourism value in
the industry, consequently failing to perceive the benefits as higher than the costs. These costs and
benefits were treated in this study as high perception of tourism potential and low perception of
tourism potential. The next topic briefly discusses the theoretical framework on which this study
is based, followed by an explanation of the methodology used and the subsequent drawing of
conclusions about the results obtained.
Literature Review
Tourism Development and Local Communities
For the development of tourism all stakeholders are important, especially members of the local
community (Getz, 1994; Harvel, 1996). Indeed, community participation in the decision-making
process is crucial to ensure benefits for local communities (Li, 2005; Tosun, 2000). In the 1970s,
interactions between hosts and guests became the central theme of tourism anthropology
(MacCannell, 1976; Smith, 1977). In anthropological literature and research, social interaction and
the relationship between guests and hosts is viewed with an emphasis on negative and positive
socio-cultural impacts. At present, also several researchers, when reporting on tourism
development, focus their study precisely on the community, highlighting it as a sustainable
resource for the tourism industry, noting that the community is also affected by tourism
development, either positively or negatively (Murphy, 1983; Simmons, 1994; Williams et al.,
1995). From a complementary perspective, many authors focus research on residents’ attitudes
towards tourism and its impacts (Getz 1994; King, Pizam & Milman 1993; Lankford & Howard,
1994). Some of these impacts of tourism have been widely discussed and analysed in academia
from a number of perspectives, such as Haralambopoulos & Pizam (1996) that highlight cultural
and social impacts and state that in the academia the division between cultural and social
phenomena is not clear. However, most authors, when referring to the perceived tourism impacts
by the host communities, consider three main categories, along with the socio-cultural, they also
highlight the economic and environmental perspective (Almeida, 2015; Gunn, 1988; Gursoy et al.,
2002; Murphy, 1985).
As a result, many articles direct the research on community participation based on perceived sociocultural, economic, and environmental impacts. Other studies report on residents’ perceptions of
cost-effectiveness (Çelik & Rasoolimanesh, 2021), while McCormick (2002) highlights the culture
mentioning that tourism offers many benefits to the hosts culture. It creates a stronger cultural
identity (Driver et al.,1991), fosters ideas exchange and increased knowledge (Stein & Anderson,
1999), revitalises local traditions, improves quality of life among other benefits. Grünewald (2002)
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agrees with many of these factors and states that the interest in tourism creates an increase in local
artistic production which, in turn, increases the pride and self-identity of local people. It is known
that the more identified the population is with the place, the greater the predisposition to be
involved and/or to feel attachment with the activities developed locally and therefore with tourism.
Although it seems paradoxical, Besculides, Lee and McCormick (2002) point out that harmful
effects on culture may emerge from tourism, the authors consider that tourism has the power to
affect cultural change, and that the development of a resource can lead to negative impacts. Loss
of authenticity can be one of the problems for a destination culture (Grunnn, 2002), and a valid
concern for the local community. The authors Haralambopoulos and Pizam (1996) state that
although they found references in their research to perceived harmful effects and less desirable
factors, local people were strongly in favour of tourism, not only because of the economic benefits,
but also because of the socio-cultural benefits that tourism has offered. Likewise, Besculides, Lee
and McCormick (2002) point out that tourism has contributed deeply to the enhancement of a
community’s own identity and culture, as well as ethnic pride in the host communities.
Almeida (2012) highlights, referring to the community, the involvement and sharing of local
values arising from local identity and identification with the place, which the author calls Identity
Assumption, local communities face sustainability challenges that can be considered as
opportunities to promote original communities as well as environmental and cultural legacies. One
of the advantages might be the reinforcement of their place attachment. The same author, Almeida
(2012), also mentions that the involvement will be greater if the communities grasp the economic
and social advantages associated with the activity, considering that the tourist activity brings
together elements capable of affirming its objective authenticity (Wang, 1999). This will lead the
community to perceive more value and greater connection with tourism. These studies suggest that
the greater the identification with the place the greater the tendency of involvement and/or the
feeling of affection for the locally developed activities and, subsequently, for tourism.
Haley, Snaith and Miller (2005) recognize that the greater the perception of the possible benefits
for the community, the more they will voluntarily participate in the decision-making process when
they identify economic benefits. Individual perception of both the tourism impacts and place
attachment are two factors widely discussed in academia that will motivate or demotivate the
support of community towards local tourism development. Withing this framework, the term
participation is defined as the process in which stakeholders, including local communities,
influence and share control over development initiatives, decisions and resources that affect them
(Harvel, 1996). Lorenzo (2017) also points out that residents participate in tourist activities when
they benefit more than they lose. He also acknowledges that the way local communities view
tourism development tends to affect their positive perception and, as a result, their decision to
participate or not in the process. Moreover, communities can react in different and varied ways,
from total resistance to the total adoption of new developments (Lorenzo, 2017). Despite the
growing interest in local participation, the reality is that local communities are rarely involved and
usually have no voice in the tourism planning and development process (Harvel, 1996; Murphy,
1985). This is a possible factor that will lead the residents to find no potential in the tourism
development of their territory.
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Industrial Tourism and Community
All regions have a cultural heritage specific to that region. As far as industrial territories are
concerned, by appropriating industry for tourism we are enhancing not only the industrialised
territory but also the tangible and intangible industrial heritage. Several authors (Frew, 2000;
Guerra, Moreno & Almeida, 2019; Otgaar, 2010; Pardo, 2004 & 2011; Prat, 2014; Vargas-Sánchez
et al, 2009;) consider industrial tourism as a variant of cultural tourism that refers to industrial
archaeology or the desire to know the dynamics of certain emblematic industries of an area and
that relies on local identity. McKercher and Ho (2006) in a study on the tourism potential of
heritage and cultural assets state that cultural significance alone does not offer sufficient grounds
to promote cultural or heritage assets as tourism products. Therefore, the revitalization of an
industrial territory must always be done in harmony with the space, the environment and
demonstrating a commitment to its local community. This territory can largely benefit from the
use of resources for Industrial Tourism, but it can never do so without the community, as it is
present in the knowledge of production and manufacturing processes, so there is an undeniable
involvement of people, workers, or former workers of the industries, who spread knowledge and
are an integral part of the local community.
However, industrial tourism is not only about visits to factories and current production processes
knowledge, but it is also about the revitalization of industrial heritage as component of industrial
tourism. TICCIH (International Committee for the Conservation of the Industrial Heritage) in the
Nizhny Tagil Charter on Industrial Heritage (2003) stresses that the industrial heritage consists of
the remains of industrial culture that have historical, technological, social, architectural, or
scientific value, and that industrial tourism is based on the interest in knowing the industrial past,
its evolution and its influence on the place culture. Therefore, authors such as Casanelles (1998)
and Edwards (1996) highlight the recent years growing concern with safeguarding the elements of
industrial heritage that reinforce the cultural character of a territory. Also, in Portugal, according
to Guerra, Moreno and Almeida (2019), the industry is being considered as a resource to foster
industrial tourism and to show the production processes of some goods such as shoes, pencils, or
hats, as well as their manufacturing evolution. São João da Madeira municipality has been a
pioneer in demonstrating the culture of local industry and industrial heritage.
It is then stressed, according to Álvarez (2010), that this heritage is part of a specific scenario, so
it is necessary to interpret it, not as an isolated element, but in its territorial context, especially if
industry is a direct consequence of society’s use of the natural environment. It is from the local
community that results, to a large extent, the reinforcement of this culture through collective
memory, so it is expected that there will be an involvement of the residents, both in the tourism
planning process and as participants in the tourism product. According to Pardo (2004), there is a
change in the usual social perception of the industry, which makes it an object of tourist attraction
and curiosity. Likewise, McKercher and Ho (2006) point out that the intrinsic value of a good, or
its cultural interpretation, provides meaning and significance for the local community. Rabkina et
al (2020) stress that industrial history tends to be shown through industrial museums highlighting
the local community. It is then suggested that the assumptions of industrial tourism represent the
coordination between heritage, industry, the local community and, not least, place identity.
According to Ruiz Ballesteros and Hernandez Ramırez (2007) and Vargas-Sánchez, et al (2009),
it is therefore crucial to be attentive to the community, considering its perception and attitudes
towards the industrial tourism.
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Formulated Hypotheses
Tourism can save rituals or events that are in decline by providing locals with new resources or
stimuli (Půtová, 2018), hence it is important as Gursoy and Rutherford (2004, p.495) stresses to
understand the antecedents of local residents’ support for tourism development is crucial for local
governments, policy makers and businesses, because the success and sustainability of any
development depends on the support of local people. According to Çelik & Rasoolimanesh (2021)
positive-negative economic and socio-cultural perceptions towards tourism affect the general
attitude of the community. However, Tosun (2006) mentions that a community’s interest in
participating in tourism development may vary depending on the power, goals, and expectations
that different groups perceive towards tourism. Considering this assumption and the industrial
tourism hosts group in particular the following hypotheses were formulated:
•
•
•
•

Hypothesis 1: There is a significant correlation between Local Community Should not Participate
in Tourism Development and Low Perception of Tourist Potential.
Hypothesis 2: There is a significant correlation between Local Community Should Not Participate
in Tourism Development and High Perception of Tourist Potential.
In this study, the concept of high perception and low perception was used instead of cost-benefit.
The conceptual model demonstrates the relationship between High Perception of Tourist
Potential, Low Perception of Tourist Potential and the Community Participation in Figure 1.

Figure. 1. Proposed Conceptual Model
High Perception of
Tourist Potential
H1
Community
Participation

Low Perception of
Tourist Potential

H2

Methods
This topic explains the methodology applied in the study. It proposes the research hypotheses
through a research model, using one dependent variable and two independent variables, both
measured using a 7-point Likert scale. It also refers to the data collection instrument, population,
and research sample.
Study Context
The study presented is part of a larger research of an ongoing PhD at the University of Seville. The
questionnaire from this major study is organized into six blocks and involves a total of 117
sentences, even though in the following analysis we will only use one full block (residents’
perception towards tourism impacts) divided into two independent variables extracted from the
factor analysis (high perception on tourism development and low perception on tourism
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development) and referring to only one item as dependent variable (negative willingness to
participate) of a second block (Community Participation Ideals). This paper addresses only one of
the concepts present in PhD the survey that will be treated in the future and related to the other
variables of the larger research which explores São João da Madeira residents’ perceptions of
industrial tourism. São João da Madeira municipality is in an area belonging to the Northern region
of Portugal, in Aveiro district, and is in relative proximity to the metropolitan area of Porto, one
of the most important cities of Portugal, a seaside country with great history and with great
possibilities for industrial tourism destinations. Currently, the municipality is differentiated for its
manufacturing companies and by the design of industrial tourism circuits, a unique project in the
country. It is the smallest city in Portugal, but with one of the highest population densities, given
that the municipality’s territory has about 8m2 and has 21,713 inhabitants. It stands out, above all,
because of the large number of industries operating and because of the industrial heritage. São
João da Madeira has a distinctive industrial heritage, a legacy of the industrial revolution and has,
even today, unique manufacturing companies in the country, a distinctive characteristic that grants
the city the title of city of labour.
Research Design
The study was conducted through a questionnaire survey administered by the researchers through
a double approach: online survey on LimeSurvey platform, circulated through social networks and
through digital communication requesting for completion and sharing with others, and in person
to residents of the municipality, explaining the purpose of the study and asking for collaboration.
The sample size determination was dependent on the representativity factor. According to the 2011
Census, the population density of São João da Madeira was 21,713 inhabitants, so a 95%
confidence level and a 5% margin of error were estimated, obtaining a sample size result of 378
respondents. Although an attempt was made to obtain a larger sample than initially estimated,
given various constraints, it was not possible and so 389 questionnaires were applied, 162 of which
online and the remaining 227 in person. Respondents were selected using a convenience sampling
technique, according to the person willingness to collaborate.
Main Objective
In order to answer the research question of this study, What leads the local community not to get
involved in tourism development?, a multiple linear regression model was estimated. The aim was
to investigate the causal relation of two hypotheses presented in which the local community’s
perception of Non-participation in Tourism Development corresponds to the dependent variable
and the High Perception of Tourism Potential and Low Perception of Tourism Potential correspond
to the independent variables.
The dependent variable Local Community Should not Participate in Tourism Development was
measured through a question extracted from a scale by Tosun (2006) from a study analysing
community participation in tourism development. The statement used by Tosun (2006) was Local
people should not participate by any means when asked about their perceptions on tourism
development potentialities. Tosun’s (2006) statement was used in the present study as the
continuous dependent variable measured through a 7-point likert scale. Although in our
questionnaire the statement was exactly the same, in this study we have slightly adapted the name
of the variable to Local Community Should not Participate in Tourism Development.
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We measured the local community’s perceptions of tourism potential using a scale already
validated in previous studies that analysed the local community’s ideals concerning the potential
and impacts of a given destination. We followed and adapted a questionnaire applied by Dragouni
(2017) to the local community to know its perception of heritage, this scale was used as
independent variables after estimating an exploratory factor analysis which, from 15 items,
returned two factors, so two independent variables were proposed, High Perception of Tourist
Potential and Low Perception of Tourist Potential of development. Thus, through a questionnaire,
local respondents were asked on a seven-point Likert scale, that varies between strongly disagree
=1 and strongly agree =7, with the series of questions to determine their perception of the tourism
potential when relating to their community involvement ideals.
Multiple linear regression analysis involves the use of several variables to explain the relationships
between the data. The statistics technique applied makes it possible to determine the validation or
non-validation of the assumptions. Therefore, a model for a dependent variable has been presented,
explaining the relationship between two independent variables. These two independent variables
were obtained from 13 items that remained after the factor analysis. First, through a descriptive
analysis, the characteristics of the sample and the respondent to the questionnaires were studied
and described. Subsequently, to test the research hypotheses, and to understand whether the model
would be adequate and according to several researchers (Bagozzi & Yi, 1988; Creswell, 2009),
who state that the reliability of the instrument should be measured by the Cronbach’s alpha
coefficient, which suggests that all indicators or dimensional scales should be above the
recommended value of 0.60, reliability and validity analyses were performed. The following step
was a factorial analysis to divide the questionnaire items into new variables that represented related
concepts. Then a multiple linear regression suitable for continuous variables was made, however,
in addition to testing the relationship between the independent variables and the dependent one, in
the multiple regression analysis was also obtained the analysis of variance (ANOVA) and
Pearson’s coefficient (Hair et al., 1998).
Findings
Respondents Profile
As shown in table 1, the demographic profile of respondents to this study revealed that the
respondents are mainly women (53.7%), who tend to be more receptive to collaboration. The
average age range is between 34 - 40 (40.6%), and most have secondary education, as it was
expected given that the city is industrial and for many jobs in the tertiary sector there is no need
for higher education. It should also be noted that the household average is between 1501 and 2000
euros per month. A considerable percentage has always lived in the city so a comprehensive
knowledge of the industry evolution and of the industrial heritage importance is expected (41.6%).
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Table 1: Respondents Profile
Gender
n
%
Education
Female
209
53,7%
Basic Education
Male
173
44,5%
Secondary Education
Missing value
7
1,8%
Baccalaureate
Age
Nr
%
Degree
18-33
117
30,1%
Master
34 - 40
158
40,6%
Doctorate
50-65
87
22,4%
Missing value
66 and more
15
3,9%
Missing value
12
3,1%
Years of residence n
%
Household Income
Less than 5 years
27
6,9%
Less than 1000€
Between 5 and 10 30
7,7%
From 1000€ to 1500€
Between 11 and 20 44
11,3%
From 1501€ to 2000€
Between 21 and 30 49
12,6%
From 2001€ to 2500€
Between 31 and 40 33
8,5%
From 2501€ to 3000€
More than 40
44
11,3%
From 3001€ to 3500€
Always lived
162
41,6%
From 3501€ to 4000€
Residents Profile
Participation in activities that promote local industrial tourism
Yes
No
Occupation related to tourism or industrial heritage
Yes
No
Occupation in a company that promotes industrial tourism circuits
Yes
No
Participation in a local (regional/municipal) government body
Yes
No
Willing to actively participate in the planning of industrial tourism in São João da
Madeira?
Yes
No

n
39
184
14
121
17
6
8

%
10,0%
47,3%
3,6%
31,1%
4,4%
1,5%
2,1%

n
106
83
109
58
17
4
3
n

%
27,2%
21,3%
28,0%
14,9%
4,4%
1,0%
0,8%
%

78
311

20,1%
79,9%

46
343

11,8%
88,2%

45
344

11,6%
88,4%

46
343

11,8%
88,2%

188
199

48,3%
51,2%

As for the participative profile in tourism, according to table 1, we highlight the participation of
respondents in activities that actively promote tourism with only 20.1% of respondents, which
would be expected, given that industrial tourism circuits are a relatively recent activity in the
municipality (since 2012) and considering that industry is the main activity of the place, so tourism
is complementary. It is relevant to underline that in the question I would like to actively participate
in the planning of the industrial tourism of São João da Madeira, despite the fact that Yes and No
consider very close percentages, the No has a higher percentage with 51.2%, and the Yes got
48.3%, the remaining 0.5% of the respondents did not answer this question.
Factorial Analysis
After analysing the socio-demographic data and the participatory profile of the respondents, the
variables to be studied were chosen. Based on the previous data and on the literature review, it was
decided to study the questionnaire item The local community should not participate by no means
in tourism development as a dependent variable. As independent variables that could work as an
explanation for the previous one, it was decided to study the scales that related to community
perception regarding the impact and tourism potential of São João da Madeira. Given that in the
questionnaire there are fifteen items to measure this perception, it was considered appropriate, for
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a better interpretation of the data, to perform a factorial analysis, selecting the main components
and Varimax rotation.
First, Kaiser-Meyer-Olkin’s measurement of sample suitability was applied, the result obtained
was 0.874, that is. almost two values above the recommended 0.6, and Bartlett’s sphericity test
showed a significance of (p <0.000). The communalities were then evaluated and two of the items
showed values below 0.5, confirming that all the others had some common variation with the
remaining variables. Considering these global indicators, a factorial analysis was carried out with
the 15 items. From this analysis, two indicators that were not correlated by at least 0.3 with any
other item were removed, thus not meeting the minimum correlation criterion. The analysis was
then continued without considering these two items. A second factor analysis was conducted with
the remaining items (13), which resulted in two factors.
Table 2: Factor Analysis Results Using Varimax Rotation Perceptions of Tourism by São João
da Madeira Residents
Components
Factor 1: High Perception of
Tourist Potential
The development of industrial
tourism will contribute to the
development of the local economy.
The development of industrial
tourism will encourage the local
community to learn more about its
industrial heritage.
The development of tourism will
lead to the development of
infrastructure and services for the
local community.
Linking tourism with industry will create
incentives for the protection and
promotion of that industry.
Tourism development in SJM must remain
linked to industrial heritage.
Tourism development should be a priority
for local bodies.
Industrial tourism contributes to
the increase and improvement of
local trade.
Industrial tourism promotes the
improvement of leisure and
cultural activities.
The development of tourism will
contribute to the reduction of
unemployment.
Factor 2: Low Perception of
Tourist Potential
The development of tourism in
São João da Madeira will lead to
degradation of the urban
An increase in tourists will be detrimental
to the authenticity of local businesses and
other traditional customs.
Industrial heritage tourism is not the best
solution for SJM as there are other
destinations with more interesting
heritage.
SJM has limited tourist potential because it
is not a beach destination.

Factor
loading

Commu
nalities

Item
means

St
deviatio
n

5,38
0,871

0,771

5,59

1,293

0,861

0,744

5,59

1,266

0,844

0,714

5,58

1,218

0,807

0,665

5,74

1,095

0,794

0,651

5,77

1,075

0,783

0,621

5,11

1,471

0,761

0,676

5,02

1,625

0,722

0,523

5,46

1,329

0,614

0,525

4,56

1,844

3,0775
0,867

0,751

2,77

1,739

0,825

0,687

2,86

1,837

0,804

0,653

3,05

1,776

0,732

0,557

3,63

1,876

Eigenva
lues
5,759

% of
varianc
e
44,296

Cumula
tive
%
44,296

Reliabili
ty
alpha
0.916

2,779

21,374

21,374

0.835
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The constructs on table 2 have a Cronbach’s alpha value above the minimum value established as
acceptance criteria, 0.6 (Hair et al. 1998). In addition, the variance of the two dimensions presented
a value of 65.67%, that is, the two factors together explain a good percentage of the variables. The
first factor represents statements that express a generally positive attitude towards the development
of industrial tourism in the region and the second factor poses statements that reflect a low
appreciation of tourism potential. They are respectively called High Perception of Tourist Potential
and Low Perception of Tourist Potential, both ordered from the one with more factorial weight to
the one with less factorial weight.
The internal consistency of the items considered in each dimension was measured through
Cronbach’s Alpha reliability test. In both factors the value is above 0.70 which indicates, according
to Nunnally (1978), a high level of internal consistency and strong relationship between items of
the same scale.
Multiple Linear Regression Analysis
Table 3 demonstrates the multiple regression data indicating the estimated coefficients of the
model and their significance. From these data, the hypotheses under study were tested.
Table 3: Results of the Multiple Regression Model With Variable Local Community Should Not
Participate in Tourism Development
Model
(Constant)
High Perception of Tourist Potential
Low Perception of Tourist Potential
Dependent variable
Local Community Should Not Participate in
Tourism Development

Non-standardized Coefficient
B
2,251
0,109
1,060
R
0,608

St.Error
0,071
0,071
0,071
R2
0,369

Standard
Coefficient
Beta
0,062
0,604
Adjustment R2
0,366

T

P

31,524
1,521
14,834
Std. Dev.
1,397

0,000
0,129
0,000

The correlation coefficient R = 0.608 (presented in table 3) indicates that there is a positive
correlation between the Perception of Tourist Potential (High and Low) and the Non-participation
of the Community in Tourism Development. The adjusted coefficient of determination value
obtained for these data is a favourable value as these two independent variables explain 36.6% of
the total variability of the Local Community Should Not Participate in Tourism Development
dependent variable, that is, these results can be generalised to 36.6% of the total population. When
estimating the multiple regression test the analysis of variance, Anova regression test, was
obtained, that allows the verification of the global model fit (Marôco, 2018). The variance analysis
shows a significant correlation between the independent variables Low Perception of Tourism
Potential and High Perception of Tourism Potential and the variable dependent on the Local
Community should not Participate in Tourism Development, presenting a level of significance of
0.000. The results showed that the ratio F for these data is equal to 111.181, which represents a
statistically significant p<0.05. From the data presented there is a high significant correlation
between the independent variable Low Perception of Tourism Potential and the dependent variable
Local Community Should Not Participate in Tourism Development, given that the level of
significance is 0.000. From this analysis results a good correlation between the dependent and
independent variables mentioned above since it presents a Beta of 0.604. On the other hand, as
demonstrated, the relation is not statistically significant between the variable High Perception of
Tourism Potential and the variable Local Community Should Not Participate in Tourism
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Development (p- value > 0.129). We can state that the local community believes that they should
not be active participants in tourism development because they only perceive the low potential of
the tourist destination, as the studies by Vargas-Sánchez, et al (2009) suggest. Tourism
development can, however, be consistent, such as community support considering an opposite
perspective, in which residents who believe that the local community should actively participate
in tourism development, will be those with a High Perception of Tourism Potential. These results
may be because a large part of the community is not yet aware of the benefits and advantages of
industrial tourism in the city. Based on the results demonstrated on this topic, the following
considerations are made relative to the proposed assumptions:
Hypothesis 1: There is a significant correlation between the Negative Ideals of Local Community
Participation in Tourism Development and the Low Perception of Tourism Potential. Hypothesis
confirmed according to the results observed in this study, considering that the error probability
value (p) given in the correlations was 0.000, that is, it assumed a value less than 0.05. It is
noteworthy that in the respondents characteristics, the percentage of respondents who have no
intention of actively participating in tourism planning is moderately higher (51.2%) than those
who would like to participate, so although this hypothesis result is confirmed and corroborated by
the literature which states that low to moderate tourism development is seen as beneficial for the
community, as the development increases, the perception of residents can quickly turn into
negative (Allen, Long, Perdue, & Kieselbach, 1988; Harrill, 2004; Smith & Krannich, 1998).
Hypothesis 2: There is a significant correlation between the Negative Ideals of Local Community
Participation in Tourism Development and the High Perception of Tourism Potential. This
hypothesis is rejected because the data regarding the correlation resulted in an error probability
value (p) of 0.113, which is therefore considered to be much higher than the established criterion
of 0.05. The conclusion from this result is that the high perception of tourism potential is not a
significant predictor of Local Community Should Not Participate in Tourism Development.
Referring to the study by Vargas-Sánchez, et al (2009) where he highlights that the perception of
the effects of tourism (both positive and negative) is the main factor determining the attitude of
residents towards tourism development, we fully confirm hypothesis 1 and reject hypothesis 2.
These results corroborate the study by Rasoolimanesh et al. (2015) where they also conclude that
positive perceptions positively affect support for tourism development and negative perceptions
affect this support negatively.
Conclusions
The aim of this study was to analyse what leads, or not, the local community to support the tourism
development of São João da Madeira industrial tourism project. The results represent the
perceptions that residents have regarding the potential for tourism development, namely high or
low. By demonstrating a case study of an Industrial Tourism destination, such as São João da
Madeira, one contributes to the understanding of the community participation and it is understood
that there is a large percentage of the population that does not perceive tourism as positive because
they do not see it as an added value. It is therefore concluded that the support for tourism
development in a community will be higher whenever the perception of the benefits of tourism
activities is higher than the perception of negative consequences and impacts. In this context,
satisfying the community may be a crucial concept that requires to be considered while analysing
the community’s perception and attitudes towards the tourism industry (Nunkoo & Ramkissoon,
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2011). It is also concluded that some residents are not motivated to participate because they do not
perceive benefits and potential for tourism development, that is, the correlation between the low
perception of tourism potential and the idea of non-participation of the community in tourism
development is evident. However, the remaining sample is expected to believe in community
participation in tourism development and believe that effective involvement will be crucial in the
process of industrial tourism planning and development. Community adherence is often taken for
granted, but the results presented show that this is not a universal truth, and it is important to
understand the causes in order to take action. Although there are already several studies focusing
on trying to understand the attitudes of the local community, much remains to be researched, in
particular about resident attitudes towards tourism development. It is believed that this study could
be useful for public and private decision-makers in future planning. It is also believed that since
the destination is asserting itself as an industrial tourism destination, it could be a useful tool for
future comparisons of residents’ perceptions. Given that the data refer to the opinions and
experiences of people at a specific time and within a specific context, it would be appropriate to
record and compare this same information in the future. It is suggested that these results may guide
decision-makers in tourism planning who wish to have the contribution of residents in developing
or implementing the product.
Implications, and Further Research
Considering that this segment is relatively new in Portugal, and other Portuguese territories as well
as foreign ones are beginning to explore their endogenous resources, the results of this study can
be used as an important reference and tool for public and private decision-makers regarding the
planning and structuring of an industrial tourism destination that cannot be developed without
community support. As Murphy and Murphy (2004) suggest, the greater the community
consultation and involvement, the greater the acceptance and support regarding the development
of tourism products. Vargas-Sánchez et al, (2009) also postulate that the interest of studies about
residents’ attitudes towards tourism will have practical implications for destination management.
Thus, understanding residents’ attitudes, expectations and perceptions will contribute to a
management favourable to a more efficient and sustainable tourism development. Within this
process the researchers identified some limitations. Given the nature of the research the main
limitation of this study was that it approached a single and specific destination and it analysed only
two independent variables resulting from a factorial analysis, so this can impact on the results.
Some other constraints were time restrictions, small sample size and sample collection period
(COVID pandemic), therefore the results cannot be extrapolated to other places nor to other
periods. Further acknowledgement and monitoring of the perception of the host communities
should be a crucial part of tourism planning and development. Thus, future research can analyse
more variables and a more complex and explanatory model. Future studies could also use other
regions to estimate the casual relationship between them, as well as different socio-demographic
profiles, thus consolidating the results. A qualitative study would also be appropriate, through
interviews with those directly involved in industrial tourism circuits in order to compare
perceptions.
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Abstract
Petaling Street is considered as one of the most punctual streets to be developed in Kuala Lumpur,
with the establishment of shopping complexes that run for around 1 km from Bulatan Merdeka to
Jalan Yap Ah Loy. It moved from the tin mines of the Petaling area in the late 1800s. It has come
a long way, enduring numerous calamities, including major surges, wars in the 1870s within the
Chinese nation, British invasion, and World War 2. Since the country’s growing number of tourists
is increasing together with the act of shopping as the most appropriate leisure activity to raise
domestic income, today’s shopping activity attracts tourists to spend money on buying souvenirs
and products while gaining unique experiences throughout their tour. In Malaysia, neighborhood
shopping malls or lifestyle malls have transformed from ordinary to fashionable shopping places
for people to gather and socialize with tourist shoppers. Shopping complex nearby the original
Chinatown of the Centre of Kuala Lumpur retains a lot of its ancient atmosphere, significantly in
the dead of night until vendors distribute their merchandise on the street. The cultural, physical
climate and customer satisfaction are the variables that come while visiting to. This research is
about the discernment of the Petaling Street’s shopping complex neighborhood community around
shopping tourism. A total of 250 questionnaires received from respondents coded in SPSS version
22. Data were analyzed using Pearson Correlation. The findings showed that cultural, physical
environment customer loyalty significantly influence the behavioral intention of tourists to re-visit
Petaling Street’s shopping complex. In conclusion, the local community are very cautious with
their spending and that is why they came to Petaling Street’s shopping complex to shopping. In
fact, that has not happened to the local community only, but it happens to other nationality and
tourist that visit the Shopping Complex. Therefore, the number of tourists visit Petaling Street’s
shopping complex will be affected if the cultural, physical environment and customer loyalty
remain poor in condition.
Keywords: shopping tourism, cultural, physical environment, customer loyalty, behavioral
intention
Introduction
According to Jeyacheya and Hampton (2020), tourism is supporting Malaysia’s economic growth
through foreign exchange revenues, job creation and earnings opportunities, and the development
of interrelated sectors such as travel, manufacturing, and merchandising. Tourism’s cumulative
contributions to Malaysia’s gross domestic production (GDP) and employment in 2016 were USD
40.4 billion and USD 1.701,000 respectively (DOSM, 2020). Thus, tourism contributes 13.7
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percent of GDP in total and 12 percent of Malaysia’s jobs for the year (New Straits Times, 2018).
In order to raise domestic income, shopping is among the dominant contributed factor that can be
done leisurely (Triantafillidou et al., 2017). Today’s shopping activity has attracted tourists to
spend money on buying souvenirs and products while gaining unique experiences (Anastasiadou
& Vettese, 2019). In Malaysia, neighborhood shopping malls or lifestyle malls have transformed
themselves from ordinary to fashionable shopping places for people to gather and socialize with
tourist shoppers (Azmi et al., 2019). The economic benefits of the current increasing tourism
industry across the globe have drawn significant attention from many countries towards the sector
(Richards, 2018). Shopping has become a major economic contributor to the travel and retail
sectors, and this is based on its criterion as the most favorable activity among visitors (Boulhosa
& Casais, 2019). It is also inevitable to examine the shopping behavior of tourists, by solely
considering the specific sense of tourism, which is always different on a regular basis. From just
over 100 malls in the late 1980s to some 360 malls today, the total number of malls in Malaysia
has increased more than tripled, offering over 100 million square feet of net lethal retail with a
value of more than RM100 billion (Xie, 2018).
Over the years, these varied attractions have made Malaysia as one of Asia’s prominent shopping
destinations, and the thanks in part to the persistent determinations of Tourism Malaysia, which is
an agency under the Ministry of Tourism & Culture, in collaboration with key players in the retail
sector of the country to promote Malaysia’s shopping tourism (Carruthers, 2017). The country’s
retail scene has seen a dramatic change in recent years as well. The departmental stores of
yesteryear are no longer occupied by the emergence of integrated community and lifestyle centers.
Malaysia has kept up with the global trend of meeting the increasingly sophisticated demands of
modern-day shoppers (Brochado et al., 2019). Today’s mall amenities are not limited to retail
activities alone, since they have been expanded in providing ample dining, leisure and
entertainment opportunities that improve shoppers’ overall experience. Traditional functional mall
designs have therefore evolved into thematic and experiential lifestyle malls, and many of which
are now built as part of mixed apartment, hotel, office, park and other public amenities
developments (Jusmartinah, 2020). Malls now also draw shoppers from branded and non-branded
Malaysian items to international brands with greater personal care, as well as a wide range of
products (Rao & Mohan, 2019).
Therefore, to better understand tourists’ shopping habits, a systematic structure must be established
in order to integrate the various factors and variables that affect tourists’ behavioral trends (Bayih
& Singh, 2020), including socio-economic and psychologically relevant factors that influence
tourism operation (McGowan et al., 2016). Previous research in tourism shopping has often
discussed in various shopping aspects, including the role of shopping in the choice of destination
(Jin et al., 2020), the determinants of tourist shopping experience satisfaction (Suhartanto, 2018),
reasons for shopping activity engagement (Boardman & McCormick, 2018), product preferences
and purchasing patterns (Garner & Ayala, 2019), and motivations for interaction with shopping
habits (Matthews et al., 2019). With the help of local people who have been active in this sector,
the tourism industry has faced a rapid growth. As well as related industries such as transportation,
leisure services and hospitality, the growth of the tourism industry is critical for economic
development (Jeyacheya & Hampton, 2020). Tourism is generally recognized as one of the key
cultural and economic characteristics at present, and local communities are also given the
opportunity to play their parts (Pan et al., 2018). On the other hand, the symbol is also created by
tourism to support communities, especially in changing the economy and atmosphere. The key
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factor in the growth of tourism is the local population. Research on local community approaches
to future tourism growth is currently growing due to the significance of assessing the suitability of
tourism for communities (Chatkaewnapanon & Kelly, 2019).
Without the possibility of shopping activities, most tourists’ travel itineraries are considered
incomplete (Tsaur et al., 2017). Tourists typically tend to look mainly for souvenir products and
buy them during their holiday or travel as a sign of remembrance. Earlier research, however,
showed that souvenirs are no longer the buying product of the main visitors. Upon analyzing the
general tourist shopping pattern, the researchers found that apart from souvenirs, tourists tend to
buy several more things. In order to understand the reason why tourists shop for popular things,
tourist shopping goods have been considered and cross-checked with tourist demographics, trip
typologies, and trip exact characteristics. In addition, visitors typically concentrate on unique
products and facilities, such as hotels, restaurants, cultural or entertainment areas, which are sold
on the spot. Modern visitors, however, enjoy their great purchasing power and clients of broader
items, such as apparel, crafts, or architecture (Jia, 2020).
Shopping has undeniably become an economic contributor and part of leisure activities (Azmi et
al., 2019), and the tastes of tourist shopping goods often vary across different destinations. The
shopping complex in Chinatown to be specific, is situated in Malaysia’s capital. Bargaining here
is a popular sight and the area is usually crowded with both locals and visitors. Market Square was
the center of the original Chinatown. As it was higher than the rest of the town, the High Street
was common as the less vulnerable to flooding, and the wealthier population was inclined to build
their shophouses here. As a result, north of Jalan Cheng Lock, and closer to the High Street
business center, the more ornate shophouses were constructed. A typical pioneer city at the start
of the twentieth century was Kuala Lumpur. For the most part, the population was male and they
represented the rough and difficult pioneers of this era. The men were mostly Yue, and thanks to
the tin trade, where Hakka’s UN agency had returned to the area, and worked as coolies in the
mines, with a Chinese captain or headman who ruled them. Yap Ah Loy, a Hakka (Peng & Ng,
2018), was the most popular Chinese captain.
Literature Review
Shopping Complex at Petaling Street
Petaling Street, which was established in 1879, is the Kuala Lumpur’s oldest traditional street by
being the first phase of Kuala Lumpur’s early urbanization. The urban settlements were created as
a result of the concentration of the Chinese community that had just migrated to the Klang Valley
to work on the tin mines, by earning the reputation of being the Chinatown of Kuala Lumpur on
Petaling Street and the neighboring streets (Ramakreshnan et al., 2018). Kota Raya is an old
shopping complex that was one of Kuala Lumpur’s most famous shopping spots decades ago.
Today, the position of other contemporary mega-malls located in urban areas around the city has
long been superseded. However, it also draws a huge crowd of locals who need budget shopping.
The shopping complex has recently undergone a facelift, thus giving the shopping complex a
golden look at its position near the end of Tun Tan Cheng Lock Lane, just across Petaling Street,
with a more modern outlook. Kota Raya has a wide variety of accessories, handbags, garments and
textiles. Kota Raya is strategically situated at the intersection of Jalan Silang and Jalan Cheng
Lock, the city’s ‘center’ containing some of Kuala Lumpur’s oldest developments (Malaxi, 2013).
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The highest concentration of financial institutions and leading hotels is located in the surrounding
area. The shopping complex is also surrounded by a number of schools and learning institutions,
specifically in the vicinity of Puduraya, the main bus terminal, and three bus stops along with Jalan
Cheng Lock. The shopping complex is also a 10-minute walk from the central train station. It
caters to a limited number of consumers, specializing in handphone accessories, budget clothes,
bizarre apparel, audiovisual products, spectacles and shoe products (Malaxi, 2013).
Kota Raya will be crowded with migrant workers during the weekends or holidays. Many migrant
workers can be seen standing on the streets, chewing betel nuts, chatting in shops with their friends,
and only leaving when the sky is dark. If we walk around Kota Raya, we will find that many
migrant workers have worked for decades in Malaysia, and many of whom have started to run
their own businesses as well as providing services to the migrant worker community (Malaysia
Kini, 2016). Alam (2016) explained that during the 1990s, Malaysia’s economy developed rapidly,
which simultaneously attracted foreign companies to enter for investment, and many industries,
particularly in the plantation, manufacturing, construction and service sectors, began to face labor
shortages. Other than working for their employers, the migrant will manage their own business
during their free time after they have come to Malaysia, slowly accumulating capital and preparing
to rent a shop.
Another trademark for visitors who visited Petaling Street is the S&M Shopping Arcade, which is
connected directly to the next door of Kotaraya Shopping Mall. The shopping mall currently
spotted with a new look after undergoing renovation. With sculptured pillars, shiny crystal
chandeliers and glossy marble floors, its façade is entirely gold. Located along the busy Jalan
Cheng Lock Street, this arcade is the latest addition to the Chinatown scenery. With the spectacular
sight of Asia’s longest computer graphic mural on the facade, the building stands out. The arcade
is spread across 14,000 square feet, with houses of more than 80 tenants across its seven levels.
From clothing, shoes and accessories to souvenirs, music and books, consumers will find many
small shops offering everything. Head to the top floor for refreshments, this is where consumers
will find a large food court serving more than 200 dishes. Similar to Kota Raya, a new facelift
work has granted the building with a new lease of life. The shopping center is famous for its many
DVD and VCD stores that sell the latest overseas dramas, particularly from Korea and Hong Kong,
as well as Japanese anime. However, customers can also get other items, such as fashion goods
and IT products. According to S&M group chairman, one of the landmarks in Kuala Lumpur that
signified the progressive development of the country was the shopping center. Lee said that not
only in terms of appearance, the diversity of products and services has also contributed to the
changed of shopping center in Kuala Lumpur (Malaysia Kini, 2008).
The goal of this research is to broaden our understanding on the essence of shopping malls and to
explore the preferences of tourists for shopping experiences in Malaysia. Awareness of tourist
preferences regarding their shopping experience in Malaysia is related to their deficiency with the
country’s fact, that shopping accounts for Malaysia’s second-largest share of tourist spending.
Customer Loyalty
Customer dependability is dependent on the products with a consistently positive enthusiast
experience, a physical property-based fulfilment, and an assessment of a meeting that involves an
object or an administration. At a completely popular level, loyalty is a measurement that showcases
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customers’ preferences onto brands, services, stores, product categories and activities (Muniesa &
Giménez, 2020). By using the word ‘Consumer Loyalty’ instead of ‘Brand Loyalty’, it is stressed
that ‘Loyalty’ is a function of individuals, rather than something inherent in brands. There are three
famous conceptualizations of loyalty as a general way of thinking that often results in a partnership
with a company. Particularly, loyalty is conveyed, in terms of demonstrated actions and shopping
for moderated through the person’s characteristics, circumstances and purchase situation (Ghosh,
2018).
Customer satisfaction is an important part that determine the success of a company, including a
visit to the place. Research on customer loyalty in relation to facilities and services can provide
valuable insights to increase the participation rate. This is seen as taking the form of a constantly
favorable set of specified values for the brand purchased (Azis et al., 2020). These attitudes can be
evaluated by asking how much people claim their liking on a brand, experience committed to it,
recommend it to others, and have beneficial values and emotions about it. An extension of the
‘attitudes outline loyalty’ angle is to suggest the role of consumers in shaping relationships with
several of their preferred brands (Liu et al., 2017).
Physical Elements
The atmosphere, spatial arrangement, signage, physical attractions and facilities that contribute to
the development of an atmosphere and typically linked to safety, comfort and pleasure are part of
the physical environment (Dalmoro, et al., 2019). Heung and Cheng (2000) studied the shopping
characteristics of Japanese tourists who visiting Hawaii, the United States and the Gold Coast,
Australia, and the study found that the first significant dimension of Japanese shopping satisfaction
in Hawaii and the Gold Coast was the appearance of a shop (i.e., ease of access, cleanliness and
comfort of salesperson); and the second was the attractiveness of a shop (i.e., attractiveness and
attractiveness). Shopping malls now add the entertainment aspect to create a fun atmosphere for
shoppers. In the field of tourism shopping, a great deal of attention has been paid to evaluating the
satisfaction of tourists with shopping experiences during their travels (Kim et al., 2019). Based on
various lists of attributes that been narrowed, most studies evaluated tourist preferences and
satisfaction (Ahani et al., 2019).
This study aims to understand the perceptions of tourism experience concerning shopping in
famous Kuala Lumpur malls. The presumption is that the desired result will be confirmed (Brady
et al., 2016). When people spend money on a purchase, including on travel, they usually spend on
destinations or activities that are expected to give them positive experiences. They are less likely
to fly to or partake in the activity at that destination if visitors have low expectations of a
destination or activity. Managing the expectations of tourists is extremely important, particularly
through promotion, because expectations can significantly affect the choice of destinations for
tourists as well as the process of tourist satisfaction by developing their perceptions of their
experiences (Chen & Rahman, 2018). Tourist satisfaction is the objective of destination marketing
as it influences the choice of travel destination, consumption behavior and the desire to re-visit
(Kim, 2018). The Journal of Social Sciences Research 246’s aim is to offer what visitors expect.
The customer is considered satisfied if the overall performance of the service provider meets or
exceeds initial expectations; if the performance is below initial expectations, the level of
satisfaction is considered weak or non-existent (Pekovic & Rolland, 2020).
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Cultural
The characteristics of historical and heritage activity are associated with local community activity.
This operation of the local community is connected to the trade extracted and becomes a picture
for certain streets. It can be found in the form of informal activities such as the night market, stalls,
and hawkers that carry on their own elderly trade. In addition to the informal activity, the formal
activity can be perceived over derived exchange and trade in the building (shop). This can be seen
through the initiative of Petaling Street’s shopping complex in determining an old-style Chinese
medication and the wet market to attract the visitor to come (García-Hernández et al., 2017). The
Chinese New Year celebration is connected to the Petaling Street shopping complex religious
practice, and during that time the street is close. Dragon dance performances are performed, and
this activity highlights the importance of current society and provides a sense of place. Past
scholars have found out that streets are platforms that easy to explain social understanding
exclusively from social space in the group sense (Cummings, 2016).
Intention to Visit
The goal is something that engaged the behavior because it underlies a person to have tourism
activities, while at the same time acts as the determinant for the behavioral intention (MolinerTena et al., 2019). The target in the definition of tourism marketing is a tendency to be interested
in an object or to be enthusiastic about something (purchase goal and plan to use). In the research
world, the desire of tourists to be closer to the artifacts is based on opportunities offered by tourism
destination management. In the meantime, for purchase focus that in line with the author, it is
similar to constructing the touring purpose associated with an intention to visit or to come in terms
of purchasing through the facts that travelers have already perceived in the success of all tourism
activities (Christou, 2020). The purpose of visiting has a close relationship with the conviction and
expense of what the travelers think as buyers, who can assess the products or outcomes they have
already encountered (Zeithaml et al., 2020). Although there may be no connection between cost
and profit as the traffic or user with tourists gain, but the cost they felt in visiting intent is a
precedent in the future of customer pride and behavioral aim (Verma et al., 2019). A traveler whose
perceived cost is high on a tourist destination, for example, would genuinely be vulnerable to the
varying the degree of fulfilment of all their feelings. Thus, the visitor will be motivated to go to
the purpose or help others in the future (Beaty, 2020).
Conceptual Framework
•
•
•

H1: There is a positive relationship between cultural and the intention to visit.
H2: There is a positive relationship between physical environment and the intention to visit.
H3: There is a positive relationship between consumer loyalty and the intention to visit.
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Figure 1. Proposed Model
Cultural
Intention to visit
Physical Environment

Customer Loyalty

Methods
This quantitative study mainly targets on local community perception towards shopping tourism
in Petaling Street shopping complexes, including the customer loyalty, physical element, cultural
and intention to visit. A survey questionnaire was employed and 250 of them managed to be
collected. The population of all local community who were aware, and had visited the place was
selected. The total number of populations within the streets cannot be easily identified, thus a
simple random sampling that used to collect data and the use of the role of thumb were employed
respectively. The descriptive analyze was used to analyze the profile of the respondents. The
inferential analysis was used to identify the influence of variable of customer loyalty, physical
element and cultural on an intention to visit in Petaling Street shopping complexes. Due to that,
the technical analysis of Pearson Correlation using IBM SPSS version 22 was applied in order to
analyze and test the hypotheses as well as to find the correlation. Next section will highlight the
findings.
Findings
Reliability Analysis
Generally, alpha data collection is a reliable and suitable mechanism for further study. The
dependent variable is the variables that chosen for the study by using the alpha trial of conflict of
the Cronbach. The research shows as below.
Table 1. Cronbach Alpha
Variable
Customer Loyalty (IV)
Physical Environment (IV)
Cultural (IV)
Intention to Visit (DV)

Cronbach Alpha
0.853
0.808
0.741
0.783

Based on Table 1, the Cronbach’s Alpha shows positive results according to the 17 items taken
from Section B, C, D, and E. Therefore, it is clarified that the scales of the study are reliable and
consistent. Thus, for further analysis, this study is qualified.

47

University of South Florida (USF) M3 Publishing

Respondent Background
In the survey, 6 questions are allowed in Demographic Analysis of the respondents that were
collected. The questions consisting of Gender, Country of Origin, Age, Motive of Travel, and
Frequency Distribution of Tendency to visit shopping complex, and How do you know about
shopping complex. A discussion for the demographics is shown as below.
Table 2. Summary Profile of the Respondents
Background Factor
Gender
Country of Origin
Age

Motive of Travel

Tendency to Visit Petaling Street’s
shopping Complex
How Do You Know about Petaling
Street’s shopping complex

Categories
● Male
● Female
● Malaysian
● 18-24 years old
● 25-34 years old
● 35-44 years old
● 55 and above
● Education
● Leisure
● Business
● Religion
● First timer
● Second timer
● Third timer
● More than third timer
● Social media
● Family
● Friends
● Television
● Internet
● Radio

Frequency
118
132
250
81
96
60
13
30
167
52
1
51
78
57
64
55
56
112
3
23
1

Percentage (%)
47.2
52.8
100.0
32.4
38.4
24.0
5.2
12.0
66.8
20.8
4
20.4
31.2
22.8
25.6
22.0
22.4
44.8
1.2
9.2
4

Table 3. Customer Loyalty
No.

Questions

1

I will recommend local people about Petaling
Street shopping complex.
I will encourage others to visit Petaling Street’s
shopping complex.
I am willing to visit Petaling Street’s shopping
complex again
I will come back again to Petaling Street’s
shopping complex

2
3
4

Strongly
Disagree
1.2%

Disagree

Neutral

Agree

8.4%

8.4%

44.4%

Strongly
Agree
37.6%

3.2%

4.0%

11.6%

46.4%

34.8%

3.6%

11.6%

12.8%

43.6%

28.4%

7.2%

12.0%

6.8%

43.2%

30.8%

Table 3 shows the Customer Loyalty. It shows that most of the respondents agreed with I will
encourage others to visit Petaling Street’s shopping complex with 46.4%. I will recommend local
people about Petaling Street’s shopping complex is the second highest with 44.4% followed by I
am willing to visit Petaling Street’s shopping complex again which its percentage is 43.6% and
the lowest is I will definitely come back again to Petaling Street’s shopping complex with 43.2%.
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Table 4. Physical Element
No.

Questions

1

Petaling Street’s shopping complex has a very
clear layout and easy to move.
Petaling Street’s shopping complex has a very
clear signage and direction.
A lot of very exciting views in Petaling Street’s
shopping complex.
Petaling Street’s shopping complex has a unique
and attractive old building.
There is various shop house in Petaling Street’s
shopping complex.
There are many user races such as Malay,
Chinese, Indian in Petaling Street’s shopping
complex.

2
3
4
5
6

Strongly
Disagree
1.6%

Disagree

Neutral

Agree

4.0%

6.8%

56.0%

Strongly
Agree
31.6%

2.0%

8.0%

14.8%

40.8%

34.4%

2.0%

6.0%

12.4%

39.2%

40.4%

0.4%

4.4%

15.2%

44.0%

36.0%

2.0%

6.0%

11.6%

35.6%

44.8%

0.8%

3.2%

9.2%

50.8%

36.0%

Table 4 shows the Physical Element. It shown above that most of respondents agreed with item 1
with 56.0%. The second highest is 50.8% which referred to item 6. Next, is item 4 with 44.0%,
followed by item 2 with 40.8%. The least percentage is referred to item 5 with its percentage of
35.6%.
Table 5. Cultural
No.

Questions

1

Petaling Street’s shopping complex has the
cultural values
Petaling Street’s shopping complex is the
symbolic of Chinatown.
Petaling Street’s shopping complex known as
Chinese culture zone.
Petaling Street’s shopping complex is surrounded
by old historical shop houses.
Petaling Street’s shopping complex should be
preserved to keep the heritage.

2
3
4
5

Strongly
Disagree
4.0%

Disagree

Neutral

Agree

9.6%

9.6%

54.4%

Strongly
Agree
22.4%

0.8%

1.6%

2.4%

56.0%

35.6%

0.0%

0.8%

8.4%

52.8%

38.0%

6.4%

12.8%

12.9%

42.0%

26.0%

5.2%

9.6%

12.0%

46.4%

26.8%

Table 5 shows about the Cultural. At the table above, it shows that item 2 has the highest
percentage with 56.0% of respondents. The details followed by the second highest of item 1 with
54.4%, third highest is 52.8%. Next, item 5 with 46.4%, and the least is item 4 with 42.0%.
Table 6. Intention to Visit
No.

Questions

1

I tend to visit Petaling Street’s shopping complex
again.
I think I will come back to Petaling Street’s
shopping complex in future again.
Once at home, I will suggest my friends to visit
Petaling Street’s shopping complex
I think this place is a good place to get things for
reasonable price
I feel very comfortable with the existence
condition in Petaling Street’s shopping complex.
I feel Petaling Street’s shopping complex has a
convenient public transport service.

2
3
4
5
6

Strongly
Disagree
5.6%

Disagree

Neutral

Agree

13.2%

8.4%

53.6%

Strongly
Agree
19.2%

8.0%

9.6%

10.4%

44.8%

27.2%

1.2%

6.8%

14.4%

46.0%

31.6%

0.8%

3.2%

4.4%

40.4%

51.2%

9.2%

13.6%

7.6%

49.2%

20.4%

1.6%

4.4%

8.8%

49.6%

19.2%

49

University of South Florida (USF) M3 Publishing

Table 6 shows the Intention to Visit. The table above shows that majority of the respondents
strongly agree with 53.6% of them through item 1. The details followed by item 6 with 49.6%.
The third highest is item 5 with 49.2%, and the least is item 4 with 40.4%.
Table 7. Descriptive Statistic (Customer Loyalty, Physical Environments, Cultural, Intention to
Visit)
No.
1
2
3
4
1
2
3
4
5
1
2
3
4
5
1
2
3

Descriptive Statistic
Customer Loyalty (IV 1)
I will recommend local people about Petaling Street’s shopping complex.
I will encourage others to visit Petaling Street’s shopping complex.
I am willing to visit Petaling Street’s shopping complex again
I will come back again to Petaling Street’s shopping complex
Physical Environment (IV 2)
Petaling Street’s shopping complex has a very clear layout and easy to move.
Petaling Street’s shopping complex has a very clear signage and direction.
A lot of very exciting views in Petaling Street’s shopping complex.
Petaling Street’s shopping complex has a unique and attractive old building.
There is various shop house in Petaling Street’s shopping complex.
Cultural (IV 3)
Petaling Street’s shopping complex has the cultural values
Petaling Street’s shopping complex is the symbolic of Chinatown.
Petaling Street’s shopping complex known as Chinese culture zone.
Petaling Street’s shopping complex is surrounded by old historical shop houses.
Petaling Street’s shopping complex should be preserved to keep the heritage.
Intention to Visit (DV)
I tend to visit Petaling Street’s shopping complex again.
I think I will come back to Petaling Street’s shopping complex in future again.
Once at home, I will suggest my friends to visit Petaling Street’s shopping complex

Mean
4.09
4.06
3.82
3.78

Std. Deviation
.949
.955
1.082
1.210

4.12
3.98
4.10
4.11
4.15

.822
.998
.970
.846
.982

3.82
4.24
4.28
3.68
3.80

1.017
.695
.648
1.175
1.098

3.68
3.74
4.00

1.099
1.190
.918

Descriptive Statistic. The respondents considered item 1 as effecting Customer Loyalty with the
mean of 4.09 for I will recommend local people about Petaling Street’s shopping complex. For the
Std. Deviation, the highest is from item 4 with 1.210 from Customer Loyalty. Next, the respondents
considered Physical Elements as having the highest mean with the value of 4.15 that gathered from
There are various shop house in Petaling Street’s shopping complex. The top Std. The deviation is
Petaling Street’s shopping complex has a very clear signage and direction with the value of 0.998.
For Cultural, Petaling Street’s shopping complex is known as Chinese culture zone has the result
that shown the highest mean with 4.28, while for the Std. Deviation Petaling Street’s shopping
complex is surrounded by old historical shophouses is the highest at 1.175. Next, the respondents
agreed Once at home, I will suggest my friends visit Petaling Street’s shopping complex with the
highest mean of 4.00 and the utmost Std. The deviation is 1.190 from I think I will come back to
Petaling Street’s shopping complex in future again.
Conclusions
In the sense of preservation and continuity of historical and cultural picture, the notion of place
restoration should be discussed, enhancing the simplest and clearest physical elements and
boosting the satisfaction of visitors to obtain their loyalty to the places. The concept of the potential
revival of shopping tourism was mostly connected to the historical and cultural picture of festival
events and broader festivities to increase the number of tourists, improve cultural and artistic
events help. Besides, apart from the following efforts: providing full and up-to-date tourist
facilities such as trash bin, wide-transparent signage, and the path along with the movement and
destinations of the visitor, designing more exciting unique views and landscape where tourists can
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take pictures as unforgettable moments on the visit, the comfort experience while visiting a
destination must be ensured. This is because a satisfied traveler who has attained his degree of
fulfilment will be motivated to have a re-visit or help others with positive recommendations in the
future.
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Abstract
The airline catering market is expected to growth thanks to up demand for airplane transportation,
a rising range of airplane deliveries, and growth in the number of airline passengers. This paper
seeks to highlight the importance of in-flight meals service to passengers and affect toward loyalty
airlines, and to investigate the factors that contribute to loyalty towards airlines. Quantitative
research with the population included Malaysians and non-Malaysians, within the period between
May to June 2019. The population of this study consisted of all passengers, including domestic
and international sectors. The average population was 9.98 million and the sample size was 384.
The results encouraged the airline companies for better understanding of passenger needs. In doing
so, companies involved in the airlines industry could gear their corporate setup towards adopting
a more efficient operation management in the highly competitive aviation market. Understanding
customer satisfaction and their expectation make the airlines companies more efficient and
effective in operation management. This is crucial in attracting enhanced customers loyalty and
satisfaction. This study is not specific to any airline companies in studying the effect in-flight meal
quality and quality of in-flight services related to in-flight meals and customer satisfaction,
customer loyalty to a particular airline operator.
Keywords: inflight meals service, service attributes, customer satisfaction, customer loyalty,
aviation market, airline operator, operation management, sustainability
Introduction
The implementation of the policy relating to open skies, the aviation industry has undergone severe
market competition that affects all aviation operators around the globe. The traveling abroad is a
trend that has been widespread, and the departing and arriving populations have accrued sharply
(Ko & Chen, 2016). Airline services ought to be passenger-focused to be property (Nam et al.,
2018). In view of rapid development in the aviation marketplace, customers’ expectations has seen
an increase in many areas of inflight service delivery that impact many aviation companies (Farooq
et al., 2018). Singh (2016) opines that with rising operation cost, narrow profit margins and fierce
competition, airline operators rely on both new and potential customers to survive. To remain
competitive, superior service quality (SQ) is a very critical element to determine a winner. The
growth within the category of airline passengers over the past few years has affected the airline
catering business to a massive extent. Demand of serving pre-packaged meals in airline shows
high positive demand. The airline catering market is expected to growth thanks to up demand for
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airplane transportation, a rising range of airplane deliveries, and growth in the number of airline
passengers (Obrist et al., 2019). It is found that nine out of the world’s ten well known flights are
located in Asia Pacific. Data has proven that air travel will an upward curve around major global
cities and tourism attractions. This will create new business opportunities and customers’
satisfaction challenges for airlines stakeholders such as aircraft manufacturers, operators and
supporting companies around the world (Rosen, 2017). The International Air Transport
Association’s airline sector forecasted a 31% increase in traveler numbers between 2012 and 2017
(Grout, 2016).
Badakhova (2018) research shows that in-flight meals is an important customer service delivery
element in almost all commercial airlines. Hence, market providers have focused much attention
on in flight products especially meals such as food and beverages. Airline food has not at all had
a good reputation, and there are many of reasons why. Service quality incorporates major influence
on airline companies, and impact to their whole within the minds of passengers. One of necessary
elements that airlines have pushed in service quality criteria is in-flight meals for customer
satisfaction and loyalty to the airline. According to many studies, the majority of customer
complaints relates mainly to poor service quality and unsatisfactory inflight meals served by
airline operators (Abdel hakim et al., 2018). The component of understanding and having the
ability to cater to customer needs and preferences is significant. Therefore, the need of focusing
more on customers, who are demanding more such as giving passengers additional info on where
meat has come from, using organic ingredients and additional choices. The revolution of inflight
meals is required. Gradually, the food being served on planes has been fixing from functional to
flavorful (Tzvetkova, 2018).
Previous research findings unconcealed that that perceived level of the airfare and trust in the
airline considerably have influence on passengers’ decision formation (Han et al., 2020).
According to Gunarathne, Rui and Seidmann (2018), researchers can derive every customer’s
personality traits based the on big five of openness, conscientiousness, extraversion, agreeableness,
neuroticism. Asians share several commonalities, however distinct from one another in terms of
food, language, and culture. This can be immersing chance airlines to win customers with clever
and relevant selling ways which will target culture needs as a path towards building loyalty. Meal
quality, service and cleanliness are necessary to airline passengers, particularly on a long-haul
flight. Winne (2019) mentioned that the criteria for the best and worst food selections from
perspective of passengers embody health ratings, average calories per airline, comments, best bets,
food offerings, costs, and nutrition info.
Several researchers have been done in the airline industry on the risk of service failures on
customer satisfaction and loyalty. Most studies found a negative impact of service failures on
satisfaction and loyalty levels (Wang & Zhang, 2018). One airline that redesigned their inflight
meal is Aeromexico. The chef keenly enhances the experience by taking care all the elements that
are used to create dishes so that the passengers can relish. Aeromexico’s implementation of this
kind of initiatives confirms the carrier’s commitment to staying at the forefront of the industry by
giving passengers innovative customer experiences (Sezgen et al., 2019). Despite the crucial of inflight meal quality and quality of in-flight services related to in-flight meal, most studies performed
domestically for air service and mainly aim on the general service quality of an airline, whereas
just some studies gave attention to in-flight service. Customer satisfaction and service quality are
thought about essential problem, in most service industries (Lee & Ko, 2016). Plane food doesn`t
55

University of South Florida (USF) M3 Publishing

have the best reputation, with airlines usually trying to make it better with the help of celebrity
chefs and wider menu options (Delahaye, 2019).
Trust and brand value contribute a positive effect to brand loyalty. Subsequently brand loyalty is
built, a set of standard customers would emerge and give an additional stable base of customers
(Ting et al., 2018). Supported this compelling explanation, and fierce stakeholder competition, it
might be valuable to apply such as brand loyalty development to achieving competitive advantage,
and to realize this by understanding consumer behaviour towards brands. This study aims to
highlight the vital of in-flight meal service to passengers and affect toward loyalty airlines within
Malaysia Airport (KLIA 1 & KLIA 2), and to investigate the factors that contribute to loyalty
towards airlines and therefore the relationship between the -flight meal quality and quality of inflight services related to in-flight meal with customer satisfaction.
Literature Review
SERVQUAL Model
SERVQUAL model is a tool to evaluate service quality from a customer’s point of view according
to Parasuraman, Zeithaml and Berry (1988). Study by Parasuraman, Zeithaml and Berry in 1985,
saw the development of the SERVQUAL model which provides a set of measurements that look
at customers’ expectations and perceptions in response to service quality (Brochado et al., 2019).
At its early period of development, SERVQUAL has an initial 34-item questionnaire and a set of
ten dimensions. In 1988, Parasuraman et al. (1988) revised the questionnaire into a smaller set
consisting of only five dimensions namely reliability, assurance, tangibles, empathy, and
responsiveness. This was relied upon on a 22-items questionnaire list. These five dimensions were
found to have some kind of suitability for the airline industry (Brochado et al., 2019).
Subsequently, SERVQUAL’s revised five key dimensions comprising reliability, assurance,
tangibles, empathy, and responsiveness was used to assess customers’ perceptions and
expectations with regards to service quality and customer satisfaction problem (Parasuraman et
al.,1988).
The identified tangibles are physical aspects of a product, this includes equipment, facilities, décor
and uniforms. Reliability focuses on consistency of service delivery, and coherence is related to
brand and product image. Responsiveness looks at how service responds to individual needs and
promptness of such delivery. On the other hand, Assurance is more related to knowledge of staff
and their ability to inspire trust and confidence (Parasuraman et al., 1988). Xuehua (2018)
approach to service quality assessment confirms the SERVQUAL as a good model. He looked at
Tangible such as the outlook of facilities and employees. Reliability refers to ability of enterprises
to carry out high quality service delivery. He viewed Responsiveness in terms of ability in
providing timely and accurate services to customers. Assurance was related to employee
knowledge and ability to convince customers. Lastly, Empathy is viewed from a customer
philosophy aspect including personalized offer and diversified services.
The core of all this lies in the service quality gap model that states the importance of quality of
service which relies on the degree of difference between user perception and expected service
level. Based on all these understandings, a new framework is designed to show the shortcomings
within the service delivery aspect. For this purpose, a Gap Analysis’ is presented to evaluate and
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assess the perception of service quality and actual experience encountered by customers. This is
done by looking at customer’s needs, the gap between expectation and actual experience will be
examined in detail.
Figure 1. SERVQUAL Model

Source: Parasuraman et al. (1988)

SERVQUAL has been deemed to be a poor model unfit for universal application especially its five
dimensions across diverse cultures and ethnicities (Mostafa, 2006). The other criticism is the
SERVQUAL scale used in defining service quality in relation to customer’s expectations as found
by Parasuraman et al. (1985). This is because service quality is rather complex. Carman (1990)
argued that it is not easy to expect that a customer would fill in the questionnaire on expectations
when they visit a service provider and afterwards complete a questionnaire on perceptions when
they leave. Carman (1990) viewed that SERVQUAL is not an all-inclusive, generic measure for
all types of services. Because of this criticism, researchers have revised the scales and proposed
several alternatives for use in supplementary dimensions to examine the unique character of
service sector. This requires the consideration of Airline service quality (AIRQUAL) model by
looking at its five underpinning attributes. There are two important methods that require analysis:
the first method is the sequence of eight steps (Abdel Rady, 2018). The second is AIRQUAL has
to be related to SERVQUAL instrument as explained by Parasuraman et al. (1988) based on
Perceptions–Expectations known as Disconfirmation Paradigm (Alotaibi, 2015).
AIRQUAL Model
AIRQUAL model is essentially employed to evaluate the ramification of quality on customer
satisfaction, and customer loyalty problem. AIRQUAL model has a scale of five distinct
dimensions, such as airline tangibles, terminal tangibles, personnel, empathy, and image. From
these five clear dimensions, airline tangibles (‘airline tangibles’) dimension is identified in this
research study. Airline tangibles refers to interior environment of an aircraft, quality of inflight
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catering, cleanliness of toilets and seats arrangement, overall comfort of those seats, and quality
of air-conditioning. Abdel Rady (2018) has also discovered that service quality using AIRQUAL
had a significant impact on customer’s satisfaction. Koklic, Kukar-Kinney and Vegelj, (2017)
found another significant positive impact of service quality using AIRQUAL scale pertaining to
customer loyalty behavioral aspects such as repurchase intentions and communication by wordof-mouth. In AIRQUAL model, one of the tangible dimensions discussed is the quality of inflight
catering. During flight, criteria of quality meals are viewed as the top three most important factors
for passenger’s satisfaction. Based on the research, a quality meal score offers 87.8% satisfaction
with 18.7% weight (Tsafarakis et al., 2018). (Qubein, 2017), the meal quality can be
subcategorized into offering sophisticated choices to appeal to a wide range of passenger, dietary
requirements, and the nutrition and taste of the food.
Figure 2. Evaluation of AIRQUAL Scale for Measuring Airline Service Quality and Its Effect
on Customer Satisfaction and Loyalty

Source: Alotaibi, (2015)

Kaur and Balakrishnan (2018) found out that a business’s success relies on good customer service
program that improves both customer satisfaction and customer retention leading to efficiency in
terms of competition. In terms of customer experiences, many other constructs have been studied
in research on marketing and consumer. Consumption experiences is important as well in relation
to spaces such as virtual, and physical and these movements impacts customer overall experiences
(Braun, 2017).
Service Quality
In a globalized world, services constitute a critical factor in business at all levels at both developed
and developing regions (Alzaydi et al., 2018). Services has a key position in economic growth for
developed and developing countries (Alzaydi et al., 2018). This has seen an increase in service
organizations in response to customers who have become more demanding and discriminating.
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Hence, service organizations have encountered increasing strain to uphold and improve service
quality (Zyad et al., 2018). Ramanathan, Win and Wien (2018) viewed that service can be
differentiated from material products based on five main characteristics comprising of
intangibility, inseparability of provision from consumption, variability, perishability, and absence
of ownership. This is based on common attributes encompassing intangibility, heterogeneity, high
customer involvement, simultaneous production, consumption and perishability. It is made clear
here that delivery of service in manufacturing is not the same with service sector. The output of
service sector is intangible, while manufacturers offer tangible products. Service sector handles
huge volume of transactions and services are usually consumed while being generated, hence,
services are not possible to be stored as manufacturing goods. Services are more labour intensive,
but manufacturing is a rather capital intensive. In services, providers and customers interact in the
delivery of such services. Hence, perception of service quality by customers may rise or fall based
on those interactions between customers and service providers (Zyad et al., 2018).
Service quality is defined by Parasuraman et al. (1985) as an inconsistency between customers’
expectations for service and their perceptions of such service presentation. Service quality is
acknowledged to be a key issue in many global industries in the enhancement of profits, customer’s
satisfaction and retention (Hapsari et al., 2016). Zhang, Zhang, Zhang, Yang, Zhang, Li, and
Huang (2018) shows that service quality could contribute to customer loyalty and satisfaction
enhancement in a business environment. Carranza, Díaz, and Martín-Consuegra (2018) explained
that perceived service quality refers to a customer’s judgment on the overall excellence or
superiority of a service given. They concluded that service quality refers to the gap between
customers’ expectations on the service that they have received and experienced. Service
convenience will enhance positive influence in service quality and customer satisfaction (Ahmadi,
2019). This confirm many previous studies on perceived service quality as an antecedent of
customer satisfaction (Parasuraman et al., 1988).
Customer Satisfaction
Thielemann et al. (2018) defines customer satisfaction as an assessment a customer evaluates on a
characteristic of a product or a service and if it provides any positive result from its consumption.
A customer is the ultimate user of a product or a service, and for that reason, there are three general
elements that represent a customer satisfaction construct: first, customer satisfaction is a summary
of effective response with various types of intensities. Second, in a product selection process, it
involves response related to a focus, purchase, and consumption. Third, the response occurs at a
given time period, changed by a scenario, however limited it is in duration (Mohammad, 2020).
Ko and Chen (2016) further explain that one in all the vital factors related to consumers’ choice of
airline operators is the perceived value element-this has a direct relationship with consumer
satisfaction. He identified food as a necessary good for human existence and wellbeing. Influenced
by work and business demands, in selecting a choice of eating at home or at a public place, the
latter us preferred. This is seen in the airline business which is expanding duer to travel and
tourism. Hence, the focus on customer satisfaction management has becomes indispensable
(Pileliene et al., 2016).
Airline service quality has deep impact on customer’s satisfaction and its attendant purchase.
Airline service quality and passenger satisfaction are closely interrelated according to Shah et
al.(2020). Service quality is a main dimension in the study of competition in relation to passenger
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satisfaction. The act of providing excellent service quality and upholding passenger satisfaction
are key issues in the airlines service industry (Abdel Rady, 2018). Ryu, Lee, and Kim (2012)
studies on the inner relationships between four dimensions of quality (food, service, physical
environment), price, satisfaction and behavioural intention in quick-casual restaurants,
demonstrated that quality of food and service quality were vital factors in the assessment of
customer satisfaction. Further, the objective of attaining customer satisfaction (CS) is a key factor
in service innovation success. Innovation enhances the potential chances of providing excellent
service to gain customers’ satisfaction. Service quality will enhance customer satisfaction, thereby
enforcing customer loyalty leading to increased corporate profits and sustainability. It has been
found that the quality of pre-flight, inflight, and post-flight services were assessed by many studies
to have deep impact on customer satisfaction- deemed to be a mediating variable- has a positive
impact on long term customer loyalty (Jiang & Zhang, 2016).
Customer Loyalty
Customer loyalties has many permutations in definition by researchers. Zhang, et al., (2018), refers
customer loyalty as a sense of association between an individual and a company and it also refers
to a consumer’s deep commitment to a service or product leading to future repeat purchases.
Customer loyalty is in fact, a continuous process. It engages customers to take notice of an
organization’s brand, product, or service. They will then decide whether to buy such product or
service and finally, if they are happy with such product or service, they may opt to be repeat
purchaser by way of attitudinal loyalty or on habit. Loyalty and repurchase behaviour are
influenced by consumers’ satisfaction which later play a role in deciding to opt for other brand or
to remain loyal with present brand of product. Thus, it is crucial to really understand customers
feelings, needs and wants (Zakaria et al., 2018).
Passenger or customer satisfaction is a vital asset for airline industry and operators. Airline
passenger in the 21st century is very discriminate, and many have very high expectations and
demands. Passenger satisfaction service improves if a company could deliver to the passengers
with such benefits that exceed passengers’ expectation. This is called value-added (Kumar & Jain,
2017). Excellent service quality and consistency will encourage customer satisfaction. The benefits
are many: (1) The relationship between the company and its customers will become more
harmonious; and it will (2) provide a good basis for repurchase activities; (3) encourage customer
loyalty; (4) create a recommendation by word of mouth (word of mouth) that benefits the company;
(5) help form a good corporate reputation in the customer’s mind; and (6) increase company
profits.
Customers’ satisfaction is not solely on basic foods. They do have preference for high-quality
cuisines offered by high-end restaurants. Innovative airline operators have considered this situation
and have been working to enhance the quality of food catering to retain and attract old and new
consumers (Ko & Chen, 2016). Hence, there are work in progress to enhance and align airline
meal design with passengers’ expectation on meal quality. In the new airline competition, focus
on inflight meal quality has becomes a holy grail to retain sustainable global customers loyalty and
satisfaction.
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Conceptual Framework
Figure 3. Framework
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Source: Adopted from Baker & Crompton, (2000)

The relationship between service quality, customer satisfaction, and customer loyalty are shown
in the above Conceptual Framework. The framework incorporates both Baker and Crompton
which is aligned with SERVQUAL and AIRQUAL model respectively for this paper study. It
considered Kaur and Balakrishnan (2018) study on the need to have a well-designed customer
service program leading to both customer satisfaction and customer retention. Several hypotheses
were designed along those understandings. Three hypotheses are formulated.
•
•
•

H1: There is a positive relationship between in-flight meal quality and quality of in-flight services
related to in-flight meal towards customer loyalty.
H2: There is a positive relationship between in-flight meals quality and quality of in-flight
services related to in-flight meal towards customer satisfaction.
H3: There is a positive relationship between customer satisfaction and customer loyalty.

Methods
Quantitative research with the population included Malaysians and non-Malaysians who were 18
years of age or older. The survey period between May to June 2019. In selecting the period for
sample selection, the researcher considered several measures such as total passengers per month,
including passengers in KLIA1 and KLIA2, in the domestic and international sectors. The
population in this study consisted of all passengers, including domestic and international sectors.
The passenger data was extracted from a MAHB report published by The Edge Markets website
and The Malaysian Reserve website. The average population was 9.98 million and the sample size
was 384.The questionnaire was prepared in an English version. A cover letter describing the
purpose of the study and the confidentiality of the response was included. Based on these
exploratory findings, respondents answered the questions based on a Likert scale (1= strongly
disagree; 5= strongly agree). The questionnaire was distributed to 450 respondents based on the
appropriate sample size table in survey research (Ahmad & Halim, 2017). Descriptive data
analysis, one-way analysis of variance, T-test, correlation analysis, and reliability test were
performed. The raw data was coded, and the computation was conducted using SPSS-PC (25version) program focusing on the reliability coefficient, Cronbach`s alpha, to confirm the
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acceptability of the measure. The test procedure yields a reliability coefficient calculated when
each of the items is excluded. The details of the reliability tests are presented in Table 1 below.
Table 1. Pilot Test Reliability
Variable
In-flight Meal Quality
In-flight Meal Service
Customer Satisfaction towards In-flight Meal and Service
Customer Loyalty

Items
10
7
5
3

Cronbach`s Alpha
0.917
0.902
0.807
0.835

Sample
Out of the 385 respondents, 53% (203 respondents) responded and 2 respondents provided
incomplete answers. in the questionnaire. The demographic characteristics of the respondents who
participate are presented in Table 2.
Data Collection
Since the majority are female (62.7%), the sample represents a slight bias towards female
responses. With the regards to the age the highest age category recorded is between the ages 2535 year of the sample and the lowest recorded is below 56-65 year. Further most of the respondents
were between the ages 36-45 years of age. With regards to the profession, the majority under
category private sector, 52%. The lowest recorded is under profession of freelancer, businessman
and other with 2.5%. It is important to note that out of 385 respondents,37.7% (n=71) have
answered the question about their often travel by airplane, more rarely by airplane. The second
highest is 34.8% (n=77), travel every six months. The lowest score is 3.9% with 8 respondent
travel once a month by airplane. Demographic characteristics of the respondents can be further
explained in terms of nationality and specific state the respondents come from. 191 respondents
are Malaysian, and 12 respondents are non-Malaysian. Out of 283 respondents, 28.9% (n=59) from
Selangor. Further most of the respondents from Kedah,13.7% (n=28). While the least respondents
from Terengganu with 2% (n=4) out of 283.There are 53.9% respondents travel by airplane for the
leisure purpose. Only 11 respondents answer for business purpose travel by airplane. The
following sequence for the purpose of travelling by airplane are for other, visiting,
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Table 2. Demographic
Item
Age

Gender
Nationality
If you are Malaysian, please tick which
state are you from

Purpose of Trip

Profession

How often do you travel by airplane

Variable
Below 25
25-35
36-45
46-55
56-65
Over 65
Male
Female
Malaysian
Non-Malaysian
Labuan
Johor
Kedah
Kelantan
Malacca
Negeri Sembilan
Pahang
Perak
Perlis
Penang
Sabah
Sarawak
Selangor
Terengganu
Business
Visiting
Personal
Leisure
Other
Government
Private
Freelancer
Pensioner
Military
Student
Businessman
Unemployed
Other
Every week
Twice a month
Once a month
Every two months
Every six months
More rarely

Number

%

98
78
23
2

48
38.2
11
1

74
128
191
12
7
10
28
5
5
14
11
13
9
16
5
7
59
4
11
26
13
110
42
25
104
5
20

36.3
62.7
93.6
5.9
3.4
4.9
13.7
2.5
2.5
6.9
5.4
6.4
4.4
7.8
2.5
3.4
28.9
2
5.4
12.7
6.4
53.9
20.6
12.5
52
2.5
10

9
11
6
20

4.5
5.5
3.0
10

8
46

3.9
22.5

71
77

34.8
37.7

Findings
Overall Satisfaction
The overall score is very satisfied with inflight meal quality, followed by relatively lower
dispersion in the sample distribution (Standard Deviation 0.84), indicating a strong level of
(positive) satisfaction with the inflight meal quality. It is evident from the responses that the

63

University of South Florida (USF) M3 Publishing

majority of responded are very satisfied. Overall satisfaction refers to all the dimensions
considered for the evaluation of the study. This includes the major aspects, such as nutritional
balanced diet, inflight meal proper temperature, enough food, variety of inflight meal, information
ingredient inflight meal, freshness colour and flavour, clean attire of flight attendants, cleanness
utensils, and hygiene and cleanliness of inflight meal. With regards to the services assessed, it is
evident that the majority responded give responded very satisfied. Less or equal to 3 totals
responded gave not all satisfied for inflight meal quality. The overall mean score is very satisfied,
followed by relatively lower dispersion in the sample distribution (Standard Deviation 0.83),
indicating positive and a strong level of satisfaction leading high quality of servicing to customer.
This implies that high satisfied with the service that provided such information of the meal, polite
behaviour by flight attendance, rapid service meal delivery, special need service, well trained and
experience crew, and neat appearance of flight attendance. The descriptive statistics of customer
satisfaction towards-flight meal quality and quality of in-flight services related to in-flight meal.
The overall mean score is very satisfied, followed by relatively lower dispersion in the sample
distribution (Standard Deviation 0.79), indicating positive and a strong level of satisfaction leading
high value of servicing to customer. This implies that customer believe the inflight meal and
service provided give benefit and worth towards their satisfaction. The overall mean score is very
satisfied, followed by relatively lower dispersion in the sample distribution (Standard Deviation
0.95), indicating positive and a strong level of satisfaction leading high quality of servicing to
customer. This implies that customer tendency to have loyalty to the airline.
Regression
Regression Analysis Between Overall Customer Satisfaction and Customer Loyalty
Table 3. Regression Analysis Between Overall Customer Satisfaction and Customer Loyalty
Intend to Recommend
Independent variable

(Constant)
Customer satisfaction superior quality compare airfare
Customer satisfaction good value
Customer satisfaction smart choice choosing inflight-meal
Customer satisfaction online prebook
Customer overall satisfaction

Unstandardized
Coefficients
B
Std.
Error
0.540
0.161
-0.374
0.138
0.566
0.204
-0.033
0.151
0.029
0.125
0.635
0.147

Standardized
Coefficients
Beta
-0.321
0.441
-0.027
0.027
0.536

t

Sig.

3.347
-2.700
2.778
-0.221
0.236
4.316

0.001
0.008
0.006
0.825
0.813
0.000

In Table 3, the p-values for customer satisfaction and customer loyalty intend to recommend less
than 0.05. Hence, customer loyalty intends to recommend depends on Inflight meal quality. The
R-squared value was 0.444. This is 42% of the variation in customer loyalties intend to recommend
is explained by customer satisfaction. The equation: Customer loyalty intend to recommend =
0.540+ (-0.374) (superior quality compare airfare) + 0.566 (good value) + (-0.333) (smart choice
choosing inflight meal) + 0.029 (Online pre-book) + 0.635 (overall satisfaction).
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Table 4. Regression Analysis Between Overall Customer Satisfaction and Customer Loyalty
Positive Word
Independent variable

(Constant)
Customer satisfaction superior quality compare airfare
Customer satisfaction good value
Customer satisfaction smart choice choosing inflight-meal
Customer satisfaction online prebook
Customer overall satisfaction

Unstandardized
Coefficients
B
Std.
Error
0.302
0.129
-0.278
0.111
0.298
0.163
0.247
0.121
-0.028
0.100
0.656
0.118

Standardized
Coefficients
Beta
-0.256
0.248
0.211
-0.027
0.593

t

Sig.

2.342
-2.513
1.825
2.042
-0.277
5.576

0.020
0.013
0.070
0.043
0.782
0.000

In Table 4, the p-values for customer satisfaction and customer loyalty positive word than 0.05.
Hence, customer loyalty intends to recommend depends on customer Satisfaction. The R-squared
value was 0.590. This is 59% of the variation in customer loyalty positive word is explained by
customer satisfaction. The equation: Customer loyalty positive word = 0.302+ (-0.278) (superior
quality compare airfare) + 0.298 (good value) + 0.247 (smart choice choosing inflight meal) + (0.028) (Online pre-book) + 0.656 (overall satisfaction)
Table 5. Regression Analysis Between Overall Customer Satisfaction and Customer Loyalty
Intend Repurchase
Independent variable

(Constant)
Customer satisfaction superior quality compare airfare
Customer satisfaction good value
Customer satisfaction smart choice choosing inflight-meal
Customer satisfaction online prebook
Customer overall satisfaction

Unstandardized
Coefficients
B
Std.
Error
0.721
0.200
-0.250
0.172
0.626
0.253
-0.166
0.187
-0.080
0.154
0.627
0.182

Standardized
Coefficients
Beta
-0.195
0.443
-0.121
-0.066
0.480

t

Sig.

3.600
-1.455
2.476
-0.887
-0.520
3.435

0.000
0.147
0.014
0.376
0.603
0.001

In Table 5, the p-values for customer satisfaction and customer loyalty positive word than 0.05.
Hence, customer loyalty intends to repurchase depends on customer satisfaction. The R-squared
value was 0.292. This is 29% of the variation in customer loyalty intends to repurchase is explained
by customer satisfaction. The equation: Customer loyalty positive word = 0.721+ (-0.250)
(superior quality compare airfare) + 0.626 (good value) + (-0.166) (smart choice choosing inflight
meal) + (-0.080) (Online pre-book) + 0.627 (overall satisfaction).
Summary of Testing Hypothesis
Hypothesis testing is presented in Table 6 above indicating all values for effective interpretation
of this study. From all the dimension evaluated, included in-flight meal and service that provided
and served by airline can directly contributes to customer satisfaction. This also bring customer
loyalty when customer has high satisfaction towards their services. Not only that, the service
quality that provided by the airline also can influence directly towards customer loyalty as per
conceptual framework.
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Table 6. Summary of Testing Hypothesis
Hypothesis
1.There is a positive relationship between in-flight meal
quality and service towards customer loyalty:
1.1. Inflight meal quality:
1.1.1. Inflight meal quality and Customer Loyalty Intend to
Recommend
1.1.2. Inflight meal quality and Customer Loyalty Positive
Word
1.1.3. Inflight meal quality and Customer Loyalty Intend
Repurchase
1.2. Service Inflight meal:
1.2.1 Inflight meal service and Customer Loyalty Intend
Recommend
1.2.2 Inflight meal service and Customer Loyalty Positive
Word
1.2.3 Inflight meal service and Customer Loyalty Intend
Repurchase
2.There is a positive relationship between quality of in-flight
meal quality and service towards customer satisfaction
2.1. Inflight meal quality and Overall Customer satisfaction
2.2 Inflight meal service and Overall Customer satisfaction
3.There is a positive relationship between customer
satisfaction and customer loyalty:
3.1 Customer Satisfaction and Customer Loyalty Intend
Recommend
3.2 Customer Satisfaction and Customer Loyalty positive
Word
3.3 Customer Satisfaction and Customer Loyalty Intend
Repurchase

Conclusion

Correlation

Regression
(R-square)

p-value < 0.05

0.469

p-value < 0.05

0.558

p-value < 0.05

0.341

p-value < 0.05

0.3666

p-value < 0.05

0.426

p-value < 0.05

0.290

p-value < 0.05
p-value < 0.05

0.770
0.580

p-value < 0.05

0.444

p-value < 0.05

0.590

p-value < 0.05

0.292

Supported

Supported

Supported

Hypothesis testing is presented in in Table 6 above indicating all values for effective interpretation
of this study. From all the dimension evaluated, included in-flight meal and service that provided
and served by airline can directly contributes to customer satisfaction. This also bring customer
loyalty when customer has high satisfaction towards their services. Not only that, the service
quality that provided by the airline also can influence directly towards customer loyalty as per
conceptual framework.
Conclusions
This research study conclude that airline passengers consider many factors when choosing a
particular airline. In choosing an airline service, two factors (in-flight meal quality and quality of
in-flight services related to in-flight meal) are studied in this research and proved to be significant
in influencing customer satisfaction. These factors lead to a positive evaluation and increases
passenger’s preference for repeat purchase and loyalty towards a particular airline. From the
hypothesis examined and proven in this study, it is hoped that airline companies will have a better
understanding and appreciation of passenger’s needs and interests. This enhances airlines’
corporate position towards healthy competition in a fast-growing airline industry. Understanding
customer satisfaction, interests and their expectation will empower airlines companies to ensure
better efficiency and effectiveness in operation management leading to increased passenger’s
loyalty. Another main keys can take away from the result of hypothesis is the important for positive
mouth towards service provided and can influence loyalty to the airline. Adapting with current
situation, social media act as viral marketing to influence customer toward the brand. This is type
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of strategy need to adapt to corporate company include to airline company. Other than that, is the
positive correlation between the quality service provided (in-flight meal quality) with customer
satisfaction. Eventually, customer willing to spent more if they received high quality of service
with correct approach from the brand. Hence, with the right strategy and right approach, any
company can achieve customer satisfaction and loyalty. One of major limiting factors shown in
this study is that there is little literature on the specific subject of in-flight meal quality and quality
of in-flight services related to in-flight meal and loyalty towards a particular airline. Further, this
study is not specific to any airline companies in studying the effect in-flight meal quality and
quality of in-flight services related to in-flight meal and loyalty to the airline. For future study,
recommendation to use specific target group of sampling and focus on specific market to ensure
relevance to business perspective.
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Abstract
Airline alliances work fairly effectively for paid flight segments, but there are often difficulties for
passengers who want to redeem frequent flyer miles. Sometimes airlines ask an extensive amount
of air miles to book requests for award seats to not only their partner airline customers but also
their own customers. Furthermore, the airline co-branded credit card award mile earning and
redemption rates fluctuate significantly between different airlines. Therefore, passengers are not
well-informed about which airline co-branded credit card requires the minimum amount of credit
card expenditure to fly with an award ticket to their desired travel destination. A more useful and
practical system is necessary to fulfill passenger expectations to overcome the problems associated
with earning and redeeming frequent flyer miles on flights via airline co-branded credit cards.
Grounded in consumerism theory, this research acknowledges that buyers, relative to sellers, often
lack important information as they seek to make purchases. As such, efforts to help consumers
make more informed choices benefit not only consumers but the wider marketplace. In the first
part of this research, a quantitative model called the frequent flyer money saver (FFMS) analysis
was used to compare the official credit cards offered by the leading carriers’ loyalty programs
operating in the United States (Hawaiian, Alaska, American, Delta and United Airlines) via
simulation. In the second part of the research, an exploratory Structural Equation Model (SEM)
was used to determine the FFMS ratio’s factors based on each airline route characteristics.
Keywords: frequent flyer miles, aviation credit cards, award miles, frequent flyer credit cards
Introduction
Since the 1978 U.S. Airline Deregulation Act, many airlines have started programs designed to
encourage customers to accumulate frequent flyer program miles that can be redeemed for free air
travel or other rewards. In 1979, Texas International Airlines started the first frequent flyer
program with the goal of keeping track of their most loyal passengers and ensuring that they kept
on using the airline. Following Texas International, in 1981, American Airlines started its frequent
flyer program called AAdvantage. With the help of the loyalty program, American Airlines
determined its most loyal customers, to whom it offered special pricing and additional services.
Today, The AAdvantage program offers many ways for members to use the miles they accumulate,
and the AAdvantage program catalog even offers products from numerous stores that can be
purchased using the miles. According to Elliot (2016), 630 million members are enrolled in 81
different airline loyalty programs (including all members of the Star Alliance, SkyTeam, or One
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World strategic alliances) worldwide, but those members lost a cumulative 1 trillion award miles
due to time limits for each airline over the past five years. In order to overcome this problem, most
of the major airlines canceled time limits for air miles. But the airlines do not provide any
information regarding if canceling time limitation of air miles resulted in positive or negative
effects on their financial results.
Many airlines have loyalty programs designed to encourage their customers to accumulate frequent
flyer miles, which may then be redeemed for air travel or other rewards. Vinod (2011) noted that
Loyalty is not just a program, but also a framework to reward and retain profitable customers to
help them become loyal repeat customers. Miles earned for an airline loyalty program may be
based on the class of fare, distance flown on that airline or its alliance code-share partners, or the
fare paid. There are also often other ways to earn points. For example, in recent years, more airline
miles have been earned by using co-branded credit and debit cards than by air travel. Another way
to earn airline miles is by spending money at associated retail outlets, car rental companies, hotels,
or other associated businesses. Airline miles can be redeemed for air travel, travel class upgrades,
airport lounge access, priority bookings, and other goods or services.
According to the European Central Bank (2012), frequent flyer programs can be seen as a specific
type of virtual currency, one with the unidirectional flow of money to purchase points, but no
exchange back into real-world currency. Today, airline passengers are able to purchase nearly
anything money can buy with their virtual currency. However, it is true that they cannot trade their
miles in for a cash back option, despite the airlines declaring the outstanding miles owed to
customers as a liability on their balance sheets. Field observations reveal that one of the most
useful ways of earning miles is by using airline co-branded credit cards promoted by airline–bank
partnerships. Originally, airline frequent flyer programs gave reward miles to their customers when
they flew one of the airline’s predetermined routes or fares. In the following years, the programs
enlarged to include airline–hotel and airline–car rental company relationships where customers
could earn additional miles by making purchases from these partners. But all of these ways to earn
miles have the limitation that customers only fly, stay in a hotel, or rent a car for a certain amount
of time. Therefore, the only way to earn airline miles every day is by using airline co-branded
credit cards. When customers use these credit cards, they are able to collect airline miles every
time they make a credit card purchase. Turkish Airlines (2018) states that they awarded more than
1 trillion airline miles to airline–bank co-branded credit cardholders during the year 2017.
In this study, the airline co-branded credit card savings ratio is used to compare the different airline
loyalty program earnings because as people often use a credit card multiple times every day, these
co-branded cards are the most common way to earn airline miles. The airline frequent flyer
programs promise a great variety of free services. However, in reality, customers face problems
using these services. One problem is that as the number of loyalty program members increases, the
availability of certain awards diminishes, including free seats on flights (Turkish Airlines,2018).
According to Brunger (2013), airline revenue management divisions view free seats reserved for
frequent flyer customers as a liability, and therefore, the number of available award seats is limited.
As a result, customers sometimes cannot fly free, no matter how many frequent flyer miles they
have earned. The situation gets worse when passengers need to book flights on partner airlines
within their program’s alliance. Most airlines prefer to reserve their free upper-class seats for their
own frequent flyer program customers.
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Another problem related to frequent flyer programs is the exchange rate of frequent flyer miles to
other services proposed by airline partner companies. According to Unsal (2018), if you want to
use your miles to upgrade your tickets you can use 10,000 miles for $85, but if you use your miles
to purchase goods from a store, you can cash in 10,000 miles for $5. Dostov and Shust (2014)
argued that no one is in charge of surveying frequent flyer mile transactions globally, and countries
require different accounting models and have varying regulations for the way airlines must convey
their frequent flyer information to the public. However, most of the time, no one controls frequent
flyer program mile earnings, and airline companies put in place whatever rules and regulations
they think will maximize their shareholder benefits. Dostov and Shust (2014) stated, in reality,
uncontrolled frequent flyer programs and exchange rates are a violation of customers’ rights. A
majority of the scholarly publications about the airline industry that are cited in the literature
review section focused on qualitative research about increasing customer loyalty for specific
airlines by adopting frequent flyer programs. But there is a gap in the literature regarding
comparing different frequent flyer programs by analyzing savings related to official credit card
expenditures. All of the previous studies discussed in the literature review section focused on
calculating the value of an airline mile in general. So, it is still unclear whether spending $10,000
on an airline-promoted credit card can earn you a ticket worth $100 or a ticket worth $1,000 and
whether there is a significant difference between airline programs. In the marketing of airline cobranded credit cards, customers should be informed about how much they will be saved for future
award ticket purchases when they are using these cards and whether 5% or 40% of their daily
expenditure on the card can be used to buy a future airline award ticket. Therefore, this dissertation
seeks to provide more transparency to consumers about which co-branded credit card programs
can offer them the best value for award tickets and information to airline executives about how
such programs can translate to financial success.
Literature Review
The frequent flyer money saver (FFMS) analysis was first introduced by Unsal (2018), and in its
first implementation, the author tried to determine if a single quantitative approach can be used for
the International Air Transport Association (IATA) or other airline alliances in order to create an
internationally regulated airline miles earning and redemption procedure. According to discussions
among delegates in The Airline Group of the International Federation of Operational Research
Societies conferences, some of the airlines are very interested in re-regulating their frequent flyer
programs in order to give more rewards to their clients, but others are not in favor of international
regulations. So, it becomes evident that no central authority will take charge of controlling the
international frequent flyer accounting such as IATA did for paid ticket purchases. The main
reason for selecting the United States for the scope of this study is that U.S. has a vast number of
full service carriers whom both have operations in domestic and international routes. Furthermore,
the customer profile of the full service carriers is roughly the same. Any U.S. resident can apply
for the airline co-branded credit cards that they think best suits them. Unsal’s (2019) prior study,
conducted on airlines in European market, related to FFMS analysis concluded that increasing the
number of reserved frequent flyer program seats on selected flights significantly increases the
savings from loyalty programs. Conversely, as the weekly frequency of flights between two
destinations increases, savings from loyalty programs decreases. The major weakness of that study
was that the data on airline ticket prices were obtained from airline ticket reservation systems and
did not include seasonal ticket price fluctuations. Therefore, the study results provided only an
estimation of the total system, not a route-by-route comparison.
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Methodology
In comparison to the results obtained from Unsal’s (2019) study, the contribution of this
dissertation to the existing literature (Basumallick et al., 2013; Sorensen, 2013; Winship, 2011) is
that rather than using a single ticket price for a specific route, all of the ticket price distributions in
this study will be obtained using the Sabre Marketing Intelligence database. In the first section of
this research, after obtaining ticket price and required credit card expenditure data, the FFMS ratio
was calculated for each of the airlines that fly our selected route via Risk simulation software. As
a result of the simulation, all of the observed airlines were compared with their competitors. The
results of the simulation can help airline customers decide the airline loyalty program that provides
the maximum savings ratio for their desired travel route(s). In the second part of this study, the
factors related to the frequent flyer program of each selected airline was researched by applying
an exploratory structural equation model in order to gain a deeper understanding of the working
function of the FFMS ratio on desirable airline outcomes. In this structural equation model path
coefficients between route specifications and frequent flyer program specifications were analyzed
for the time period between the first quarter of 2016 through the last quarter of 2019 (a total of 16
quarters).
The main reason behind inclusion of an exploratory SEM model is to help us to better determine
the nature of the underlying relationships between FFMS results obtained in the first part of the
study with route specifications and operational outcomes. According to literature and field
observations, airline management view that reserving award seats for frequent flyer customers
diminishes operational revenue of flight operations due to the reduced ability to sell seats to paying
passengers. Therefore, inclusion of SEM analysis in this study is crucial to show top airline
management whether this assumption is true or not. After determining the airline program which
offers the best value to their customers and the factors behind this via SEM modelling, other airline
top managements will be informed about weakness in their co-branded credit card programs
allowing them to redesign their program in order to provide more value to their customers.
FFMS Method
The mathematical ratio proposed by Unsal (2018) for the FFMS ratio calculation is as follows:

(1)
where:
The variables are:
•
•

Credit card expenditure = the average credit card expenditure required to get the selected ticket
for free.
Net ticket price = the net quarterly average ticket price for each selected route (excluding taxes).

In this research, the same FFMS ratio was used. In this study, the Credit Card Expenditure were
calculated from individual airline frequent flyer program specifications that were published on
their frequent flyer websites and airline co-branded credit card issuer bank web pages. Four airlines
have published their award mileage charts on their official web pages. But regarding Delta Air
Lines, as the airline discontinues publishing their award mileage chart officially, the award mileage
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chart can be generated for each specific route region based on Sky-Team Global airline alliance
global region classifications. As each airline asks different award mileage for each cabin class in
their flights, the average mileage requirement will be used in order to calculate the required credit
card expenditure for each selected route. The net ticket price for each selected route is obtained
from the Sabre© Marketing Intelligence database. The net average quarterly ticket price data
represents the average ticket price for each selected route. Therefore, the calculated FFMS ratio
will represent the average FFMS ratio based on average ticket price and average credit card
expenditure requirement.
The main contribution of this research regarding previous FFMS calculations is that simulation
software is required to make a comparison for different credit cards. As the personal choice of
travel significantly varies among passengers, the selected airlines in this study are able to offer
thousands of route combinations, which includes multiple domestic and international transfers
both within the airline network and airline code-share alliance network partners. Therefore, it is
not possible to analyze a group of passengers’ perspectives and generalize these passenger
behaviors to the entire aviation system inside the U.S. During this study, @RISK software offered
by Palisade Company was used. @RISK is an add-in to Microsoft Excel application that enables
analyzing risk using Monte Carlo simulation. @RISK shows virtually all possible outcomes for
any situation and provides info on how likely they are to occur. This means that researchers can
judge which risks taking and which ones to avoid. The main contribution of implementing @RISK
software within this dissertation is, it shows the possibility of earning higher miles from each
different type of credit card included in the study.
The outcome of the simulation enlightens us what the possibility of getting a higher average FFMS
ratio for each selected airline co-branded credit card is. During the calculations, the main focus is
to determine what percentage of the selected co-branded credit card users have a higher FFMS
ratio than the previous 95% of the lower FFMS credit card users. If the passenger difference
obtained from the simulations is under a 10% range, it can be said that no significant difference
exists between the selected airline co-branded credit card programs. However, if the simulation
results indicate higher fluctuations than 10%, the customer will be well advised to change their
credit card selections.
Regarding the simulation, unlike the previous studies, the FFMS ratio simulation was based on
Sabre Marketing Intelligence data for all domestic and international flight data between the first
quarter of 2016 and the last quarter of 2019 for each selected airline. During the simulation,
100,000 iterations were made in order to replicate 100,000 passenger movements within the
selected airline marketing network. This network includes all marketed flights of Hawaiian,
Alaska, American, Delta and United Airlines flights including all codeshare operations and
transfer possibilities. American Airlines carries the most significant number of passengers, among
our selected airlines, which is more than a million passengers daily. Therefore 100,000 passengers
can be accepted as a precise sampling size with around 1/10 ratio. Furthermore, a more substantial
number of iterations enable to receive more precise results from the study.
SEM Method
According to the literature, this dissertation has a unique feature to use an explanatory Structural
Equation Modelling methodology to research the effect of different parameters in operational
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outcomes for an airline. Structural Equation Modelling is a multivariate statistical analysis method
that is used to analyze structural relationships. This technique is the mixture of element evaluation
and more than one regression analysis. As such it is used to analyze the structural relationship
between measured variables and latent constructs. This method is desirable because it estimates
the multiple and interrelated dependence in a single analysis. In this analysis, two types of variables
are used, endogenous variables and exogenous variables.
The SEM model that is used in this study is put forth as an exploratory model because of the fact
that there has been no previous analytical SEM model used for airline loyalty programs in the
literature. Furthermore, the unique rewarding structure of airline loyalty programs enable
passengers to obtain very high monetary value of rewards. Therefore, existing equation models for
different types of loyalty programs cannot be applied to the aviation related loyalty programs.
Based on these facts, this research is the first academic research to use an SEM model in a
quantitative study for airline loyalty programs. Since the results of the SEM model can not be
verified or benchmarked with other scientific studies it is considered exploratory and is represented
in Figure 1 as follows:
Figure 1. SEM Model

Result
FFMS Results
Regarding the first part of the mathematical modeling section, FFMS ratios for each particular
airline was calculated via RISK Simulation software with 100,000 iterations in order to find the
FFMS percentage fluctuations for each airline. The descriptive statistics that were used for these
simulations is given in the Table 1 as follows.
Table 1. FFMS Descriptive Statistics of Selected Airlines
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Detailed simulation distribution for each particular airline is given below between Figures 2 to 3 as
follows.
Regarding Figure 2, the simulation results fitted between FFMS ratio of 0.005% and 0.78% band.
Therefore, if a passenger decides to invest in Hawaiian Airlines World Elite Mastercard for his award
travel needs. They will save under $1 for future airline tickets for each $ 100 expenditure from the
credit card. For other airlines, the respective comparison results were given in the FFMS simulations
by highlighting the difference of maximum FFMS ratios obtained by every specific airline.

Figure 2. Hawaiian Airlines FFMS Simulation Distribution

Regarding Figure 3, the simulation results fitted between FFMS ratio of 0.42% and 2.40% band.
Therefore, if a passenger decides to invest in Alaska Airlines Visa Signature Card for his award travel
needs, they will generally save between $0.42 and $2.40 for future airline tickets for each $100
expenditure from the credit card. Regarding RISK Software simulation, the red highlighted area
represents the difference between Hawaiian Airlines and Alaska Airlines FFMS results. The red
highlighted area represents what percentage of the customers can be able to receive higher FFMS
returns than Hawaiian Airlines customers. According to the graphic results, 80.2% of the passenger’s
frequent flyer mile savings is greater than the maximum Hawaiian Airlines Savings. Furthermore, the
maximum FFMS ratio of Alaska Airlines is 208.97% more than Hawaiian Airlines FFMS ratio. So, as
each passenger has a 80.2% chance to obtain higher savings, it is a reasonable decision to invest in
Alaska Airlines Visa Signature Card instead of Hawaiian Airlines World Elite Mastercard.
Regarding Figure 4, the simulation results fitted between FFMS ratio of 0.26% and 3.49% band.
Therefore, if a passenger decides to invest in AAdvantage Credit Card either from Barclays or Citibank
for his award travel needs, they will generally save between $0.26 and $3.49 for future airline tickets
for each $ 100 expenditure from the credit card. Regarding RISK Software simulation, the red highlighted area represents the difference between Alaska Airlines and American Airlines FFMS results.
The red highlighted area represents what percentage of the customers can able to receive higher FFMS
returns than Alaska Airlines customers. According to the graphic results, only 1.4% of the passenger’s
frequent flyer mile savings is greater than the maximum Alaska Airlines Savings, but the maximum
saving of American Airlines is 44.81% higher than Alaska Airlines. So, it will be a reasonable decision
to invest in AAdvantage Credit Card instead of Hawaiian and Alaska airline co-branded credit cards
even if the chance is limited.
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Figure 3. Alaska Airlines FFMS Simulation Distribution

Figure 4. American Airlines FFMS Simulation Distribution

Regarding Figure 5, the simulation results fitted between FFMS ratio of 0.33% and 7.62% band.
Therefore, if a passenger decides to invest in Delta American Express Sky Miles Credit Card ( all Gold,
Platinum and Reserve types), for his award travel needs, they will generally save between $0.33 and
$7.62 for future airline tickets for each $100 expenditure from the credit card. Regarding RISK
Software simulation, the red highlighted area represents the difference between American Airlines and
Delta Air Lines FFMS results. The red highlighted area represents what percentage of the customers
can able to receive higher FFMS returns than American Airlines customers. According to the graphic
results, 17.7% of the passenger’s frequent flyer mile savings is greater than the maximum American
Airlines Savings, and the maximum saving of Delta Air Lines is 118.33% higher than American
Airlines. So, it will be a reasonable decision to invest in Delta American Express Sky Miles credit card
instead of previously stated co-branded credit cards.
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Figure 5. Delta Air Lines FFMS Simulation Distribution

Regarding Figure 6, the simulation results fitted between FFMS ratio of 0.17% and 13.20% band.
Therefore, if a passenger decides to invest in United Mileage Plus Credit Card, for his award travel
needs, they will generally save between $0.17 and $13.20 for future airline tickets for each $100
expenditure from the credit card. Regarding RISK Software simulation, the red highlighted area
represents the difference between United Airlines and Delta Air Lines FFMS results. The red
highlighted area represents what percentage of the customers can able to receive higher FFMS
returns than Delta Air Lines customers. According to the graphic results, only 3.1% of the
passenger’s frequent flyer mile savings is greater than the maximum Delta Air Lines Savings, and
the maximum saving of United Airlines is 73.22% higher than Delta Air Lines. So, it will be
inferred that, United Airlines Mileage Plus Club Credit Card offers best FFMS ratio which enables
passengers to fly their desired travel destination with less credit card expenditure.
Figure 6. United Airlines FFMS Simulation Distribution
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In order to compare different FFMS ratio earning possibilities of different selected credit cards, a
comparison methodology similar to Expected Marginal Seat Revenue (EMSR) was used in the Table
2. Based on the same logic with EMSR methodology, the correlations was calculated by multiplying
the chance of obtaining higher FFMS ratio for each selected airline and the difference in maximum
FFMS ratio for each carrier. The mathematical formulation of this method is given below as;
Correlation Coefficient = Chance of Obtaining Higher FFMS Ratio in percentage X
Difference between Maximum FFMS Ratios in percentage

(2)

In the following Matrix as Table 2, all selected type of co-branded credit cards were classified as a
matrix correlation which shows the expected marginal possibility of earning higher mileage savings.
Table 2. Airline Co- Branded Credit Card Correlation Matrix

Regarding Table 2, Airline Co-Branded credit cards are compared with each other regarding
possibility ratios obtained from RISK software. In the Table II, the coefficients higher than 1
means that, passengers can able to earn higher FFMS returns. Regarding the coefficients that are
below 1, if the passenger decides to change their credit card, they will have a lower FFMS return.
The coefficient of 1 indicates that the passenger is using the same credit card. Lastly, for the
coefficients between 1 and 2, the passengers will be advised to consider changing their credit cards
because, expected marginal FFMS return lower to consider changing the credit card. But even if
the correlation is lower for these cards, customers still have a chance to receive higher savings for
Alaska to American Airlines and Delta Air Lines to United Airlines credit card conversations.
Therefore, based on the correlation coefficients, the ranking of airline co-branded credit cards
based on their FFMS ratio is shown below as follows.
United Mileage Plus Club > Delta American Express Sky Miles > AAdvantage > Alaska Airlines
Visa Signature > Hawaiian World Elite Mastercard.
SEM Results
In the previous section calculations, the ranking of different credit cards based on FFMS results have
been determined. According to results, the United Mileage Plus Club credit card is found to be the best
credit card according to the FFMS savings ratio. In this section of this research, an exploratory
Structural Equation Modelling was used to analyze the effect of route specification on FFMS ratio.
During the analysis, Smart PLS software which uses partial least squares methodology was used.
During the calculations, firstly the airline mileage and passenger data for every specific airline were
merged via script coding technology in Adobe InDesign program, then the calculations were made via
SEM modelling. The Smart PLS results for each selected airline is given as follows.
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Figure 7. Hawaiian Airlines Structural Equation Model Results With P Statistical Values

Regarding this SEM Modelling in Figure VII, all of the observed coefficients has a coefficient which
is significant at 95% percentage ratio. So all of the coefficients are significant enough to take into
consideration. According to the Latent variables R square statistics of Frequent Flyer Program, this
SEM model helps us explain 31% of the observed variables in the research.
Regarding the statistical calculations obtained for Hawaiian Airlines SEM Modelling, the Cronbach’s
Alpha coefficients are greater than 0.7. So, it can be said that the model is valid according to the
coefficients obtained from validity section. The collinearity statistics also indicate that, there is no
straight correlation exists between the latent variables. According to the SEM results, discriminant
validity has been achieved for the model based on Fornell- Larcker criteria and the Heterotrait
Monotrait Ratio (HTMT) Therefore, it is accepted that the discriminant validity has been achieved.
Regarding the overall results, the route specification has a strong negative effect on the Frequent Flyer
Program Specification in the general model but, when investigated individually, the passenger numbers
has a negative correlation with FFMS ratio whereas, the airline share has a positive connection.
The reason for obtaining different signs in the coefficients may be related to the unique operation
structure of Hawaiian Airlines. Hawaiian airlines concentrate its operation on a single hub in Oahu
island in the State of Hawaii which is located in the middle of the Pacific Ocean. Therefore, operations
to these islands is very hard for the other carriers that are based in the continental US. So, Hawaiian
Airlines has a monopolistic market share especially for inter-island connections. Based on this fact it
can be inferred that, Hawaiian Airline’s FFMS ratio could be artificially inflated because their average
prices are much higher on these monopoly routes. This inference can help us to explain the positive
correlation between Airline Share and FFMS ratio.
Regarding the relation between the number of passengers and the FFMS ratio, as the price of the tickets
increases, the FFMS ratio increases also. But for the number of passengers, the demand function based
on price helps to explain the negative relation. As the price of the tickets increases, the number of
carried passengers decreases.

Figure 8. Alaska Airlines Structural Equation Model Results With P Statistical Values
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Regarding this SEM Modelling in Figure 8, all of the observed variables have a coefficient which is
significant at 95% percentage ratio. So, all of the coefficients are significant enough to take into
consideration. According to the Latent variables R square statistics of Frequent Flyer Program, this
SEM model helps us explain 41%of the observed variables in the research.
Regarding the statistical calculations made for Alaska Airlines SEM Modelling, the Cronbach’s Alpha
coefficients are greater than 0.7. So, it can be said that the model is valid according to the coefficients
obtained from validity section. According to the SEM results, discriminant validity has been achieved
for the model based on Fornell- Larcker criteria and the Heterotrait Monotrait Ratio (HTMT). Based
on the findings, the discriminant validity has been established for this model. The SEM calculation of
Alaska Airlines revealed a strong negative correlation between all variables of Route Specifications
and FFMS ratio. So, the customers of Alaska Airlines can be able to receive higher FFMS returns when
they prefer to fly on the routes that has a lower customer demand and a lower market share.

Figure 9. American Airlines Structural Equation Model Results With P Statistical Values

Regarding this SEM Modelling in Figure 9, all of the observed coefficients were significant at 95%
percentage ratio. According to the Latent variables R square statistics of Frequent Flyer Program, this
SEM model helps us explain 29% of the observed variables in the research. Regarding the statistical
calculations for American Airlines SEM Modelling, the Cronbach’s Alpha coefficients are greater than
0.7. So, it can be said that the model is valid according to the coefficients obtained from validity section.
According to the SEM results, discriminant validity has been achieved for the model based on FornellLarcker criteria and the Heterotrait Monotrait Ratio (HTMT) results. Based on the SEM model outputs,
the route specifications and the FFMS ratio has a weak negative correlation. When it is compared with
the Hawaiian and Alaska airlines, the passengers of American Airlines can be able to get higher FFMS
returns when they prefer to fly in the routes which has a higher customer demand.

Figure 10. Delta Air Lines Structural Equation Model Results With P Statistical Values

Regarding this SEM Modelling in Figure 10, all of the observed coefficients are significant at 95 %
percentage ratio. According to the Latent variables R square statistics of Frequent Flyer Program, this
SEM model helps us explain 35% of the observed variables in the research. Regarding the statistical
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calculations for Delta Air Lines SEM Modelling, the Cronbach’s Alpha coefficients of Operational
Outcome and Route Specifications are greater than 0.7.
According to the SEM results, discriminant validity has been achieved for the model based on FornellLarcker criteria and the Heterotrait Monotrait Ratio (HTMT) results. The route specification has a
weak negative effect on the FFMS ratio like it is calculated for the American Airlines. Based on these
findings it can be assumed that larger scaled carriers can able to provide more higher FFMS returns to
their customers than small scaled airlines. But even the larger scaled carriers has a negative correlation
between the Route Specification and FFMS Ratio. Because, all of the carriers want to reserve their
seats for paid customers in the routes where Expected Marginal Seat Revenue is maximum. Therefore,
if a frequent flyer passenger asks to book an award seat for these routes, the airlines asks higher amount
of miles for to reserve the tickets. In this instance, the increase in the mileage requirement becomes
greater than the increase on the ticket prices. Therefore, it can be inferred from the study that, this
substantial marginal mileage increase causes negative correlation in the SEM results. But in order to
verify the findings more research was conducted on a single airport level for the Big three airlines
whose market share was different from each other during the original observation period.

Figure 11. United Airlines Structural Equation Model Results With P Statistical Values

According to the SEM results obtained in the Figure 11, discriminant validity has been achieved for
the model based on Fornell- Larcker criteria. Regarding the Heterotrait Monotrait Ratio (HTMT)
results, one measurement is above 0.85 level which is accepted as violation of discriminant validity
based on Kline (2011) assumptions. However, based on Gold et. Al. (2001), measurements below 0.90
can be considered as discriminant validity has been achieved. Based on these two theories, less
conservative theory from Gold et Al. (2001) was used to control the SEM result. Therefore, it is
accepted that the discriminant validity has been achieved. Regarding the statistical calculations made
for the United Airlines SEM Modelling, the Cronbach’s Alpha coefficients Specifications are lower
than 0.7. So, it can be said that the model is not valid according to the coefficients obtained from
validity section. As no valid model can be established for the United Airlines, it can not be compared
with other airlines in this part of the research.
Conclusion
This research revealed how airline loyalty programs have to be an essential part of the airline industry.
With this level of relevancy, it can be somewhat puzzling to see how little interest the airline loyalty
programs are afforded in some airlines, at least going by the limited interest in airline loyalty programs
in annual reports and investor presentations. In many cases, the airline loyalty programs’ literature is
limited to the accounting standard for the current miles liability, discussing the method and total
amount of deferred revenue. This limited attention can also or may not reflect senior management’s
focus and dedication to the airline loyalty programs. However, it does increase the question if the
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airline loyalty programs are genuinely recognized for the genuine and plausible contribution it brings
to the airline industry.
Airline loyalty programs nowadays operate as a section of a complex ecosystem of interlinked
company relationships. In greater ways than one, airline loyalty programs’ survival is hinged on its
potential to forge profitable partnerships outside the airline. However, the programs have arguably
been equally profitable in developing partnerships outside the traditional airline environment,
delivering lasting and successful partnerships. This kind of partnerships is centered around the direct
accrual of miles on non-air partners such as hotels, rental car agencies, and airline co-branded credit
card partnerships. This dissertation focuses on investing and return of airline co-branded credit card
programs. To enlighten the importance of frequent flyer programs, this dissertation offers a comparison
methodology for airline co-branded credit card programs that enable both customers and airline top
management to compare different returns in their loyalty programs.
In this research, airline loyalty programs’ importance was discussed by comparing different airline
loyalty programs regarding their co-branded credit cards. According to the literature, limited research
has been conducted regarding the importance of airline co-branded credit cards based on their mileage
revenue via quantitative analysis. This research’s significant contribution to the literature is that the
FFMS ratio of different airlines was compared via simulation methodology, which is a beneficial
technique to simulate the passenger demand within the selected airline networks globally.
Regarding FFMS calculation results, the airline co-branded credit cards that requires less credit card
expenditure in order to fly with free award seats are given as follows: United Mileage Plus Club >
Delta American Express Sky Miles > AAdvantage > Alaska Airlines Visa Signature > Hawaiian World
Elite Mastercard
According to the results, for the airlines that operate a higher number of intercontinental routes, their
FFMS ratios were higher than small-scaled airlines. This finding is highly correlated with the ticket
price strategy of the airlines. The big three airlines are marketing a vast amount of international routes
via their membership in strategic alliances. Therefore, as the route variations in the international routes
increase, it causes increased ticket prices, increasing the FFMS ratios. Therefore, it explains the finding
in the simulation that why the big three airlines have higher FFMS ratios than small-scaled airlines.,
Regarding the exploratory SEM calculations, the SEM model provides valid results for Hawaiian,
Alaska, American and Delta Air Lines. The model did not work properly for the other United Airlines.
According to validated results, the route specifications have a significant negative relationship with
FFMS ratio. This negativity is greater for small-scaled airlines (Hawaiian and Alaska Airlines). For
the Delta and American Airlines, the negativity is smaller due to extensive flight network. Based on
these findings, the FFMS ratio is highly correlated with route demand. As the number of passengers
increases, the ticket prices and FFMS ratio decreases based on the rule of the demand in the travel
industry.
Limitation and Further Research Opportunities
During the research, the international data regarding selected airlines can only be obtained from Sabre
Intelligence database with a specific research parameter. So, the SEM model cannot include many
important parameters such as Available Seat Kilometer (ASK) and Cost Available Seat Kilometer
(CASK). The main reason for not including these variables is, when specific search screen changes,
the ASK and CASK data is not given in full for every airline in every marketing (including code-share)
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routes in the Sabre Marketing Intelligence Software for selected time period. So, there are
inconsistencies observed in the data set while merging all of the data within Adobe InDesign Software
via Adobe InCopy. Because of this reason, the number of observed variables is limited in scope of this
research. Another limitation is that, if the airlines can able to provide more data for their frequent flyer
program such as how many seats are used by an award ticket with time series, it will provide more
deeper understanding to us in the SEM model. So, the SEM model that used in this dissertation can be
considered as an explanatory model. In order to check the validity of this model, further research is
needed to investigate its effect on different geographic regions.
One extension of this research will be to analyze all flag carrier commercial aviation companies under
strategic airline alliances that also promote their official credit cards in different geographical regions
such as European, Chinese and Middle Eastern regions. This will allow for comparison of all the
frequent flyer programs simultaneously. Such a comparison could help airlines to redesign their loyalty
program specifications so that passengers would be able to collect and redeem their frequent flyer miles
more easily. If the airlines want to increase passenger demand and loyalty, they need to increase their
overall service quality, and if they successfully adopt this strategy, it could boost business volume for
the aviation industry significantly. Additionally, the FFMS analysis tool can be used to analyze the
loyalty programs of international cruise ship companies. The cabin marketing and pricing strategies of
cruise ships are similar to aviation seat marketing, and most of the cruise companies are already
promoting their official credit cards, making it possible to compare the specifications of cruise ship
loyalty programs using the FFMS analysis and SEM modelling. The most important factor regarding
the cruise ship sector is that the data is extremely limited. Because most of the cruise ship companies
are registered in regions where declaration of their financials is limited.
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Abstract
This study aims to determine the effects of mediating role of behavioral intention on tourism
academics’ technology performance expectancies on their use of technology. In the established
model for determining those effects, it is also aimed to inquiry the intermediary role of behavioral
intention. For data gathering process of the study, quantitative research methods and primary data
sources were used. The data was obtained through the questionnaire via 400 academics working
in tourism-related units of universities in Turkey while adopting convenience and snowball
sampling methods. According to the results of the study, the performance expectations of tourism
academics affect their use of technology. It has also been found that behavioral intention has
mediating role in the research model.
Keywords: performance expectancy, behavioral intention, using technology, tourism academics
Introduction
The global economy has undergone four major revolutions throughout history. First is agricultural
revolution, then the industrial one, 2nd World War as the third revolution and technological
developments following it and finally comes the fourth one as information revolution (Balaam &
Veseth, 2000). According to Freeman (2003), technology determines the direction and speed of
development and growth. In addition to that, it provides power and wealth to societies. At this
point, it is a valuable aspect for economist to fight against poverty. Tourism is becoming a vital
part of daily life rather than being a luxury need and the industry of tourism is growing every year
with its relationship to many other aspects such as technology. Ever-changing transportation and
communication facilities directly affect many issues related to tourism such as marketing,
managing, planning and education of tourism. These qualities of tourism have created an
environment for the emergence of a strong interaction between technology, which has high social
effects, and tourism. Thus, Yücel (1999) approaches technology in a different point of view stating
that technology is a social fact. The way to use technology and the level of it reflects how
individuals and societies perceive life. Also, technology causes some changes on these perceptions.
Gürak (2004) defines technology as an information which societies use to change and control the
environment where they live in. It is impossible to imagine tourism industry to stay isolated by
technological developments (Buhalis, 2008). As its multidisciplinary structure, tourism industry is
highly related to many sectors while combining them to produce services and products. For a
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successful operation and growth, service suppliers of tourism activities must know the
requirements of modern society, consumers, and complex structure of tourism industry. This
brings the necessity of highly qualified human resources employed in tourism industry (Kocaoğlu,
2002).
It is arguable if academics who are studying on tourism-related fields could be considered as an
employee of tourism industry. However, considering their direct and indirect impact to industry
and their role for education put them in a position to be assumed as part of human resources. By
this perspective, it is inevitable to investigate their attributes about technology which they clearly
need during researching and educating. This paper aims to determine the technology acceptance
level of academics who study and work on tourism field. By doing so, it is possible to understand
how they approach towards technological tools in their research and education efforts. Attitudes
of academics towards technology might expose useful tips for the excellence of tourism research
and tourism education in higher levels. In addition, the COVID-19 pandemic, which occurred in
2020 and affected the whole world, reveals the importance of this study (Jose Sa & Serpa, 2020;
Zhou et al., 2020; Butcher, 2020). Because with the spread of viruses, human mobility is restricted.
Naturally, the use of technology in educational activities is also increasing rapidly. This paper
might also be useful for understanding tourism academics’ status on this issue in Turkey.
Literature Review
The Role of Technology in Research and in Tourism Education
The beginning of information technologies (IT) is pointed back to the relationship between
information, computers, and communication. It has always been a dream to build machines with
the ability of thinking and processing. With the achievement of this, IT became a vital part of
human’s daily and work life (Allison, 2002). Societies that embrace science gain advantage in
competition of improving well-being level and also, they advance significantly in production,
commercial and service quality. On the other hand, countries who do not produce and improve
their own technology will be dependent on others to transfer technology from them (Alçın, 2006).
Supporting to that claim, Musa (2006) states the true benefit of technology comes with properties
which makes life more comfortable.
Because of harsh competition conditions in international markets, it is highly important to have
enough skilled human resource in tourism industry that can only be achieved by a high class
education (Güzel, 2006). Academical tourism learning is provided in colleges and universities.
This kind of education gives a theoretical edge for students to setup a base for their further
learnings and experiences in order to analyze, discuss and evaluate facts about tourism industry
(Echtner, 1995). To improve students’ awareness about tourism activities, they need to be prepared
by knowledge presented in college/university education before their practices in work life (Riley
et al., 2002). Candidate employees of tourism industry needs to be trained for the technology that
they will face in professional career (Lashley & Rowson, 2005).
Using mobile applications and technology in classes would be useful for educational quality and
the key to be a successful educator in 21st century is to manage to use technological tools for
educating the youth (Walker et al., 2019). According to research findings, the most needed
technological applications -which is a requirement for a graduate of tourism program- are; Table
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based programs (Excel etc.), e-mail systems, word processing programs, effective data presenting
programs, sale-based applications and data analyzing programs (Bilgihan et al., 2014). Another
research indicates the importance of taking into consideration of feedbacks from industry for both
technological and other aspects while adjusting lecture programs and contents (Cecil & Krohn,
2012). Also, computer based online courses might be beneficial to improve the ability of
technology for students (To & Tang, 2019). In a research that is not solely related to tourism,
researchers state that institutions will benefit teaching technological applications to their
employees for higher performance expectations. This will improve the speed of work and
coordination between employees (Brown et al., 2010).
In order to teach technological tools and applications, academics and educators must first
acknowledge the necessity of it and learn the basics of technological tools (Akıncı & Seferoğlu,
2010). Uğur and Turan (2018) found out in their research that academics improve their e-learning
skills for self-efficiency reasons. Also, it will contribute much for students’ self-efficiency who
feels uncomfortable by the lack of basic knowledge for using technological applications (Abbas,
2017). As long as tourism graduate programs keep expanding; educators, lecturers and students
will need the capacity and skill for online and technological applications (Mejia & Phelan, 2014).
Members of Generation Z which is also called as Alpha Generation were born into the digital age
and because of that they are much more familiar to web-based technologies, social media and
smart devices (Bağcı & İçöz, 2019). This fact requires technological learning for two reasons: first
the difference of knowledge level is increasing between the genres which may break the
communication between them and the rest of society and this will have serious consequences
socially and economically without a doubt. Second, no matter if older born generation denies the
use of new technologies, a digital genre is catching up and soon they will be the bigger portion of
total consumers in any market or organization.
Theoretical Background and Hypothesis Development
UTAUT (Unified theory of acceptance and use of technology) is a largely common model to test
adaptation and application of technologies especially about information (Venkatesh et al., 2003).
According to an analyze of previous UTAUT based studies, researchers from 36 different countries
involved in studies using UTAUT model among 174 papers (Williams et al., 2015). This model is
basically formulated by 8 different models such as technology acceptance model (TAM),
motivational model, theory of planned behavior, theory of reasoned action, hybrid model TAMTPB, model of Pc utilization, innovation diffusion theory and social cognitive theory (William et
al., 2015; Rahi et al., 2019).
Performance expectancy (PE) is fundamentally the benefit and utility of using a tool (Alalwan et
al., 2014). Hoque and Sorwar (2017) states performance expectancy as a positive and significant
effect on behavioural intention (BI). On the other hand, a study on mobile health applications
revealed PE has no significant effect on BI (Ndayizigamiye et al., 2020). Chang, Hung, Cheng and
Wu (2015) also adopted Technology Acceptance Model (TAM) and determined ease of use and
usefulness have significant impact on behavioral intention.
•

H1: Performance expectancy of technology has a significant effect on behavioral intention.

PE is the main motivation for the use of GAS (generalized audit software) (Mahzan & Andy, 2014)
while also effective on m-learning in addition to other impacts such as cognitive needs, effective
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needs and social needs (Thongsri et al., 2018). BI is also found to be significant to adapt and
application of a new technology (Zhou, 2008).
•
•
•

H2: Behavioral intention of technology has a significant effect on intention of using technology.
H3: Behavioral intention of technology has a significant effect on self-efficacy.
H5: Performance expectancy of technology has a significant effect on intention of using
technology by the moderating effect of behavioral intention.

Anxiety has an impact on individuals’ use of technology directly or indirectly (Powell, 2013)
which is apparently a negative one when it comes to using a new technology (Venkatesh, 2000;
Turan, 2020). Also, it is found that a negative correlation occurs between anxiety and use of
computer systems (Aggelidis & Chatzoglou, 2009). A meta-analysis showed that 10 out of 22
studies use anxiety as an external variable by UTAUT model (Dwivedi et al., 2011).
•
•
•

H4: Behavioral intention of technology has a significant effect on anxiety towards use of
technology.
H6: Performance expectancy of technology has a significant effect on self-efficacy by the
moderating effect of behavioral intention of technology.
H7: Performance expectancy of technology has a significant effect on anxiety by the moderating
effect of behavioral intention of technology.

Methodology
Research Design, Questionnaire and Model
In the study, data was obtained using a questionnaire consisting of five structures and testing
different parameters related to the use of technology. The questionnaire consists of two sections
with technology usage and demographic information. In the demographic variables section, there
are 5 questions that measure the descriptive statistics of participants. On the scale of the use of
technology, there are total of 20 questions. All five dimensions used in the study (performance
expectation, behavioral intent, attitude towards using technology, self-efficiency, anxiety) were
taken from previous research by Venkatesh et al. (2003) and Venkatesh and Zhang (2010). The
research model (Figure 1) consists of performance expectancy, behavioral intention, attitude
toward using technology, self-efficacy, and anxiety.
Sampling and Data Collection
The research universe consists of academics who work in the tourism departments of universities
in Turkey. According to the data of 28 November 2019, the research universe consists a total of
1,463 participants. A universe of 1500 participants is represented by at least 306-participant sample
(Coşkun et al., 2019). However, for the sampling process of this research, the approach to reach
10-times higher of total variables (20) that is equal to 200 (20x10), which is also the minimum
number for SmartPLS samples (Doğan, 2019). Still, researchers of this paper gave effort to reach
the number 384 for participation which is considered the sample-participant number for any
research universe. Non-probability-based sampling technique is embraced by researchers with
convenience sampling via e-mailing. An e-mail containing the link to the survey with an
appropriate explanation was sent to every one of the researchers who belong to research universe.
Data was obtained from participants who voluntarily responded to outgoing e-mails and completed
the survey, and 250 surveys were collected by this method. Due to the inability to reach the desired
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number of participants, the process of collecting data using the snowball sampling method went
on. 153 surveys were obtained through this approach. 3 surveys with symmetrical answers were
disabled during the analysis process. Data with incomplete answers are left out of analyzes, as
questions are obliged to be answered. For this reason, a total of 400 surveys were analyzed. All
data was collected online due to the fact that the universe of this research was spread over a large
physical area and the COVID-19 pandemic occurred during the data aggregate process. The data
gathering process took place between 1st March and 30th June in 2020.
Figure 1: Research Model
Performance
Expectancy

Attitude
toward Using
Technology

H
H2

Behavioral
Intention

H5: PE>>BI>>AUT

H

Self-Efficacy

H
Anxiety

H6: PE>>BI>>S-E
H7: PE>>BI>>A

Table 1. Technical Details of Field Research
Population
The geographical scope of the research
Data collection method
Sampling frame
Population size
Sampling technique
Data collection period
Collected questionnaires
Valid questionnaires

Academics working in tourism related departments of universities in Turkey
National
Online questionnaire
The online link to the survey has been sent via e-mail to all academics who wish to
participate in the data collection process.
1.463 (in 28th November 2019)
Convenience - snowball sampling
1st March-30th June 2020
403
400

Data Analysis
SPSS (Statistical package for the social sciences) was used for descriptive analyzes of the data
since it is useful for such systematic processes including demographic variables. The SmartPLS
program was used to analyze the measurement and structural models of the quintet structure
investigated in research. SmartPLS, on the other hand, was chosen because it provides convenience
in subjects such as sample size, normality and flexibility in the analysis of formative prediction
models. (Loureiro & Gonzalez, 2008; Henseler et al., 2009; Hair et al., 2012; Di-Clemente et al.,
2019). Factor and path analysis of the dimensions were carried out using SmartPLS.
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Findings
Descriptive Statistics
Female participants (57.3%) slightly outnumber male participants (42.7%). In the age groups, there
is a serious accumulation in the middle and older age groups (82.0% in total) who are over 30
years of age. Since the data were gathered from academics, this is a well expected result. The
majority of the participants are lecturers (35.3%) and assistant professors (28.0%). About 70% of
participants have more than 5 years of experience in academy. Finally, 53.2% of respondents do
not have any technology certificates.
Measurement Model
Confirmatory factor analysis was performed according to the measurement model for all scales
used in this study. Assessments of the measurement model are included in Table 2. As a result of
the measurement model, the five-dimensional structure was tested and the model was verified. All
factor loads are above 0.60. SmartPLS accepts a minimum value of 0.70 as factor load, but it is
also accepted for factor load to be 0.60 according to some researchers (Tabachnick & Fidell, 2013).
T-values ranged from 11.456 to 49.580. In this context, it is seen that all T-values are greater than
the reference value of 1.96 (Doğan, 2019). All VIF (Variance Inflation Factors) values of
expressions are below 5. These values are considered to be among statistical consistency range
(O’brien, 2007; Büyükuysal & Özel, 2016). For only 2 of 20 expressions, the VIF values are above
3 which SmartPLS predicts as the highest point. Table 2 also presents the relevant arithmetic mean
and standard deviation values for each of the variables in the research.
Table 2. Confirmatory Factor Analysis
Factor Dimension
Performance Expectancy
I would find the technology useful in my job.
Using the technology enables me to accomplish tasks more quickly.
Using the technology increases my productivity.
If I use the technology, I will increase my chances of getting a promotion.
Behavioral Intention
I intend to use the technology in the next 12 months.
I predict I would use the technology in the next 12 months.
I plan to use the technology in the next 12 months.
Attitude toward Using Technology
Using the technology is a good idea.
The technology makes work more interesting.
Working with the technology is fun.
I like working with the technology.
Self-Efficacy
If there’s someone to help me when I can’t, I can complete a task or a job using
technology.
If I have enough time, I can complete a task or a job using technology.
If there is a pre-built help unit or agent, I can complete a task or job using
technology.
Anxiety
I feel apprehensive about using the technology.
It scares me to think that I could lose a lot of information using the technology by
hitting the wrong key.
I hesitate to use the technology for fear of making mistakes I cannot correct.
The technology is somewhat intimidating to me.
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Mean

Std.
Dev.

VIF

t-value

Factor
load.

4,862
4,853
4,697
4,085

0.392
0.431
0.575
0.968

2,967
3,640
1,866
1,304

21,144
40,472
30,247
11,891

0.856
0.911
0.812
0.622

4,665
4,430
4,635

0.691
1,051
0.726

1,548
1,548
1,548

20,952
13,045
32,908

0.855
0.724
0.876

4,678
3,995
4,270
4,393

0.573
0.992
0.766
0.717

1,542
1,518
2,855
2,798

19,514
11,456
34,444
49,580

0.789
0.662
0.873
0.893

4,067

1,062

1,614

14,169

0.752

4,260
4,100

0.676
0.797

1,255
1,601

19,492
12,204

0.859
0.752

2,210
2,585

1,082
1,248

2,077
2,742

26,833
18,983

0.850
0.808

2,345
1,715

1,207
0.902

3,300
2,007

25,545
27,581

0.870
0.870
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According to the results of the confirmatory Factor Analysis, The AVE coefficient, which offers
a prediction of the validity of each structure (size), is above 0.60. The minimum value in Social
Sciences for AVE value is 0.50 (Hair et al., 2010). However, the square root of each of the AVE
values is greater than the correlation values for dimensions. This indicates convergent validity for
the structure (Fornell & Larcker, 1981). According to the Fornell and Larcker criterion assessment,
all values in rows and columns are expected to be lower than diagonal (dark) values. According to
another measure, each of the Heterotrait-Monotrait ratio values are expected to take a value in the
range of 0 to 1. In addition, it is desirable that the values of Heterotrait-Monotrait ratio are less
than 0.90. Information about Heterotrait-Monotrait Ratio values can also be expressed as provided
by the validity of decomposition in the study (Hair et al., 2017).
Table 3. Reliability, Validity and Correlation
Variables
Behavioral intention (1)
Anxiety (2)
Performance Expectancy (3)
Attitude toward Using
Technology (4)
Self-Efficacy (5)
Cronbach’s Alpha
Reliability Coefficient
(Rho_A)
Composite Reliability
AVE

Fornell-Larcker Criterion
2
3
4

1
0.821
-0.205
0.312

5

0.850
-0.277

0.807

0.253

-0.359

0.705

0.809

0.299
0,763

-0.076
0.877

0.373
0.816

0.340
0.825

0.789
0.721

0,804

0,929

0,851

0.860

0.815

0,860
0,674

0,912
0,723

0,880
0,652

0.882
0.655

0.832
0.623

1

Heterotrait-Monotrait Ratio
2
3
4

0.227
0.380

0.318

0.293

0.392

0.860

0.356

0.178

0.449

5

0.393

Three different reliability tests were applied for each of the 5 structures found in the measurement
model. According to all three reliability tests, all 5 dimensions have a reliability value above 0.70,
which is considered minimum value in Social Sciences. (Carmines & Zeller, 1979; Nunnally &
Bernstein, 1994). In this study, for three reliability tests (Cronbach’s Alpha, Reliability coherent
[Rho_A] and Composite Reliability) range from 0.721 to 0.912. Based on these values, it is seen
that the measurement tools and dimensions in the study provide the required condition for
reliability.
Structural Model
Model adaptation indexes for the structural model and the state of support for hypothesis tests are
given in Table 4. According to the results of the analysis, the SRMR value was 0.079 and the NFI
compliance index was 0.845. Values below 0.08 are accepted for SRMR (RMSEA). While using
SmartPLS, this value appears to be accepted up to 0.10. (Domínguez-Quintero et al., 2020). For
the NFI compliance value, the desired minimum value is 0.90. But at values above 0.80, they are
stated to have acceptable compliance. (Karagöz, 2017). According to the results of the analysis, it
was determined that the model adaptation indices of this study were at acceptable levels.
Table 4 shows the path coefficients of variables whose relationships and the acceptance states of
hypotheses tested in the study. Technology performance expectations of tourism academics affect
the behavioral intentions of technology use (β: 0.312, t: 4.905, p: 0.000). In this context, the H1
hypothesis is supported.
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Table 4. Hypothesis and Path Coefficients
Hypotheses
Path Coefficients
t-stat.
p-value
Supported
SRMR
Direct Effects
H1: PE -> BI
0.312
4.905
0.000**
Yes
H2: BI-> AUT
0.253
4.107
0.000**
Yes
H3: BI -> S-E
0.299
5.806
0.000**
Yes
H4: BI -> A
-0.205
3.687
0.000**
Yes
0.079
Mediator Effects
H5: PE-> BI -> AUT
0.079
2.235
0.025*
Yes
H6: PE-> BI -> S-E
0.093
3.270
0.001**
Yes
H7: PE -> BI -> A
-0.064
2.363
0.018*
Yes
*significant at p<0.05 level
**significant at p<0,01 level
t>1.96
PE: Performance Expectancy, BI: Behavioral Intention, AUT: Attitude toward Using Technology, S-E: Self-Efficacy, A: Anxiety

NFI

0.845

Figure 2: PLS Results of the Structural Model
Performance
Expectancy

β: 0.312
β: 0

Attitude toward
Using
Technology

3
.25

β: 0.299
Behavioral
Intention

β:0

H5: PE>>BI>>AUT (β= 0.079, t=2.235*)

Self-Efficacy

.20
5

Anxiety

H6: PE>>BI>>S-E (β= 0.093, t=3.270*)
H7: PE>>BI>>A (β= -0.064, t=2.363*)

Behavioral intentions of Tourism academics regarding the use of technology affect the behavior
of using technology (β: 0.253, t: 4.107, p: 0.000). Similarly, behavioral intention of tourism
academics effects self-sufficiency (β: 0.299, t: 5.806, p: 0.000) and anxiety (β: -0.205, t: 3.687, p:
0.000) about the use of technology. In light of this information, the hypotheses H2, H3 and H4 are
supported.
Behavioral intentions of tourism academics regarding the use of technology have a mediating role
between the performance expectations of technology and the behavior of using technology.
Tourism academics’ technology performance expectancy affects the attitude toward using
technology (β: 0.079 t: 2.235, p: 0.025), self-efficacy β: 0.093 t: 3.270, p: 0.001) and anxiety (β: 0.064, t: 2.363, p: 0.018) through the behavioral intention mediator. For this reason, the mediating
role of behavioral intention has been identified in the research model. Hence, the H5, H6 and H7
hypothesis is supported.
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Information about the PLS result of the designed model in this research is included in Figure 2.
The information in the model shows variance in the levels of explanation of dependent variables
by independent variables. The R2 value identified for the behavioral intention variable is 0.097.
However, this value is 0.064 for attitude towards using technology, 0.089 for self-sufficiency
variable and 0.042 for anxiety variable. It can be said that the explanatory power of R2 values in
research remains low (Chin, 1998). But significant and strong relationship were found between
variables in the Model. It is a scenario encountered in social science research that there are
significant and strong relationships between variables and low levels of explanation of dependent
variables by independent variables. This situation shows that there are independent variables that
explain the dependent variables more strongly but are not included in the model (Eberl, 2010).
Low R2 is not quite a problem of model, rather it is a result of the research. Thus, the model
(prediction) in this research is significant and strong.
Conclusion
Theoretical Implications
UTAUT research model has become widespread while measuring aspect especially about
technology (Venkatesh et al., 2003). The reason why this theory has gained popularity is because
it has a structure that combines different theories. Many models, such as social cognitive,
behavioral, technological, and PC use, are evaluated in the UTAUT model. This led to hundreds
of research testing this theory by researchers from different countries around the world (William
et al., 2015; Rahi et al., 2019. This study focused on UTAUT’s use of technology and behavioral
dimensions. In this context, a model including behavioral intention, anxiety, performance
expectation, attitude towards using technology and self-efficiency variables were tested. These
variables are the most tested ones in many papers inspired by UTAUT. For example, the anxiety
variable has been tested in almost half of the studies which adopt UTAUT (Dwivedi et al., 2011).
The results of this study strongly support UTAUT. The fact that this paper is specifically related
to tourism education and tourism academics, gives this research an edge of originality comparing
to its ancestors.
The study focused on the impact of performance expectations and behavior trends on positive and
negative outcomes of technology use. The expectation variable was used to point the benefit of the
tools used by employees (Alalwan et al., 2014). The effect of performance expectation on behavior
is shaped by the positive or negative state of expectation (Childers et al., 2001; Maruping, 2017).
The expectation of technology performance affects the behavioral intention associated with
technology use (Davis et al., 1989; Chau & Hu 2001). As performance expectations for the use of
technology increase, intentions for the use of technology do also. The results of this paper bear
similarities to the study of Hoque and Sorwar (2017). Lowenthal (2010) also investigated the effect
of PE, EE and self-management on BI about m-learning while Ramayah, Ahmad and Lo (2010)
investigated system quality, information quality, service quality effects on BI. On the other, getting
one step further, Ali, Nair and Hussain (2016) adopted UTAUT2 model to determine students’ use
of computer supported collaborative classrooms (CSCC) while coming to conclusion of BI is
effected by fulfillment of hedonic motives, improved level of performance expected by its use,
individual habit of using, influence of the social circle, value obtained by its use, ease of use and
availability of facilitating conditions.
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Behavioral intentions about a tool or a machine significantly affect their use. Assaker et all (200)
state that, behavioral intention is found to be related with attitude toward using technology, selfefficacy and anxiety. While there is a linear relationship between behavioral intention, selfefficacy and technology-using behavior, there is a negative relationship between behavioral
intention and anxiety (Kulviwat et al., 2007; Kaba & Toure, 2014). This negative relationship
between technology use and anxiety has also been identified in previous studies (Powell, 2013;
Turan, 2020). Issues such as information security and privacy raise concerns about the use of
technology.
Practical Implications
One may say that use of technology is increasing in education activities as in many other sectors.
For this reason, it is seen that UTAUT is frequently used in the education related researches. This
situation becomes more evident especially with the spread of e-learning (Tarhini et al., 2014; ElMasri & Tarhini, 2017). Moran et al. (2010) state that the integration of technology and education
has become mandatory with the use of tablets and personal computers in higher education. The
COVID-19 pandemic, which emerged in Wuhan, China in late 2019 and affected the whole world
by 2020, once again demonstrated how important this situation is.
Since tourism industry is highly service-oriented, one can argue the dilemma of using technology
in tourism services. In fact, it is believed that there is a limit to the use of technology throughout
the tourism industry. But despite this limitation, it can be said that automation and information
technologies have a very important place for tourism, travel and transport actions (Liu & Park,
2015; Assaker et al., 2020). This fact also leads to a negative view of the use of technology in
tourism education in many stakeholders of society (Jafari & Ritchie, 1981). But the results of this
study prove that tourism academics, an important stakeholder in tourism education, care about the
use of technology (Daniele & Misty, 1999).
Tourism academics seem to have a strong expectation of the performance of the technology. As a
matter of fact, according to the results, the increase in technology performance expectations of
tourism academics affects their intentions and behavior towards the use of technology (Lewis et
al., 2013). At this point, it is important that universities which aim to increase the quality of
education must provide the technological infrastructure that will meet the expectations of
academics. Similarly, there is a need to stress out self-sufficiency and anxiety levels of Tourism
academics. Public authorities and universities should adopt policies that encourage academics to
increase their self-efficacy and reduce their concerns. Also, universities should take steps to ensure
education-technology integration with technical equipment, technology use training and some
certification services. One of the important tasks in this regard belongs to academics that they need
to ensure a parallel improvement with the development of technology. These conclusions have
similarities to the results of some research conducted in literature (Adukaite et al., 2016; Bailey &
Morais, 2005; Buhalis & Law, 2008; Femenia-Serra, 2018).
Limitations and Future Studies
The coverage of this study is only limited to Turkey. Another limitation is that the paper is only
related to tourism academics. For this reason, it is important to conduct field research containing
academics from other countries for future researches. In addition, a similar approach research
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might be useful with an international sample for better understanding and testing the theory. A
comparison-based paper which concentrates on two different samples or countries with different
levels and ability of technology might be handy for contribution to literature. The COVID-19
pandemic has also once again demonstrated the importance of integrating education with
technology during the build-up process of this paper. For this reason, such investigations and
research would aid both literature and practical implications.
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Abstract
Wellness Tourism is considered to be one of the tourism products that would see greater adoption
in Post Corona travel decisions. Wellness has been an explicit motive in travel with the objective
of furthering good health and wellness is an implicit motive in most travel decisions. Wellness
travel goals range from rest and relaxation to specific goals such as detox. Destination marketing
communication is the ongoing conversation between the host property and the guests. As a
historical wellness destination, India offers a set of traditional wellness products that have always
attracted the world. This study focuses on wellness tourism in India. The post COVID traveller,
in addition to his/her wellness goals, has additional selection criteria that includes safety and
hygiene cues. The objective of the study is to understand destination marketing readiness in
reaching out to the wellness tourists. The digital and marketing presence of selected resorts was
used in the study for communication content analysis. Less than half of the destinations have
succeeded in addressing the overt concerns of the customers. There has also been demonstration
of best practices in initiating proactive digital customer engagement practices to continue their
brand building even in the Pandemic period.
Keywords: tourism, destination, marketing communication, COVID-19, wellness tourism, India
Introduction
Health has been on the forefront on our collective social psyche for more than a year now. The
impact of COVID-19 on how we live has been unprecedented. Travel and Tourism has been one
of the leading sectors which has faced a disastrous downturn as national borders were closed to
contain the spread, lock down measures were adopted and social distancing became the norm
(Gössling, Scott, & Hall, 2020; Naumov, Varadzhakova, & Naydenov, 2020). Most people were
forced to cancel or defer their travel plans. At the same time, their daily challenges to be handled
rose manifold, concerns about getting the infection, possible loss of lives of their friends and
family, the vulnerability of the aged and the less healthy, possible loss of livelihood, etc., all of
which has led to acute mental stress (Choe, 2020). Most studies highlight how wellness would be
a top priority for post Corona travel (Wen et al, 2020; Samarathunga & Gamage, 2020). The
current crisis demands a robust preparedness from the industry for a wellness centered and resilient
fresh beginning (Chhabra, 2020). The impact of physical isolation from routine as well as absence
of social engagements, the cabin fever induced by work from home and its resultant inertia are all
likely to offer a challenging plethora of new motivations to seek non-medical restorative
programmes in attractive destinations. This study examines how the destinations are responding
to the altered set of motivations through their marketing communication. If the motivation and the
messaging resonate, there is more likelihood of alleviating the pressing demotivators for travel or

https://digitalcommons.usf.edu/m3publishing/vol16/iss9781955833004/1
DOI: 10.5038/9781955833004

98

Cobanoglu et al.: Advances in Managing Tourism Across Continents: Volume 1

destination selection. As fast recovery, post COVID-19, is critical, for sustaining the industry, this
study can offer insights to destinations in all markets, on how to transform their product and their
communication, to find better resonance with the target audience.
Literature Review
Wellness and Travel
Positive travel experiences contribute towards bettering an individual’s health, family relationships
and overall wellness in general (Chen & Petrick, 2013). Travel, motivated to ensure or enhance
physical and mental wellbeing, termed loosely as ‘wellness tourism’, is one of the fastest growing
market segments (GWI, 2018). Considered a subcategory of health tourism, this is pursued by
people who do not have a medical condition for which they are seeking treatment or are healthy,
and the primary motivation for the trip is to ensure lasting health and improving their health and
wellbeing (Mueller & Kaufmann, 2001). Transcendence, escape and relaxation, physical health
and appearance, novelty, self-indulgence and self-esteem are some of the desired outcomes of
wellness travel (Voigt, Brown & Howat, 2011). A wellness tourism experience should offer a
‘feelgood experience’ to the guests, growth and transformational benefits for mental wellbeing,
shared experiences and finally create an environment conducive to wellness (Dillette et al, 2021).
For wellness tourists, in addition to the wellness programmes, other factors of consideration
included a general desire to experience the destination, need to relax and the culture and nature of
the destination (Težak Damijanić & Šergo, 2013).
Wellness Destination Selection Motivation
Individuals’ visits to destinations’ therapeutic landscapes are tightly linked to health, healing,
recovery, and longevity (Majeed & Ramkossoon, 2020). Relaxation remains the leading factor,
but travel motivation has other factors such as recreation and enjoying nature too (Che, Prebensen
& Huan, 2008). First time and repeat visitors were influenced by factors such as relaxation and
rest, sightseeing, novelty and self-exploration (Lim, Kim & Lee, 2016). Recreation, relaxation,
enhancement of quality of life, and social activities were the top motivators to visit wellness
facilities in Bangkok (Hun Kim & Batra, 2009). Another study in Mauritius also points to rest and
relaxation, followed by nostalgia, escape, novelty, social interaction, self-actualisation and
recognition and prestige (Kassean & Gassita, 2013). Rest and recuperation, healing, wellbeing,
meditation, the key variables identified in earlier studies are expected to be some of the key
motivators for tourism during its post pandemic revival (Samarathunga & Gamage, 2020). The
wellness facility or the external environment need to support this basic need fulfillment and the
integration of wellness related values which result in facilitating psychological wellbeing (Thal &
Hudson, 2019). Three push motivation factors for wellness tourism were identified as the health
trend, relaxation and reward and novelty, while the six pull motivation factors were basic wellness,
intangible wellness, extra wellness, cultural and natural heritage, entertainment and recreation and
landscape (Damijanić, 2020).
Destination Marketing Communication
Destination competitiveness depends on an effective and integrated marketing and management
strategy (Wang & Russo, 2007).
Destinations have employed traditional marketing
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communication tools like advertising, personal sale, participation in fairs and exhibitions, sales
promotion, direct marketing, public relations and internet marketing for successful marketing
communication (Foret, 2013). The role of the website and social media is to be a source of
information about the product and promotion (Morrison, 2013; Yoga et al, 2019). Though websites
are powerful communication tools, many of them are managed inconsistently and are neglected in
being used as persuasion agents (Park & Gretzel, 2007). The Internet is an indispensable tool in
planning for travel, and hence the main tool for marketing of a destination (Caro, Luque & Zayas,
2015). Web 2.0 plays an increasingly large role in destination marketing, and social media has
been increasingly adopted by destination marketers as a cost-effective marketing option (Mariani,
2020). Hence, the websites and social media of a destination can be a source of gauging
effectiveness of marketing communication.
Theoretical Basis of the Study
The study is based on the push pull theory of destination marketing (Dann, 1977; Tolman, 1959),
as motivation has been singled as the most relevant factor in explaining consumption behaviour in
tourism (Sirakaya et al, 2003). The push factors are intrinsic motivations that encourage the guest
to make a travel decision, while pull factors are largely extrinsic. Marketing as a key pull factor
has a central role in creating travel motivation. As a selective motive, marketing works as the pull
motive responsible for selection of an alternative from a class of products selected by push
motivation (Wilkie, 1994). The pull motive for the guests was identified from previous research
on wellness tourism and additional post COVID metrics were added these based on current
research. The study matched the pull and push factors based on the themes present on the digital
and social push factors for each tourism destination and how well they synchronised with the
previously identified pull factors. Additionally, top keywords from the guest feedback as evident
in the reviews of the guests on Tripadvisor was also considered to identify the push metrics. An
understanding of travel motivations would help to allow marketers to allocate resources effectively
(Uysal, Li, & Sirakaya-Turk, 2008). A similar study would allow the marketers to have a better
understanding of matching offerings to guest expectations. Marketing communication, based on
customer expectations, is a valid premise for showcasing the product on all platforms. Preexperience decision making is dependent on brand messages from multiple sources, all of which
are not in the control of the marketer. The marketer, therefore, needs to align the communication
with the insights from customer studies, and to changing customer expectations, especially in post
Pandemic travel. The changes effected by COVID-19 have the potential to drastically alter
customer perspectives and consumption behaviour (Meena Toor, 2021).
Wellness Tourism in India
Wellness Tourism is one of the major offerings that India has in its tourism product mix and is
anchored around easily identified products such as Yoga, meditation and Ayurveda (Kumar, 2019).
The Ayush Ministry has been formed by the Government of India to enable an institutional
framework to promote alternative medical streams, including wellness tourism. Kerala in India
has been branded as a destination for Ayurveda and both international and domestic tourists visit
the state to benefit from the treatment packages (P K, 2020). The concept of Wellness Tourism
with reference to Kerala is the imagery of a unique and upmarket destination that offers an
opportunity to ‘cleanse one’s mind, body and soul’, a part of its overall strategy of wholeness
(Bandyopadhyay and Nair, 2019). Increasing number of guests are expected to opt for a wellness
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centered holiday, post Corona, and India with its ancient wellness traditions, could be a soughtafter destination (Lamba & Mohan, 2021).
Post COVID Travel Motivations
Researchers are almost unanimous in their opinion that Post Corona travel will be drastically
governed by motivations that are different from the pre-Corona times. Safety, health, hygiene,
brand and value for money are some of the key factors that are expected to impact travel decisions
(Goyal, 2020). Safety and hygiene were universally significant in making travel destination
choices among travellers with previous international travel history (Ivanova, Ivanov & Invanov,
2020; Nair & Sinha, 2020). Tourism being a perception driven market, the reputation and image
of the destination would play a key role in influencing its selection (Hoque et al, 2020). Relaxation
was the chief driver for wellness holidays, but even visitors who have other motivators that bring
them to a destination can additionally factor in a wellness product as a desirable addition to their
selection (Azman & Chan, 2010).
Methods
Unobserved and non-participatory and therefore unobtrusive internet-based research is gaining
popularity, especially in the context of social and online media, especially for tourism studies
(Janta et al, 2011). The marketing communication of selected wellness destinations in India on
their digital and social media platforms was examined to measure the key communication cues
that they offered to their prospective visitors and on how this can be aligned with customer
motivations. The objective of the study is to offer other marketing destinations a tailored
communication map to greet their new and enhanced audiences. For data collection, Google
Search was used to identify the top website lists using the keywords, top wellness resorts in India’
and top wellness retreats in India’. From among the results, the long list of resorts was selected
from top destination lists of established publishers and award nominees, the details of the sources
are listed in Table 5. From this long-list of destinations, each one of the destinations was reviewed
for their relevance and topicality. The destinations were then alphabetically sorted before random
sampling was done to choose the final sample, this methodology has been previously adopted by
researchers in netnographic studies (Dillette et al, 2021).
The content from the websites of the resorts and the social media posts for three months (November
1, 2020 to January 2021) by the resort was then categorised for the following keywords selected
based on previous studies on wellness tourism (Dillette et al, 2021; Kaur & Kumar, 2020; Koncul,
2012; Voigt and Pforr, 2013). The keywords included wellness, health, beauty, anti-aging,
preventive, medicine, alternative, Yoga, fitness, slimming, spa, Ayurveda, thermal spring, relax,
rest, rejuvenate, escape, de-stress and recuperate. Additional analysis of the top keywords used by
guests leaving their review on TripAdvisor were also considered, the specific tool used for this is
the popular mentions feature on TripAdvisor. These keywords also included the previously
identified motives such as spa, Yoga, health, wellness, detox, de-stress, relax, weight loss,
rejuvenation, fitness, Ayurveda, holistic, Panchakarma, massage, meditation, etc. Additional post
COVID-19 inclusions were safe, sanitized, COVID protocol, social distancing, clean and hygienic.
The reviews from guest in the period from September 2020 to January 2021 were also analyzed
for the presence of COVID related variables and included safety, hygiene, sanitization, contactless,
precaution, clean, protocol etc., though the number of reviews were few for the period. The
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resultant data was coded for further analysis, while sample posts were selected to represent the
type of communication in the domain.
Table 1: List of Destination Brands in the Study
Destination
Ananda in the Himalayas
Aatmantan Wellness Resort
Carnaustie Ayurveda and wellness resort
Kairali the Ayurvedic healing village
Isola di cocco
Mekosha Retreats
Devaaya Retreat
Niraamaya Resorts Surya Samudra
Shreyas Retreat
Soukya, Dr.Mathai’s international holitic health center
Vana
Naad Wellness
Svatma
Neeleshwar Hermitage
Ahilya by the Sea
Wildflower resort and spa
Somatheeram
Ganga Kinare in Rishikesh
Dune Eco Village and Resort
Dharana

Location
Utharakhand
Maharashtra
Kerala
Kerala
Kerala
Kerala
Goa
Kerala
Karnataka
Karnataka
Utharakhand
Haryana
Tamil Nadu
Kerala
Goa
Karnataka
Kerala
Utharakhand
Puducherry
Maharashtra

Findings
The keywords that are most used by the sample resorts include Ayurveda and Yoga. These can be
considered the major anchors of the wellness tourism product in India. Wellness, spa, healing and
rejuvenate are other key value premises used by the resorts. Specific programmes from detox to
immunity are used in lesser degree by resorts. They correspond well to the major travel
motivations for the wellness tourist.
Table 2: The Keywords Used on the Homepage by the Resorts
Keyword
Ayurveda
Health
Yoga
Meditation
Relax
Rejuvenate
Mindfulness
Meditation
Organic
Wellness
Healing
Spa
Balance
Natural

% Usage in Websites
85
20
80
25
15
40
5
10
25
65
50
60
10
30

Keyword
De stress
Detox
Weight loss
Panchakarma
Renewal
Anti-ageing
Balance
Reiki
Pranic Healing
Holistic
Naturopathy
Pranayama
Massage
Immunity
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% Usage in Websites
25
30
15
20
5
15
10
5
10
25
15
5
10
5
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Addressing Safety Concerns
As evident from the literature review, safety has emerged as a new evaluation criterion for
travellers post COVID-19. 45% of the resorts either had their safety protocol highlighted or
mentioned on the websites, while the others did not have any mention of any additional safeguards
put in place. Some resorts also had the Pandemic induced engagement measures such as online
wellness consultation or online customer engagement programmes. Some resorts also highlighted
their enhanced safety measures on their social media posts (Figure 1).
Figure 1: Sample Posts of Safety Measures

Initiating Customer Engagement in Digital
50% of the resorts used the social media to engage with customers with Instagram live posts, videobased wellness training programmes and customer engagement programmes (Figure 2). As travel
moved to bucket lists in 2020 and possibly for a large part of 2021, these programmes are a way
to continually maintain connections with the audience remotely.
Figure 2: Customer Engagement Programmes in Social Media
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Enticing the User With Immediacy Of Promotional Offers
45% of the resorts also used offers or promotional programmes to restart their operations and to
attract audiences (Figure 3). These promotional offers were largely featured in the destination
websites, and only a few brands promoted these on social media.
Figure 3: Sample Promotional Offers

Effective Use of Social Media
The resorts in India were active on Instagram and Facebook and used Twitter sparingly. 20% of
the resorts did not use social media, while another 10% used only Facebook and had no presence
on Instagram. Average number of posts per week on Instagram were 2 per week and on Facebook
the average number of posts per week was also 2. Some resorts were prolific on both media, while
others were less so on some platforms. Almost half the posts were branding in nature on both
Instagram and Facebook. Products were featured in around 20% of posts while tactical and
seasonal communication featured in another 20%. Safety and COVID protocol was highlighted
in a few posts and promotional offers to a lesser degree.
Table 3: Frequency of Social Media Posts
No of posts/week
7 or more
4-7
2-4
0-2

Instagram
10.00%
10.00%
20.00%
60.00%

Facebook
5.00%
15.00%
20.00%
60.00%

Table 4: Category of Social Media Posts
Category of post
Branding
Product
Tactical
Safety Protocol
Offers and Promotions

Instagram
50.00%
23.00%
20.00%
6.00%
1.00%
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Facebook
51.00%
17.00%
21.00%
8.00%
3.00%
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Conclusions
The communication objectives of social media were largely focused on brand engagement. Only
half of the sample destinations made effective use of the media. This offers a huge opportunity
for the others to improve their digital connections. Even destinations that used the media well had
room for improving their offerings based on the altered motivations of the customers. Customer
motivations can be measured with the engagement of the customers on different media as well as
sentiment analysis of similar travellers on review websites.
Theoretical Implications
Marketing communication for a destination is not limited to advertising, but must be an integrated
whole, and the digital presence of a destination as in its website or app, and in its social
communication, has a large role in the mix. The communication strategy must derive from
customer expectations, as articulated by previous experiences, as well as on the dynamic
requirements of the milieu. The marketer has enhanced listening capabilities in the digital era with
the wide set of customer footprint left on digital platforms. The study helps to offer a framework
for the enhanced listening and a proactive and reciprocal impact in the communication strategy.
The changing use of a range of media channels have altered the marketing dynamics, with
customers accessing multiple devices regularly (Finne & Grönroos, 2017). The customer is now
influenced by varied forms of social media and these are part of their current or future relationship
with the brand (Edvardsson & Strandvik, 2000). As both digital and social content has possibilities
of dynamic content management, marketing on these channels can be fluid in character and in
presenting multiple facets of the destination. This study contributes to the potential of digital and
social media for brand building through customer-centrist strategies and outlines best practices.
The exponential growth in the media space consumed by the customer has added multiple
dimensions to the marketer’s possible media mix too. The various sources influencing the
customer’s decision making are based on both current and permanent motivations, as elucidated
by the current research. The value metric must be a part of communication strategy and included
in all customer touchpoints. A customer driven marketing strategy, as envisaged by the current
research, would amplify the brand impact in fast moving digital and social platforms, as a source
of unprecedented impact on customers.
Practical Implications
Use of social media to engage with customers and prospective customers has been leveraged well
by some destination brands, while others have not been able to capitalise on this. In the absence
of other traditional means of reaching out to customers including trade fairs, it is all the more
essential to invest in digital media. Innovative engagement programmes like online meditation
programmes, online Yoga training, online healthy cookery sessions by chefs, online sessions on
mindfulness and relaxation techniques are some of the well thought of customer engagement
programmes that will keep the customer close to the brand and encourage post COVID visits and
digital word of mouth. Some destinations offered online wellness consultations to ensure that the
customer can access some remedial resources even when he is unable to visit in person. The need
of these engagement efforts rate high as per literature review.
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The need for ensuring that the destination upholds high hygiene and stay safe regiment is important
in post COVID travel decision making. Only a few destinations have highlighted this in their
communication. This is critically important to showcase as most destinations practice this but
failing to communicate or highlight these might serve as a deterrant. Some destinations are also
promoting more Contactless treatment options like reiki, as the traditional Ayurvedic treatments
often rely on physical touch, which might not be acceptable in the current situation. The absence
of offers or promotional offers as a method to encourage the Post COVID traveller could be an
area of opportunity considering how value consciousness has emerged as a major driver for all
consumer decision making in the post pandemic world.
Limitations and Future Research
This research has been limited to Wellness resorts and specifically addresses only motivations that
address this group of travellers. Though wellness could be a motivation for all types of travel, the
sample studied in the current study has focused on only wellness driven destinations. The study
was limited to three months duration and does not benefit from a longitudinal insight of before and
after communication changes, if any, in the pre and post Pandemic period. This research has
focused on digital media for analysis of brand created communication and customer insights.
Future research can focus on customer research to additionally map needs to solutions strategy of
communication. Future research can be in different tourism streams to identify market readiness,
customer communication gaps and destination preparedness to engage the post COVID traveller.
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Abstract
Digital transformations in tourism marketing have resulted in a significant expansion of the travel
and tourism industry. Digital marketing tools are most widely used for information dissemination
and promotion of the tourism services and an instrument for customer engagement. Despite the
worldwide acceptance and recognition, the rate of digitization in small tourism firms remains
limited. This research is designed to explore the managerial viewpoint on digital marketing
practices, its adoption level, challenges and barriers, and the impact of digital marketing in small
tourism firms’ growth. Semi-structured interviews were conducted, and data were analyzed using
thematic analysis. The findings of the study show social media platforms, websites, e-mail and
SMS marketing, content marketing and blogs as the most popular digital marketing tools. The
barriers and challenges to the adoption of these tools and the impact of such practices in small
tourism firms’ growth are also discussed.
Keywords: digital marketing tools, upcoming tourism destinations, customer engagement, social
media marketing, blogs and content marketing, e-mail marketing
Introduction
Digitization is significantly transforming the world tourism industry into a smart industry. Digital
marketing tools are the top priority of tourism firms concerning the omnichannel customer
experiences where digital personalization offers much powerful opportunities (Moreno de la Santa,
2018). Marketers have realized the benefits of connecting with customers through different social
networking mediums e.g., Facebook, Instagram, Twitter, Snapchat, YouTube etc. and that a
substantial number of consumers are interacting with tourism firms though these channels (Ritz et
al., 2019). Despite the obvious opportunities and potential benefits offered by digital technologies,
its usage remains limited in small tourism firms (Alford & Jones, 2020). Also, most of the digital
marketing literature focuses on large business firms, and there is little empirical evidence as to the
adoption of technology in small tourism firms (Celuch & Murphy, 2010). In emerging economies
or upcoming tourist destinations, majority of the tourism operators are working on small scale. It
is interesting to study the digital transformations in small tourism firms, explore important
managerial challenges, and to devise managerial strategies (Pencarelli, 2019). This study is
designed to explore the managerial perspective on usage and adoption of digital marketing tools
by small tourism firms in upcoming tourism destination and to identify the challenges and barriers
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of such digital marketing adoption. Additionally, this research wishes to investigate how digital
marketing leads to small tourism firms’ growth.
Digital marketing can be defined as an adaptive, technology-enabled process by which firms
collaborate with customers and partners to jointly create, communicate, deliver, and sustain value
for all stakeholders (Kannan & Li, 2017, p. 23). As new technologies are emerging, customer
requirements are changing dramatically. Researchers have argued that digital marketing is an
indispensable element to deliver the most important information to the target customers in order
to attract new customers or to cultivate the long-term relationship with existing customers
(Reichstein & Härting, 2018). Moreover, due to expansion and availability of internet platform
and related technologies, tourists not only prefer to search for information but also make their final
choice of travel destination using such channels (Almeida-Santana et al., 2020). This digital
technology provides a firm with the marketing capabilities which ultimately leads to the formation
of core competencies (Foroudi et al., 2017).
The availability of advanced information and communication technology in tourism sector brings
competitiveness, growth and profitability for the firms as digitization leads a business to improved
business processes (Taiminen & Karjaluoto, 2015). The availability of quality information through
digital technologies also works as a facilitator to the growth of small and medium enterprises
(Foroudi et al., 2017). Multiple advantages have been identified by researchers that tourism firms
can enjoy as a result of digital transformation. For example, flexibility and convenience to maintain
customer relations (Styvén & Wallström, 2017), improvements in business models to enhance
economy and efficiency (Reichstein and Härting, 2018), and application of new digital technology
to enhance tourism customer experience (Pencarelli, 2019) etc. However, despite all the
advantages, there are potential barriers to the adoption of digital marketing in tourism industry
which include among others; insufficient availability of finances, difficulty in calculating return
on investment, lack of skills to integrate technology and security concerns (Styvén & Wallström,
2017). These barriers to the adoption of digital marketing tools are particularly relevant to small
and medium sized tourism firms where level of adoption of digital marketing usage remain
underutilized (Alford & Page, 2015). The adoption of digital analytical capabilities remains a
challenge for small businesses because it is firstly expensive and secondly the small business
owners are often unfamiliar with necessary digital advancements in marketing (Alford & Jones,
2020).
In the developing countries, major part of tourism firms consists of small companies that provide
a resilient support for tourism development in such countries (Karanasios & Burgess, 2008). While
most of the research in past have studied the adoption of digital technologies such as social media
in tourism sector, the digital transformations in small tourism firms in developing counties remains
limited (Alford & Jones, 2020). It becomes imperative to explore the nature of digital
transformations and identify the causes of such little adoption of digital marketing practices by
small tourism firms. Therefore, this research is designed to achieve the following objectives:
•
•
•

To explore the utilization and adoption of dominant digital marketing tools by small tourism firms.
To identify the challenges and barriers being faced by small tourism firms in adoption of digital
marketing tools.
To study the usefulness of digital marketing practices in small tourism firms’ growth.
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This research will help small tourism firms’ managers to understand the factors that influence the
adoption of digital marketing practices. This research will not only address the digital marketing
issues faced by small tourism firms in upcoming tourism destinations, but it would also provide
some valuable insights for small tourism managers to create strategies for growth and to sustain
success in future. Small tourism firms are most likely to get advantage in designing their digital
marketing strategies; the limited adoption of digital marketing tools by small firms makes the
performance gap broad between large and small businesses also it reduces the opportunities for
growth of small tourism firms by limiting their reach to target market (Ritz et al., 2019).
Literature Review
Digital Transformation
Digital transformation focuses on transformation of products, processes and organizational aspects
through new technologies (Matt, et al., 2015). Vial defined it as digital transformation as a process
where digital technologies create disruptions triggering strategic responses from organizations that
seek to alter their value creation paths while managing the structural changes and organizational
barriers that affect the positive and negative outcomes of this process (2019, p.114).
Digitalization is progressively impacting the travel arrangement, experiences new destinations,
marketing them, yet in addition the experience of tourism. New innovations are changing and will
keep on changing the essence of the travel industry in future. The different actors involve in the
tourism industry need to adapt to changing environment. Cuomo et al. (2021) are of the view that
digital transformation changes the customer experience altogether. Now, digitalization enables the
customers to use the digital sources to search for, evaluate, making bookings and online payments,
and eliminating the role of the intermediaries. At the same time, Alford and Page (2015) stated
that use of digital marketing and adoption is very less in tourism industry. Tourist firms are not
interested in adopting new technologies and to market themselves using digital media. Burgess et
al. (2015) make the clear remark that the smaller the business is, the lower the adoption rate tends
to be. Elliott and Boshoff (2007) concluded that digital marketing has inevitably transformed the
business environment of small tourism businesses. Jusuf (2020) concluded that digital media is
one of the important factors for tourism brand equity. Matt, et al. (2015) described the four core
dimensions of digital transformation that are applicable to all industries: use of technologies,
changes in value creation, structural changes, and financial aspects.
Competitive pressure is considered as one of the main factors for e-business adoption. This will
provide competitive advantage and enhance the performance of the tour operators. Financial slack
is second most important in making decision of adoption of e-business. Innovative firms tend to
adopt earlier as compared to non-innovative firms. Lastly, CEO risk-taking propensity results in
implementation of e-business and digital transformation (Wang and Cheung, 2014). Analyzing the
scenario of Small and Medium Enterprises, Rahayu and Day (2016) found that there is an early
stage in the adoption of the e-commerce by SMEs. Examination on small travel services is
insufficient as the by and large financial effect of little and medium endeavor remains eclipsed by
the huge players in the travel industry due to their mastery large stakes.
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Digital Marketing
Digital marketing is the marketing of products and services with the help of technology. With the
advent of digital marketing, the rules have been significantly changed and impacted every field
everywhere in the world. The growth of internet and related technologies especially digital
information has presented new opportunities for globalization. Globalization once considered a
dream is now inevitable, going beyond all economic happenings in all sectors including tourism
(Parlov et al., 2017). Digital marketing is most widely used phenomenon in the world of tourism
marketing where this medium is being utilized as a facilitator and communicator. Digital
marketing means and includes the utilization of electronic media for the promotion of a product or
service with the aim of getting customers attention and to get them to be engaged with the firm
through digital communication (Yasmin et al., 2015). A large chunk of overall marketing efforts
are now linked to digital marketing and it has become an integral part of the concept of marketing
(Parlov et al., 2017). According to Chaffey and Smith (2017), digital marketing means online
marketing which is used by marketers for the promotion of a brand using multiple mediums of
communication like emails, websites advertising, interactive kiosks, interactive TV and mobiles,
and social media etc. to reach the target segment of the customers. Every campaign launched
digitally can be tracked in terms of its reach, engagement, and conversion.
American Marketing Association (2021) defined digital marketing as a dynamic process that is
conducted through electronic devices. This interprets as the use of digital channel to promote brand
or reach consumers. This can be executed on internet, social media, search engines, mobile device
and other channels. Digital marketing is also referred to as marketing online whether via websites,
online adverts, opt-in emails, interactive kiosks, interactive TV or mobiles (Chaffey & Smith,
2017). Kannan and Li (2017) defined as an adaptive, technology-enabled process by which firms
collaborate with customers and partners to jointly create, communicate, deliver, and sustain value
for all stakeholders (p. 23). Digital marketing is tied in utilizing the technology to engage existing
and prospect customers. Labanauskaite et al. (2020) identified tourism users considered websites
as widely used source of information. Other digital marketing tools that are reliable by customers
are mobile applications, forums, videos, e-coupons, and blogs. Hudson et al. (2012) explained the
different digital marketing tools available are websites, social media, display ads, mobile
marketing, microsites, search ads, online communities, blogs, and email. Mkwizu (2019) contends
that tourism can untap the possible prospects through digital marketing and different tools
available are social media marketing, mobile advertising, content marketing and mobile marketing.
This paper follows the American Marketing association definition that considered use of digital
channels to market a brand to its customers. It infers the use of mobile devices to promote the
products or services to its customers using digital media tools like email, WhatsApp, videos,
websites, Search Engine Optimization, social media, blogs.
Small Tourism Operators
Tourism is the third largest export category in the world after chemical and fuels having sales of
$1586 billion in 2017 (UNWTO, 2019). An industry like the travel industry requires high
adaptability and versatility to conform to changes in consumer purchase intent (Buhalis & Jun,
2011). Travel agencies work as mediators in the tourism industry and give travel information,
make bookings, issue air tickets, and sort out vehicle rental administrations for their clients (Lam
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& Zhang, 1998). Travel and tourist operators are the main source of providing facilities to
consumers and tourists. Many researchers have analyzed the role of digital marketing in travel and
tourist agencies. Buhalis and Laws (2001) are of the view that digital communication is now act
as intermediary between customer and service provider. Howison et al. (2015) asserted that half
of the tourist operators are not aware of the benefits of the social media for their business.
Furthermore, it was concluded that emphasis should be made by tourist firm on web presence,
online marketing and social media. Novak and Schwabe (2009) concluded that there is also
increasing trend that service providers directly contacted to clients and in the process bypassing
the conventional channels. The travel providers include hotels, airlines, vehicle rental through
digital marketing engage customers. Byrnes et al. (2013) argued that travel and tourism agencies
were found to be one of the main components of the tourism agency. Secondly, it was found that
most of the people used internet for traveling information, but travel and tourist agencies remain
the main distribution channel. Mkwizu (2019) state that digital marketing presents multiple
opportunities for tourism marketers to get their customers engaged through social media
marketing, content marketing and mobile marketing. There are multiple advantages of digital
marketing from the point of view of customers, for example, Howison et al. (2015) identified that
potential customers can get information and stay updated with firm’s offerings by engaging with
different elements of digital marketing and take decisions. Therefore, there is a need for small
tourism firms to keep updated and connected to their current or potential customers through digital
marketing using different tools like social media marketing, content marketing, e-mail marketing,
search engine optimization etc.
Upcoming Tourism Destinations
Tourism sector is showing a prosperous growth in 2019 with 1.4 billion total international tourist
arrivals and market of USD 1.7 trillion (UNWTO, 2019). This is largely due to leading tourism
destinations. UNWTO (2019) updated the list of the top ten ranked destinations by international
tourism in 2018 as follows:
Table I. Top Ten Destinations by Tourism Arrivals (2018)
S. No.
1
2
3
4
5
6
7
8
9
10

Country
France
Spain
USA
China
Italy
Turkey
Mexico
Germany
Thailand
UK

Tourist Arrivals (millions)
89
83
80
63
62
46
41
39
38
36

Moreover, emerging economies are also contributing to tourism industry growth. Tourism is
viewed as growth driver in emerging economies or upcoming tourism destinations. (Khan et al.
2020). There are many countries worldwide that are underrated for their potential for tourism and
some are improving their tourist potentials and entering the category of upcoming tourism
destinations. According to Condè Nast Traveller (2020) that is considered as one of the world best
travel portals ranked Pakistan as the top destinations to travel in 2021.
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The List of Best Holiday Destinations for 2020 includes:
1. Pakistan
2. Plymouth, UK
3. Kyrgyzstan
4. Armenia
5. Salvador, Brazil
6. Kangroo Island, Australia
7. Galway, Ireland
8. Siargao, Philippines
9. Paris, France
10. Egadi Islands, Sicily
11. Dakar, Senegal

12. Portland, Maine, US
13. Lebanon
14. Qingdao, China
15. Frisian Islands, Denmark
16. The British Virgin Islands
17. Rabat, Morocco
18. Panama
19. Rijeka, Croatia
20. Kyoto, Japan
21. Slovenia

According to World Travel and Tourism Council report (2019), Pakistan travel and tourism grew
by 4.7% in 2019 compared to global tourism grew by of 3.5% that is very significant and depicts
the potential of Pakistan tourism industry. Forbes (2020) also mentioned Pakistan as one of the
underrated tourism destinations that has a huge potential and will continue to flourish strength by
strength. On Dec 2019, Independent UK in its article This is where the experts recommended for
travel next year, from Egypt to Pakistan’ mentioned Pakistan as one of the destinations to visit and
also stated that The Duke and Duchess of Cambridge visit to Pakistan this autumn brings the
country back to spotlight. Therefore, digital transformation in small tourism firms in upcoming
destinations is of utmost important as Pakistan is one of the best holiday destinations.
Methods
The objective of this study was to explore the managerial perspective on usage and adoption of
digital marketing tools by small tourism firms and to identify the challenges and barriers of digital
marketing adoption. Additionally, this research was designed to investigate the effectiveness of
popular digital marketing in small tourism firms’ growth. To investigate the objectives, a
qualitative research design was applied to gain rich understanding on the managerial perspective.
Semi-structured interviews were conducted to explore managerial experiences as this is an
appropriate technique in qualitative research to offer much greater details and where deeper
understanding is required (Zarezadeh et al., 2018). Data were collected from small tourism firms’
managers in face-to-face and online interviews.
Sample
The target population consisted of small tourism firms employing less than 20 people (Barnett and
Standing, 2001) in Islamabad and Rawalpindi, Pakistan. The small tourism firms consisted on
small travel and tourism operators. For the selection of participatory firms, purposive sampling
was used. Out of 30 contacted firms, 13 replied and an interview was scheduled, this makes the
response rate 43%. Therefore, 13 tourism companies in total participated in this study. Kwortnik
(2003) state that a sample of 12 should be considered appropriate for qualitative research in
situations where gaining a deep understanding of meanings is sought; and the new interviews
should be conducted till the researcher feels redundancy or theoretical saturation (Hennink et al.,
2017). There are multiple reasons for selecting this sector. First, according to World Travel and

https://digitalcommons.usf.edu/m3publishing/vol16/iss9781955833004/1
DOI: 10.5038/9781955833004

114

Cobanoglu et al.: Advances in Managing Tourism Across Continents: Volume 1

Tourism Council (WTTC) 2020 report, the travel and tourism sector contributed to 5.9% of the
GDP in 2019 in Pakistan. Second, this sector offered 3.9 million jobs equal to 6.2% employment
out of the total employment opportunities in the country. Finally, this country is recognized as an
upcoming tourism destination with rich culture, heritage, history, and mesmerizing landscapes
(Abbas & Akhtar, 2019).
Data Collection
For semi-structured interviews, appointments were taken in advance by writing to small tourism
firms in Islamabad and Rawalpindi. The purpose of the study was explained, and the participation
was voluntary. Moreover, respondents were made sure of their anonymity in reporting the results
and findings. Data were collected through face-to-face and online semi-structured interviews with
the managers of small tourism firms. Due to COVID-19, most of interviews were planned and
conducted online using Zoom. Out of total 13 scheduled interviews with the managers, 5 were
conducted in their office premises and the remaining 8 were conducted online. The interviews
were recorded with the consent of respondents. A single interview lasted for about 25-30 minutes.
Data Analysis
The data were analyzed using thematic analysis according to the methods suggested by Braun and
Clarke (2006) to explore the managerial perspective on digital transformation by small tourism
firms. For data management and analysis, a step-by-step procedure was followed. In the first step
all interviews were transcribed in English language and another person rechecked these. The
interviews were conducted in both English and Urdu language therefore, all were translated into
English language and reasonable thoughtfulness was exercised to ensure that the implied meanings
remains intact during translation. Secondly, data were analyzed and interpreted by two experienced
researchers who identified the patterns and emerging themes within the interviews. At the first
level, themes were identified based on the explicit meanings of the data set; and at the next level,
significant interpretations were made from considering the broader assumptions and underlying
meanings from the data. Initial coding was done while analyzing the data and all the transcripts
were compared with one another to identify common and different themes. In the last stage, the
recurring themes were grouped as core themes and the identified themes are reported in the
findings. All of the steps followed Braun and Clarke (2006) approach to thematic analysis.
Findings
The key findings show the main themes derived from the data set. These findings are reported and
organized according to the objectives of the study. The sample characteristics are reported in Table
2.
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Table 2. Characteristics of the Sample
S. No.

Name of the
Company
A
B
C
D
E
F
G
H
I
J
K
L
M

1
2
3
4
5
6
7
8
9
10
11
12
13

No. of employees
15
7
10
8
12
15
18
14
9
13
12
16
19

Managerial position of the
interviewee
CEO
Manager
Marketing manager
CEO
CEO/manager
Manager
Marketing Manager
Manager/CEO
Owner/CEO
Marketing manager
Marketing manager
CEO
Manager

Age of the
interviewee
38
27
26
30
35
37
28
25
34
40
36
35
29

The Utilization and Adoption of Dominant Digital Marketing Tools
According to the findings of the study, 53.8% of the respondents from small tourism firms reported
limited adoption of digital marketing while 15.4% respondents reported full utilization and
adoption of digital marketing tools. Out of the 13 managers, 4 asserted that they prefer traditional
marketing tools, remaining 9 favored using both digital marketing and traditional marketing
approaches. Most of the respondents were in favor of using digital marketing especially after
COVID-19 and majority of the small tourism firms were using both types of traditional and digital
marketing. As reported by one of the respondents:
Using digital media for the promotion of tourism and related services is no longer an accessory to the
traditional marketing but a necessity.

A small percentage of firms (23.1%) allocated more budgets to the digital marketing initiatives,
46.2% allocated a medium range budget to digital marketing and slightly over thirty percent
(30.7%) of the respondents reported allocating lesser budget to digital marketing. Those firms
which reported using more digital marketing budget were the ones which were utilizing digital
marketing to their full advantage and were maximizing revenues by adopting digital marketing
tools. Social media platforms, websites, e-mail and SMS marketing, blogs and content marketing
were found to be the most utilized tools of digital marketing.
Table 3. Adoption of Popular Digital Marketing Tools
S. No.
1.
2.
3.
4.

Digital marketing Tool
Social media platforms
Content marketing and blogs
Websites
Messaging services and e-mail marketing

Adopted
(No. of Firms)
12
6
10
13

Not Adopted
(No. of Firms)
1
7
3
0

Social Media Platforms
A large number of respondent firms (92.3%) reported using one or more forms of social media
platforms. From analyzing the data, it was found that 12 respondents reported the Facebook as a
social media platform. So, Facebook is the most widely used social media platform by small
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tourism operators. The reason is to get the instant feedback in the form of likes, shares and
comments. As stated by one of the respondents:
Everyone uses Facebook today. People love to share their happy and angry experiences on Facebook
before they state it anywhere else. If we don’t connect with customers using Facebook, we are going to lose
a large portion of profits.

Similarly, a second respondent said:
Facebook and Instagram can be the most powerful enabler for identifying prospect and lead generation.

Moreover, it was reported that Facebook or Instagram as the less expensive medium to connect
with the customers and promoting the business by sharing videos and pictures of previous trips
and tours. Also, user generated content and feedback on such social media platforms also helps in
connecting with prospects.
Content Marketing and Blogs
Firm initiated content and blogs are considered an effective destination image building tool when
it comes to the information search and selection of travel and tourism services (Lojo et al., 2020).
Blogs can be particularly effective e.g. the consumer-initiated content can be very appealing for
new customers and prospects. However, 46.2% of the small tourism firms were engaged in content
and blog writings. One of the respondents asserted:
Writing blogs takes time and effort and you need to be an expert in writing as well. Most of the time we do
not hire a professional blogger due to scarcity of resources.

Remaining firms claimed that they find blogs as less convincing and less inspiring. The reason for
their belief is that blogs are not up to the mark or due to the absence of desired content quality to
engage customers. Moreover, it was found that blogging needs commitment and is considered a
time-consuming costly activity. However, these firms were found to be in favor of microblogs like
Twitter. As reported by one of the respondents:
Blogging requires full time commitment, with brilliant ideas and writing skills, excellent photography and
attention-grabbing videos. All of this needs proper planning. Lack of commitment from the part of the firm
could result in improbable customer engagement. However, tweets can be particularly effective in
generating the intended results and creating a short-time buzz in the market without much commitment of
the resources.

Websites
In travel and tourism industry, websites have turned out to be a medium to effectively reach and
connect with suppliers and customers (Sun et al., 2017). According to the survey, websites are
very commonly used by small tourism firms. Among the participating firms, 46.2% were actively
using website, 30.7% were having a website but it was not updated regularly, while 23.1% did not
have a website. From the analysis of the data, it was found that small tourism firms place great
importance to websites because it is a must tool to improve customer experience and to build brand
positioning. Also, it was stated that the website should be mobile-friendly to work impeccably with
any mobile device. As endorsed by one of the respondents:
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Having an official website is like having a perfect platform to connect to your customers regardless of their
location. This can be utilized as a medium to offer a variety of information and tour packages to the
interested customers. Official website also enhances customer trust and engagement with the firm.

It was further noted that websites can be utilized to gain customer trust especially in the case of
small tourism firms. But only having a website is not enough, firms should work on SEO (search
engine optimization) techniques to improve the site visibility.
Messaging Services and E-Mail Marketing
Small tourism operators to keep their existing customers updated on new offers and tour packages;
and to connect with the prospective tourists are utilizing messaging services like WhatsApp. Also,
this medium is being utilized by small firms for the confirmations of bookings and to collect quick
customer feedback during the tour. In addition, the respondents reported using e-mails for booking
confirmations and later these e-mail addresses were utilized for sending promotional offers and
upcoming tour details to the customers. All of the respondents reported using this medium, e.g.
one of them emphasized:
Instant messaging services gets you connected with the tourist, which enables us to collect timely feedback
during and after the tour. Later this information is utilized for creating better experiences for the customers.
Also, we use e-mail marketing to keep the customer updated on upcoming trips and tours. This approach
has been very successful for us in the past.

Challenges and Barriers in Adoption of Digital Marketing Tools
The rate of adoption of digital technology is different in different firms even operating in the same
industry. The slow adoption is mainly due to current available applications, tourism services
attributes and consumer behavior (Wang and Cheung, 2014). Byrnes et al. (2013) concluded that
impressive growth and adoption of digital tools transforming the tourism industry. Major
challenges and barriers faced by small tourism operators are presented in Table 4 bellow:
Table 4. Major Challenges and Barriers Faced by Small Tourism Firms
S. No.
1.
2.
3.

Challenge/Barrier
Perceived lack of limited resource
Customer mistrust
Change Management

Reported by (No. of Firms)
3
3
4

Perceived Lack of Limited Resources
The provision of fund is a prerequisite for implementing digital marketing. The greater the
financial flexibility, the greater the ability to implement it. Moreover, well-trained staff is also
required for effective execution of digital transformation. (Wang and Cheung, 2014). Buhalis and
Deimezi (2004) considered financial resources as one of the barriers to online presence. Whereas
Lerch and Gotsch (2015) considered availability of skilled and well-trained staff to build and
deliver digital content as one of the resources that is a major barrier. As per the findings of the
study, three (23%) respondents from small tourism firms reported the main reason for little
adoption was result of budget constraints. These respondents perceived that digital marketing
through different channels required a highly professional person who will continuous and
constantly upload the stuff and manage all the matters. People are considered as one of the biggest
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resources that was considered as an expense on regular basis. Small tourist firms usually don’t
have enough budget to hire the competent people. One of the respondents opposed digital
marketing by saying:
Budget is required for digital transformation and that is not a onetime game, you have to be updated and
consistent. If you hire a person to initiate a digital media, you may don’t improve your revenues but you
must have increased your expenses, so I am uninterested to go for.

Another interviewee said:
It’s not mandatory that after adopting digital transformation, you will able to get more clients.

Customer Mistrust/ Unreliable Medium
As some of the tourism firms are dealing with the local customers, therefore three (23%)
respondents revealed that customers think that social media is a highly unreliable medium and they
used to see false and misleading content and there is lot of fraudulent activities being continuously
going on. However, they mentioned that customers are comfortable while using websites, not with
Facebook and Instagram.
One of the CEO of the small tourism firm asserted that
Our customers do not need it. Not everyone trusts the online type of things. Many of the customers are not
interested in online content and it’s difficult to stand out among competitors due to customer mistrust on
online media. Due to COVID-19 pandemic, we have developed our digital presence but still customers feel
uneasy.

Change Management
One of the major barriers in digital transformation is a reluctancy of employees to adopt to change.
Digital transformation is one of the fundamental changes for any enterprise. Reluctancy of staff to
adopt to digital transformation is the barrier to use of digital channels. Company ethos and culture
are holding back many organizations to adopt to new digital transformation. Four (30.7%) of the
respondents from small tourism firms mentioned that the adoptability to digital marketing is not
an easy task. It will have to have a continuous improvement in process and practices. They would
not consider the necessity to change their traditional business model. One of the interviewees said:
We are doing best what we can do. Changing to online presence may hamper our trust and brand image
among our customers. Previously, we used to have website, then Facebook comes and then people used to
prefer Instagram, how far we change. So, it’s better to be on traditional marketing tools and have a satisfied
and loyal customer.

Usefulness of Digital Marketing Practices in Small Tourism Firms’ Growth
Digital transformation is a new concept. An organization can improve the different aspects from
many dimensions. It helps to improve product and service experience, personalization, and
customization, attain better system and process efficiency and effectivity, exploring new ideas and
renovating the business model. (Ponsignon et al., 2019). Increase in revenues, value addition,
strong customer relationship and brand extension are identified as some of the benefits of the
digital media.
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Table 5. Impact of Digital Marketing
S. No.
1.
2.
3.
4.

Impact created
Revenues
Brand positioning and image
Customer engagement using content marketing
Customers reviews and feedback

Positive Reviews
(No. of Firms)
10
8
6
9

Negative Reviews
(No. of Firms)
3
5
7
4

Revenues
Digital marketing has an impact on raising e-word of mouth, better reach, better feedback and cater
more customers, this ultimately led to an increase in revenues. As per findings of the study, two
(15.4%) respondents who are fully utilizing digital marketing tools are satisfied with the increase
in revenues. Seven respondents (53.4%) respondents who have limited adopted to these tactics,
are positive about the increase in revenues. Most of the tourist firms believed that the relationship
between digital marketing and revenues is significantly positive. One of the respondents mentioned
that:
After initiating digital marketing, I have more time to improve my efficiency of services. Now I spend
more time on business leads and catered new customers. This results in a handsome increase in my
revenues. Moreover, the cost of traditional marketing through newspapers, posters is quite high as
compared to digital marketing. I am able to reduce my promotional expenses and increase revenues.
Thanks to digital marketing.

Another respondent asserted that
Expense to generate social is not an issue now. You can create your Facebook or Instagram page and keep
updated with your efforts. It’s too easy.

Moreover, one respondent while mentioning the benefits of digital marketing told that
You can sponsor your content on Facebook at minimal price and can boost your post as low as Rs. 900/that will definitely have a positive impact on your revenues through advertising. Using digital media helps
me to increase my profits. I have better return on investment by ensuring the proper use of digital media.

Brand Positioning and Image
Digital media is helpful in establishing a brand. The branding of the tourism firms has a major
shift to digital marketing. Digital presence is of utmost importance in this digital era. Having digital
presence helps business to develop in multidimensions. Search Engine Optimization (SEO) and
digital marketing create a content that is as per preference of the customers. According to the
findings of the study, eight (61.53%) of the respondents are optimistic that digital marketing is
playing an important role in establishing brand position and image and digital marketing makes
them in a crowd whereas five respondents (38.4%) are of view that digital tools haven’t helping in
brand positioning. One of the respondents said:
Many people think that digital presence means that business is using current technologies and up to date
and thus improves our brand in the eyes of the customers.
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Similarly, another manager mentioned that
Many firms are my clients, thanks to branding through digital media. Posts on Instagram during our tour to
northern areas, paid a lot to us and our brand image enhanced many folds. We used to brand our firm
though announcing different packages and posts related to different destinations.

Customer Engagement Using Content Marketing
Six (46.1%) interviewees believed that customer engagement through content creation is one of
the best methods. Customer engagement is a key to success of any business and in case of tourism
sector, customer engagement leads to positive word of mouth. However, seven (53.8%) of the
respondents don’t consider customer engagement is provided through digital marketing but they
consider traditional marketing as a better source of marketing. These interviewees realized that
customer engagement enhances through use of digital media. It is also revealed that content
marketing approach required to be consistent and should have audience priorities and focus in
mind. Digital media helps to engage customer from start to end of the journey. It helps to provide
online itinerary any change in plan, safety measures etc. One of the respondents told that
We use to share updates about the destinations, historical places, ecosystems, natural parks, specialties of
particular places and people love to see this type of contents. They not only love the content but also share
with other people. This helps us to get more impressions and better rankings.

Another respondent considers it as a tool for long-term relationship and said that
It’s an easy way to engage customers and build relationship with them. Not a short-term but a long-term
relationship. Content marketing is really a strategic tool to engage customers. We used to post Northern
areas related content in May-June and in the second half of the year, we love to share contents about
Galiyat, so that our customers never loose interests.

Customer Reviews and Feedback
The feedback of customers is not only important in improving the services but also to launch new
innovative services and ideas. Reviews and feedback of customers play a central role in
establishing a brand image. Nine (69.23%) respondents firms reported customer review and
feedback is one of the major benefits of digital marketing. People have a tendency to see views
and reviews on social media before heading to any product or service. Customers like to have the
photos of the destinations with the details like weather, what to eat, what to avoid and tag other
people, that create a persona of the tourist firm. Reviews and feedback help to retain customers
and to gain new prosperous customers. One of the respondents asserted that:
Now reputation of the company is generally in hands of the customers. If you have negative reviews, no
one wants to avail your services and you will be nowhere. Digital media also play a role as an appraisal
system. Customers reviews and feedback keep you on toes and you want to satisfy each and every
customer. Traditional marketing is not able to provide you instant feedback, this is the jurisdiction of digital
marketing.

Another respondent also of the same view that
Positive reviews help us to establish a trustworthy relationship with our customers. Feedback helps to
create a positive word of mouth that ultimately help to engage more customers.
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However, some of the interviewees prefer to have a face to face meetings or communication
through telephone rather use of digital media and one fostering the benefits of traditional marketing
said
Face to face meetings help me to strengthen my relationship with my customers and motivate me to serve
them better and get the first hand feedback.

Conclusions
Digital transformation is a new phenomenon which continues to exert its implications on all the
industries. The utilization of digital media is transforming the tourism industry due to its explicit
growth. Most of the firms prefer to market themselves through digital channels. Digital marketing
offset the traditional marketing as different platforms allow users to generate and share their
experiences and contents. Facebook, WhatsApp, Instagram are considered as more effective social
media platforms to engage customers. These platforms are cost effective and help to generate
prospect customers. Similar results were shared by Sotiriadis (2017) that mentioned social media
has been recognized as one of the most powerful media which allows tourist to communicate,
interact, share their experiences and give recommendations and feedback. Multiple social media
platforms like Facebook, Instagram, Twitter, WhatsApp etc. are being used by tourism firms to
engage customers and to track consumer behavior (Chatzigeorgiou and Christou, 2020). Most of
the tourist firms have their websites that is a tool used to enrich customer experience and to
establish their Unique Selling Proposition (USP). Websites have become a common place for
tourists to search for information and evaluate alternatives e.g. consumers can obtain wide variety
of travel-related details which could assist them in making final purchase decisions (Ladhari and
Michuad, 2015). Messaging services like WhatsApp and e-mail marketing are most widely used
to contact with their customers and to share information.
Adoption of the digital marketing is not an easy task for small tourist firms. It poses many
challenges and barriers. Limited resources either in form of finance or well-trained professional
staff are considered as most imperative barrier. Some of the small tourist firms found it hard to
invest in digital marketing and hiring of a professional digital marketer. Customer mistrust on
digital media is the second barrier that pushes back small tourist firms from adoption of digital
media. According to Klein et al. (2018), the second major barrier is privacy issue, customers has
a fear that by using digital media, there control over information will be less. Customers consider
social media as an unreliable and fraudulent media. They find hard to share their information or
feel comfortable to contact tourist firms through social media. One of the challenges faced is
reluctancy to adopt new technology. Many consider traditional marketing as a solution to their
problem. This is mainly due to company attitude and culture that don’t promote innovation and
flexibility. IT infrastructure is another barrier that is faced by almost all tourist firms. Availability
of consistent high-speed internet, website hosting and software issues are some of the IT related
challenges. Flexibility of the organization to adopt to change management is one of the barriers
(Klein et al. (2017).
Most of the tourist firms has a positive view about adoption of digital marketing and its impact on
the firm’s growth. Styvén and Wallström, (2019) reported similar results that financial revenues
are one of the important benefits of the implementation of the digital marketing channels. There is
a census that overall, its economical medium to market their products and services and helps to
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generate extra business leads and increase revenues in short as well as long-term. Brand
positioning and image can be boosted through use of social media. Customers prefer to order using
internet and social media is the main source of advertising. Firms find it easy to integrate the
branding elements through utilization of the digital marketing. One of the benefits perceived is the
customer engagement through content marketing. Content marketing adoption leads to an
imperative persona of the tourist firm. Voice of customer is the prominent part of the digital
marketing that depicts the customer experience. Real time feedback and reviews help the firms to
engage current and prosper customers and establish a pool of loyal customers and help to improve
the product and services on consistent basis.
Theoretical Implications
This study contributes to the existing body of knowledge by revealing the viewpoint of small
tourist operators in multiple ways. First, it extends our knowledge on the most widely used tools
and their adoption practices by small tourist operators. Second, this study adds to current
understanding of the barriers faced by small firms in upcoming tourism destinations through
providing the limitations faced by such companies. Third, this study reveals some major
contributions of digital marketing tools in direct and indirect additions to the firms’ growth. The
findings of the study would help the researchers to have an idea on the critical importance of digital
transformations in tourism industry.
Practical Implications
This study will help the business owners of small firms and marketing professionals to understand
the benefits, barriers and challenges of the digital marketing in small tourism firms. The tourism
marketer can design the digital marketing strategy using the most widely used tools. It is an evident
fact that in this case, combination of face-to-face meeting could not be replaced but the experience
can be further enriched through online marketing. Furthermore, the small tourism companies
would be in a better position to choose the most appropriate strategies and tools of digital
marketing for customer engagement based on their importance and contribution to the firm’s future
growth. The small tourism operators would be able to come up with the best strategy to reach a
large number of people all over the world, get them engaged with firms’ offerings and customize
their experiences.
Limitations and Future Research
This research has explored the managerial perspective on adoption practices and barriers to
digitization in small tourism firms, however, the technology acceptance level of the managers in
such firms remains unexplored and thus could be the topic of interest for future research.
Moreover, the role of environment factors may alter the adoption of technology in tourism sector,
which is an interesting avenue for research. The applicability of the findings of the study is limited
to small tourism firms operating in upcoming tourism destination, the future researchers are
encouraged to study the critical role and importance of digitization in other firms related to tourism,
such as tour planners and operators, restaurant, and hospitality industry. As this study is qualitative
in nature, so it lacks generalizability, therefore quantitative research can be conducted in future to
generalize the results. Furthermore, large tourism firms can be studied, and modus operandi can
be compared to understand the success factors.
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Conceptualizing a Sustainable Digital
Business Model Canvas for Tourism and
Hospitality Business in a Novel Coronavirus
Pandemic Age
Samuel Adeyinka-Ojo
Department of Marketing
Faculty of Business, Curtin University Malaysia

Abstract
This paper is aimed at developing a sustainable digital business model canvas for the tourism and
hospitality business (THB) in a Novel Coronavirus (2019-nCoV) popularly known as (COVID19) pandemic age. Prior to the COVID-19 pandemic the emergence of disruptive and destructive
digital innovations impacted some of the key business sectors. Notably, the outbreak of the
COVID-19 pandemic has greatly contributed to the existing distortions in the global business
environments. The hospitality, tourism, airlines, leisure and events services industries have
suffered unprecedented business losses, and their business going concern are in doubt, and
investors and consumers’ confidence have eroded to a large extent due to travel and unending
movement restrictions in most countries. Many of these businesses have been liquidated
voluntarily due to unfavourable business operations. This study reviews extant literature work on
a business model canvas that are scoped specifically to business, management, education, and
supply chain related fields as the main sources of data collection. Findings indicate there exists
paucity of academic and research endeavours dedicated to the application of a business model
canvas in creating sustainable tourism and hospitality business. This revelation calls for
collaborative research efforts among academic scholars, business practitioners, and policy makers.
This study contributes to the existing knowledge with the inclusion of digital disruptive
technologies and sustainable business practices of a sustainable digital business model canvas.
Findings also uncovered eight benefits of using the extended model. Managerial implications
suggest that if policy makers and industry practitioners deliberately implement the model; it is
envisaged that the hospitality and tourism industry will be repositioned on a sustainable path during
and post COVID-19 era. Limitations and suggestions for future studies are presented.
Keywords: digital business model canvas, sustainable hospitality and tourism, COVID-19
pandemic
Introduction
This paper is conceived to contribute to the existing academic treatise on developing a sustainable
digital business model canvas for the hospitality and tourism industry. In an era of digital
technology innovations that has brought about certain disruptive and destructive trends in some
economic sectors, the tourism and hospitality business (THB) has not been exempted. Importantly,
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the global outbreak of the COVID-19 pandemic and its variants added a fatal blow to the going
concern of major businesses. Notably, hospitality, tourism, airlines, leisure, and restaurant
businesses have been negatively impacted. Specifically, the THB has suffered acute shortage of
customers’ patronage and consequently financial losses. Some of these THB service providers
have collapsed, resulting in voluntary and compulsory liquidation, employees downsizing and
right sizing in some organizations. It does appear that the key to remain in business in these
challenging periods is to craft a sustainable framework for the THB. A review of literature shows
that Business Model Canvas (BMC) can be extended or modified to serve this role of developing
sustainability in the THB in a COVID-19 pandemic age. There is a paucity of academic and
business practitioners’ efforts devoted to modifying or extend BMC in order to be applied to
develop a sustainable THB in the current challenging business environments. Records show that
since the global outbreak of COVID-19 thousands have lost their jobs in the THB (Davahli et al.,
2020; Williams & Kayaoglu,2020); and some of the hospitality, tourism, airlines, and leisure
businesses have closed down either temporarily or outrightly liquidated (Davahli et al., 2020;
Kaushal, & Srivastava, 2021). To achieve the main aim of this study, two research questions are
considered, namely: (a) What are the sustainable digital business model canvas building blocks to
be developed for the hospitality and tourism industry? and (b) Do adoption of digital business
model from the sustainable perspective brings any benefits to the hospitality and tourism industry?
Literature Review
The COVID-19 Pandemic and Its Impacts on Hospitality and Tourism
Prior to the current coronavirus unprecedented infections rate, pandemics and new diseases have
long had a transformational effect on the societies and every facet of human life (Hall, Scott, &
Gossling, 2020). There is a lack of a universally accepted definition of the term ‘pandemic’
(Morens, Folkers, & Fauci, 2009). Nonetheless, there are commonalities among the existing
definitions of pandemic (Morens et al., 2009). These definitions include: (a) large geographic area
– they covered spatially wider destinations across the globe; and (b) uniqueness or novelty - they
are uncommon with newly discovered variants. Besides, they may also be described as infectious
diseases, and harmful to human health (Doshi, 2010; Morens et al., 2009). A lack of clear definition
on the description of a pandemic, coupled with the antecedents of global apathy, responses, and
denunciation, could be the possible rationale why the World Health Organisation (WHO) had
delayed its pronouncement that COVID-19 is a global pandemic (Buranyi, 2020). WHO has been
widely criticized in its response to the previous pandemic outbreak. This is viewed as
politicization, lack of integrity and transparency on the part of WHO. It has been suggested that
the pandemic is not only a health crisis of immense proportion but that it is also an imminent
restructuring of the global economic order as a result of the economic impact of virus suppression,
potentially including the nature of international tourism as an economic and social phenomenon
(McKinsey and Company, 2020). Notwithstanding, it is expected that the current economic
conditions will change and become favorable, especially sustainable tourism practices and other
businesses (Kozul-Wright & Barbosa, 2020; Mair, 2020). Over the years, there have been major
pandemics and pathogen outbreaks. For example, 1918–1920 Spanish Flu (Influenza), 1957–1958
Influenza Asian flu (Influenza), 1968–1969 Hong Kong flu (Influenza), 1960-present Human
Immunodeficiency Virus infection and Acquired Immune Deficiency Syndrome (HIV/AIDS),
1961- present Cholera, 2002–2003 SARS (coronavirus), 2009 Influenza Swine flu (Influenza),
2012 Middle East Respiratory Syndrome (MERS-CoV) (coronavirus), 2014-present Ebola

https://digitalcommons.usf.edu/m3publishing/vol16/iss9781955833004/1
DOI: 10.5038/9781955833004

128

Cobanoglu et al.: Advances in Managing Tourism Across Continents: Volume 1

(Hemorrhagic fever) West Africa (mainly Guinea, Liberia, and Sierra Leone) and the Congo, 2015present Zika (Americas, primarily Brazil), 2016-present Dengue fever, and 2019-present COVID19 (coronavirus) (Hall et al., 2020).
Tourism and hospitality business has been affected by the COVID-19 pandemic. There has been
substantially decrease in flights due to COVID-19 outbreak and impacts of mode of transportation.
In a recent study conducted by Gossling, Scott, and Hall (2020), it was reported that as of the end
of first quarter in 2020, more than 90% of the global population were residents where lockdown
or movement restrictions was implemented. Additionally, the opening of major aviation hubs for
international tourism markets is important for destination access. The removal of destination
accessibility and substantial reduction in mobility has negative impacts on the accommodation
sector with effect from March 2020 as highlighted by Smith Travel Research [STR] (2020).
According to STR (2020), a comparison between the number of guests in March 2019 and March
2020 indicates the number guests has declined by more than 50% in most of the nations of the
world. Similarly, as of April 14, 2020, IATA envisaged the effects of COVD-19 pandemic would
have drastically reduced airlines revenue below 55% of 2019 financial year. Notably, passenger
traffic falls by 48% (Hall et al., 2020). COVID-19 pandemic has affected international sports and
events, a good example is the postponement of Summer Olympic Games 2020 in Tokyo, Japan.
The World Health Organisation reported over 122,992,844 confirmed cases, with 2,711,071 deaths
as of 22 March 2021 (WHO, 2021).
An Overview of Sustainable Hospitality and Tourism
Evidence available show that the coronavirus outbreak affected global economies including all the
facets of human endeavor. In this study, tourism is discussed within the sustainability practices of
tourism services providers and host destinations, and hospitality mainly focuses on
accommodation and airlines service providers (e.g., hotels, digital accommodation, and airlines).
In addition, organizations that provide support services such as amazon, accommodation, and
digital mobility service providers such as Airbnb and Uber (Adeyinka-Ojo, Abdullah, & Ikumoro,
2020) were reviewed in terms of their BMC.
All over the world, academic and business practitioners’ interest have witnessed increasing
demand for sustainable business practices that is supported by the management of resources
(Cooper, 2012). In 1987, Brundtland Report was released by the World Commission on
Environment and Development [WCED], a global institution within the United Nations. This
report contained in the book titled ‘Our Common Future’ under the leadership of former
Norwegian Prime Minister Gro Harlem Brundtland. This report was focused on two major areas
namely, the concept of needs, which deals with the poverty or poor around the world: and the use
of technology. Notably, social, and environmental issues that will enable the present generation to
meet their needs and without jeopardizing the future cohorts to meet their needs (WCED, 1987).
Despite the early adoption of tourism in developed countries over the years, it is indeed, of late
that the issue of sustainable tourism practice receives attention (Copper, 2012). Besides, Saarinen,
Becker, Manwa and Wilson (2009) claim that the ecological-friendly practices in tourism is
drawing the global interests about four decades ago. The increase in demand for sustainable
tourism can be traced to the awareness and growth in knowledge brought about by different factors
such as technology and challenges of expansion in tourism activities (Holden, 2003). Due to the
continuous growth in the hospitality and tourism business in several tourism destinations in the
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world; primary and secondary stakeholders have consistently demanded for sustainable practices
to be supported.
There are several definitions of sustainable tourism. This study adopted definition provided by the
United Nations World Tourism Organisation (UNWTO) (2005). Specifically, UNWTO (2005)
defines sustainable tourism as tourism that takes full account of its current and future social,
economic and environmental impacts, addressing the needs of visitors (tourists); the industry
(tourism entrepreneurs, DMOs), the environment (destination) and host communities (local
residents). Sustainable hospitality requires for example hotels and accommodation providers,
restaurants, airlines, and other hospitality service providers to reduce their consumption of
resources like energy and water. Naturally, this tends to lower costs for hotels. In view of the
current distortions and unprecedented business losses, leading to downsizing, it is imperative for
the hospitality and tourism industry to revisit and extend BMC to develop a sustainable hospitality
and tourism services due to the challenges from the COVID-19 pandemic that appears to be
unabated despite the recent development of vaccines which presumably will bring an end to this
economic cankerworm.
Business Model Concept and Business Model Canvas
The framework developed for the management of business has become a term commonly used for
business since the 1990s. This framework is otherwise known as model to describe the pattern of
which new businesses have adopted in such enterprises that include internet business services and
other digital business (Zott, Amit, & Massa, 2011). Teece (2010) describes business model as a
framework adopted by a business organization, internally and externally to understand and produce
value creation for the relevant stakeholders. In a specific term, Teece (2010) suggests that business
models as a way by which a business organization delivers the needs of customers or values for
money. These values are transformed into returns for the enterprise and profit. These values can
be viewed from three perspectives namely, creation of value, creating value proposition, crafting
value and platform for capturing value for business growth (Teece, 2010).
Over the years, there have been discourse in the extant literature. First, this is related to the lack of
a global definition that is accepted including the elements of business model (Shafer, Smith, &
Linder, 2005). Next debate is on the issue that are concerned with business models that is either
static or dynamic (Demil & Lecocq, 2010). Moreover, business model is the representation and
developing of strategic choices mainly to creating value for the enterprise and customer (Shafer et
al. 2005, p. 202). Interestingly the business model canvas (BMC) is widely used by the academic
researchers and business practitioners because it is flexible. BMC is composed of nine building
blocks or quadrants (Morgunov, 2021). BMC was developed by Alexander Osterwalder, a business
strategist and Yves Pigneur, a professor and information management expert. The nine quadrants
as the basis any business enterprise business classifications are depicted in following template in
Figure 1.
Figure 1. The Business Model Canvas
Key Activities
Key Partners

Value Propositions
Key Resources
Cost structure

Customer
Relationships

Customer Segments

Channels
Revenue Streams

Source: Osterwalder and Pigneur, (2010)
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Based on the nine building blocks in Figure 1, several questions have been asked by Osterwalder
and Pigneur (2010).
•
•
•
•
•
•
•
•

Key Partners – identify your customers and vendors. How would they help to accomplish
your goals?
Key Activities – what are the main business activities to achieve value propositions?
Key Resources – what are the key assets the enterprise will need to acquire in order to
create value for the customers and ensure business sustainability?
Value Propositions - what kind of value proposition (goods and services) will meet the
need of your customers?
Customer Segment – what are the current and potential market segment?
Channels – what are the means by which products and services will be delivered to the
customers?
Cost Structure – what are the main costs structure of the enterprise?
Revenue Streams – what are the sources of revenue?

Furthermore, it should be noted that the business model or framework is crucial in developing and
achieving organization’s strategy (Richardson, 2008). As mentioned earlier, the current study is
focused in developing a sustainable digital BMC for tourism and hospitality business. This study
has identified how the BMC conceived by (Osterwalder & Pigneur, 2010) is applied by six
multinational organizations. These include four American multinational tourism and hospitality
businesses or providers: Marriot Hotel, Uber, Airbnb, KFC. Other includes Amazon also an
American entity, and Emirates Airlines from the United Arab Emirates. However, the BMC is
considered to have some weaknesses because it is static in nature and not taking into cognizance
the current global economic dynamics (Baden-Fuller & Morgan, 2010). Indeed, extant literature
indicates additional building blocks include change in customer offering, and developing of change
strategy (Sinkovics et al., 2014).
Methods
In order to achieve the purpose of this study, multiple case studies that involved six multinational
companies were considered. These enterprises were chosen in order to have clear understanding
of the dynamics of the business canvas model (Eisenhardt, 1989). There are several academic
studies as entrenched in the literature. BMC is suitable to be adopted by any forms of business
enterprises; including start up, existing and successful enterprises. In this study, samples of the
multinational global companies in tourism, hospitality and related support services organizations
are presented in Figures 1 to 7 by adopting BMC developed by (Osterwalder & Pigneur, 2010).
Sample
Airbnb and Uber are both platforms that enable private users and businesses to earn money with
their assets. Both have disrupted their industries and have had legal issues with cities and local
governments. Their business models are somewhat similar as they offer easy access to rides and
accommodations globally. The business model of Airbnb has been mapped to the platform
business model canvas by Eisape (2019) and is described in a tabular form for an enhanced
readability. Each platform business model component (Eisape, 2019) is specified with a
description of the Uber Case. A comparison of the two platforms with regards to their Platform
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Business Model KPIs shows that both platforms outperform the other in certain areas. For example,
in 2018 Uber achieved a revenue of 14.147 billion US Dollars while Airbnb earned a fraction of
that with 3.6 billion US Dollars. At the same time Airbnb has 150 million registered guests whereas
Uber has half the amount with 75 million registered riders (Eisape, 2020).
Figure 2. The Business Model Canvas - Airbnb
Key Partners
*Host people who rent
their space
*Guests (people who
book spaces)
*Photographers
(freelance)
*Inventors
*Payment processors

Key Activities
*Product development &
management
*Building host network and
managing hosts
*Building travelers’ network
*Managing guests
•
•
•

•
•
•

Key Resources
Local hosts
Skilled employees
Technology

Value Propositions
*Hosts can earn
money by renting their
space
*Airbnb offers
insurance to house
owners
*Free photo shoots for
property listings
*Guests can book a
homestay instead of
hotel
*Prices are often less
as compared to hotels

Cost structure
Technological set up & running costs
Salaries to permanent employees
Payments to freelance photographers

Customer
Relationships
*Customer service
*Social media
*Promotional offers
*Home insurance
Channels
*Website
*Mobile App for
Android
*Mobile App for iOS

Customer
Segments
*People who own
a house and want
to earn extra
money
*People who want
to meet new
people
*People who love
to travel
*People who want
to stay
comfortably at a
cheap price

Revenue Streams
Commission from hosts upon every booking
Commission from guests upon every booking

•
•

Source: Adapted from Osterwalder and Pigneur (2010) and Developed for this study

Figure 3. The Business Model Canvas - Uber
Key Partners
•
Drivers
•
Technology
partners
•
Investors
•
Payment
processors
•
Map tech
companies

•
•
•
•
•

•
•
•
•

Key
Resources
Technology team
Network effect
(drivers and
passengers)
Brand name and assets
Data and algorithms

Key Activities
•
Add more drivers
•
Add more riders
•
Expand to new cities
•
Offer help and support
Cost structure
Salaries to employees
Driver payments
Technology development
Research & Development
Marketing & legal activities

Value Propositions
•
Easiest way
•
Around
•
Earn money
when you
want
•
Low cost
luxury
•
On-demand
bookings
•
Multiple
ride options
•
Work
flexibility
•
Real-time
tracing

•
•
•
•
•

Customer
Relationships
•
Rating &
feedback
system
•
Customer
support
•
Self-service
•
Highly
automated
•
Meetings
with
regulators
•
•
•

Customer
Segments
People who don’t
own a car
People who can’t
drive on their own
People who need a
quick

Channels
Mobile app
Social media
Online
advertising

Revenue Streams
Commission per ride
Premium rides
Cancellation fees
Leasing fleet to drivers
Brand partnership and advertising

Source: Osterwalder and Pigneur, (2010)

On the other side of the market, Airbnb in 2019 has 650,000 hosts in 191 countries who offer their
properties and experiences for rent. Marriott has 7,349 hotels in 131 countries which is far less. As
host may have several properties and accommodations, this paper treats hotels as hosts, that offer
several accommodations and services to the guest. Both Airbnb and Marriott understand, that in
order to grow their business, they need partnerships. Marriott expands by affiliating and buying
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other brands. In 2019 the Marriott group consists of a portfolio of 30 affiliated brands growing the
number of services and accommodations. Airbnb expands by partnering with services, that help
hosts connect to the platform (Eisape, 2020).
Figure 4. The Business Model Canvas -Marriot Hotel
Key Partners
*Franchisees
*Owners
*Third party booking
sites
*Travel agents
*Corporate partners

•
•

Key Activities
Hospitality
Hotel management

Value Propositions
*A uniform travel
experience you can
trust
*Leveraging the
Marriot name to
provide guests with a
uniform, great travel
experience

Key Resources
Hotels
Guest relations
Hospitality industry
expertise
Timeshares
•
Cost Structure
Tangible assets costs
Amortization of assets
Professional fees
Renovation costs
Third party partner fees

Customer
Segments

*Some customer
relationships are direct
e.g. through loyalty
points
*Some customer
relationships are
indirect – through
third party internet
sites, like
priceline.com

*Leisure travellers
*Business travellers
*Corporate
customers
*One-off events

Channels
*Online third party
*Booking sites
*Online
booking
channels
*Travel agents

•
•
•

•
•
•
•
•

Customer
Relationships

Revenue Streams
•
•
•

Management fees
Customer sales
Business contracts

Source: Osterwalder & Pigneur (2010)

Figure 5. The Business Model Canvas -Amazon
Key Partners
•
Sellers
•
Authors
•
Publishers
•
Logistics

Key Activities
•
Merchandising
•
Manage supply
chain and
logistics
•
Secure and build
partnership

Key Resources
Fulfilment centers
Technological
infrastructures
Online platform
Cost structure
•
Driven by technology
•
Operations of fulfilment centers
•
Customer service centers
•
Software development

Value Propositions
*Competitive pricing
Selection of goods
*Convenience
Fast delivery

Customer
Relationships
Reviews and
comments
Customer service
•
Phone
•
Online
chat
•
Email

Customer Segments
•
Anyone with
internet
connection
•

Somebody who
is looking for
convenience of
e-commerce
and fast
delivery

Channels
•
Amazon’s
website &
apps
•
Affiliate
program
Revenue Streams
•
Amazon prime subscription
•
Commission
•
Transaction fees

Source: Osterwalder and Pigneur, (2010)
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Figure 6. The Business Model Canvas -Emirate Airlines
Key Partners
Boeing
Airbus
Dubai International
Airport
Airlanka
Qantas
Codeshare
agreements

Key Activities
Ground handling
Baggage handling
Aircraft
maintenance
•
Passenger services
•
•
•

Key Resources
•
Aviation fuel
•

•
•
•
•
•
•

Labour/staff

Value Propositions
*Branding
*Offerings
*Premium services
*Global destination
coverage
*Safety and security
assurance
*World class
facilities

Cost structure
Aviation Fuel
Airport user charges
Staff / labour
Taxes
Depreciation
Operations

•
•
•
•

Customer
Relationships
•
•

Skywards
Business
rewards

Channels
Online
Airports
Travel agents

Customer
Segments
•
•
•
•

First class
Business
class
Economy
class
Individuals
businesses

Revenue Streams
Passenger
Cargo
Excess Baggage
Destination leisure

Source: Osterwalder and Pigneur, (2010)

Figure 7. The Business Model Canvas - KFC
Key Activities
Key Partners
Pepsico
Food suppliers

•
•
•
•

•
•

Local marketing
Logistic
management
Franchise
management
Catering
management

Value
Propositions
*Fast food
*Home made
Chicken
*Secret recipe

Key Resources
•
Point of sale
•
Brand
•
Secret recipe
•
Storage
•
Logistic network
Cost structure
Branding
Communications

Customer
Relationships
•
Standard
service
•

Personal
assistance

Customer Segments
•
Fast food
lovers
•
Mass
market
•
Franchiser
•
Franchising

Channels
•
Restaurant
•
Phone
•
Website

•
•

Revenue Streams
Food sale
Franchising

Source: Osterwalder and Pigneur, (2010)

Findings
Sustainable Digital Business Model Canvas
Findings indicate there are commonalities among the sampled organizations (in Figures 2, 3, 4, 5,
6 and 7). This is because the nine building blocks contained in the BMC were adopted (Osterwalder
& Pigneur, 2010). In view of the global disruptions of the hospitality and tourism industry,
disruptive digital technologies and sustainable business practices have been included to develop
sustainable digital business model canvas as presented in Figure 8.
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Disruptive Digital Technologies
The inclusion of disruptive digital technologies (DDT) as new building blocks or quadrants to the
existing BMC is crucial. Digital technology in the tourism and hospitality business has drawn the
interest of academic researchers, practitioners and those involved in the formulation of policy
development and other interested stakeholders. Since the introduction of mobile technologies, it
has evolved into different business opportunities and services which include electronic commerce,
digital marketing, electronic health, online or digital learning. From the tourism perspective,
virtual reality and augmented reality have emerged (Sousa & Rocha 2018). It should be noted that
the definition of digital technologies and disruptive innovations as provided by Bower and
Christenson (1995) as a change that occurs based on competition which leads to performance
metrics that can be measured due to changes brought about by technology. According to Guttentag
and Smith (2017), posit that disruptive innovation is often misinterpreted to mean any unique
services or a novelty product that disrupts or changes the existing product or service. Currently,
the global job migration has been triggered by the emerging technological innovations such as
artificial intelligence, smart technologies, and robotics technology. For example, in tourism
destinations and hospitality services provider, virtual reality (VR), and augmented reality (AR)
have been introduced, and some of the jobs in the hotel have been taken over by robots especially
during the COVID-19 era. These developments have led to the establishment of new business
ventures such as the gig or collaborative economy, peer-to- peer accommodation provider like
Airbnb and digital mobility, for example, Uber, Grab and Maxim. The focus has basically shifted
to sustainable business and the fourth industrial revolution for current and future development
(Alkier, Milojica & Roblek, 2017). Disruptive digital technology could be viewed as a game
changer in many business sectors and THB is not exempted. We are operating in a digital era;
tourism, hospitality and related businesses are adopting to these changes and opportunities
provided by these new technologies especially in terms of improving, enriching and increasing
customer’s experiences. The issue of staff skills are also important, therefore is a need to upskill
the employees in order to fit into the new work environment. Application of artificial intelligence
system in hotel is capable to capture large amounts of customers’ information through data
analytics platform in developing how guests can be served better (Makadia, 2018). In view of the
dynamics of the global business environment, DDT is included as additional quadrant to develop
SDBMC as depicted in Figure 8.
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Figure 8. Sustainable Digital Business Model Canvas (SDBMC)
Key Activities

Key Partners

*Hospitality
*Hotel management

*Food supplier
*Franchisees
*Owners
*Third party
*Booking sites
*Travel agents
*Transportation
company

• Hotel
Key Resources
managemen
•

tStaff

•

Website

•

Customer
relations

Value
Propositions
Five- star
services
Value for
money
experience

Customer
Relationships
*Social media
*Customer
services

Channels

*Online
booking
*Website

Familyfriendly
activities

*Business
travellers
*Holiday
maker
*Family
*Locals
*Meetings/
events

Revenue Streams

Cost structure
•

Hotel maintenance

•

Management fees

•

Payroll costs

•

Guest lodging fees

•

Fees & taxes

•

Business & event rental fees

• Utilities
Disruptive Digital Technologies
• Fixed assets & depreciation

Customer
Segments

•

Restaurant and café
Sustainability Business Practices
• Business centres
•

•

Service robots & AI

•

Shared food economy

•

Chatbot & Amazon Lex

•

Room service apps

•

Smart bathrooms

•

Contactless check-in

•

Social media tools

•

Social media tools

•

Other digital disruptors

•

Renewable energy system

•

3R waste management

•

Sustainable green initiative

•

Eco-friendly cleaning

•

Local and organic food

•

Environmental, health and
safety

•

Sustainable tourism
practices

Source: Adapted from Osterwalder (2004); Osterwalder & Pigneur (2010) and Developed for this study

Tourism and Hospitality Business
As earlier discussed, the concepts of sustainability and sustainable development are dated back to
the end of the 1980s; since then, several scholars from various disciplines have investigated these
concepts in an attempt to clarify their meaning and application and highlight their related strengths
and weaknesses (Elkington, 1997; Glavic & Lukman, 2007). Sustainability has been also
commented on in terms of conducting innovation and change in order to cope with the environment
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in which companies are operating (Faber, Jorna, & van Engelen, 2005). The tourism and hospitality
business have developed several sustainable practices which are important to remain in existence
in light of the coronavirus.
In China for example, luxury hotel restaurants have adopted online-to-offline (O2O) food delivery
platforms during the COVID-19 crisis. O2O platforms have been playing an important role in
several areas of consumers’ lifestyle, notably for local service products such as food delivery,
tickets, and car rental (Yang, et al., 2021). Findings indicate that in October 2020 as one of the
sustainable business practices and or strategies to remain in business in the COVID-19 pandemic
age, Singapore Airlines converted two of its parked A380 passenger jets and renamed them
Singapore Airlines Restaurant A380 @ Changi to serve travel-starved passengers (The Star, 2020).
On Saturday 24 October 2020 several travelers who have not been able to fly out from Singapore,
had their lunch at the parked Singapore Airline jets located within the Changi airport. (The Star,
2020).
In Australia, Qantas Airline offers scenic flight to nowhere over Australia with its Boeing 787
Dreamliner. Proving the popularity of this offer as a sustainable business offering to remain in
business, a sightseeing flight to no specific destination was sold within few minutes. This was a
milestone for the Australian Qantas Airline and for those passengers who are ready to fly and
experience the skies again. The flight fares include premium prices to offset the carbon footprint.
The chief operating officer, Alan Joyce of Qantas Airline said in a statement that this is the
probably the fastest selling flight ticket in history (CNN Travel, 2020). This flight was conducted
on Saturday 9 October 2020 with Qantas flight number QF787 departed from Sydney to Gold
Coast and other destinations within Australia. There were 150 passengers with a cost of AUD787
to AUD3,787 depending on the passenger class. All Nippon Airways in Japan ran similar flights
in August 2020 (CNN Travel, 2020). Eva Air in Taiwan introduced similar flights to nowhere that
involved 120 Taiwanese tourists. This flight took them to Jeju Island in South Korea. According
to the Korea Tourism Organization’s press release, offering an in-flight quiz show and local cuisine
(CNN Travel, 2020). All these are some of the examples of sustainable business practices
developed in the coronavirus era. or ‘new normal.
Benefits of Sustainable Digital Business Model Canvas (SDBMC)
Based on the findings from this study, there are eight benefits of SDBMC for tourism and
hospitality business especially in a coronavirus era. These include: (a) identification of resources
needed to run the business enterprises, (b) locating available marketing and business opportunities,
(c) provide opportunities to identify and analyse your competitors, (d). finding out the existing and
gaps such as available blue ocean in your industry, (e) developing innovation and be creative, (f)
develop a new business perspective that will drive business vision, (g) communicate your vision
and develop proactive business strategy, and (h) technology applications and sustainable business
practices in tourism and hospitality business.
Conclusion
This paper has explored issues concerning business model canvas in the hospitality and tourism
industry. In particular, this paper has examined the applications of BMC from six global
corporations within the HTI and those organizations that provides support services. To sum up,
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the purpose of this paper was to contribute to scholarship relating to the developing of a sustainable
digital business model canvas for the tourism and hospitality business in a COVID-19 pandemic
age. This purpose has been achieved as presented in this paper.
Theoretical Implications
This paper has identified disruptive digital technologies and sustainable business practices to
extend the BMC. These contributions are conceptualized in developing a sustainable digital
business model canvas (SDBMC) for the hospitality and tourism industry in a COVID-19 age as
presented in Figure 8. Despite the benefits and simplicity of operating BMC, it has been criticised
by previous studies because it is viewed as not dynamic and it does not take into consideration the
challenges and evolving business strategy and disruptive business innovations and changes of
existing business model (Sinkovics et al., 2014). Therefore, this criticism has been addressed by
the inclusion of two building blocks developed in this paper.
Practical Implications
From the implication to practice dimension, it is expected that the SDBMC will be valuable when
applied to business operations by hospitality and tourism industry managers, practitioners and
investors in a COVID-19 pandemic age. More importantly, the SDBMC is capable to weather the
current global business challenges and unstable business environment especially in the hospitality
and tourism industry.
Limitations and Future Research
This paper is positioned to provide future directions for further research among academic scholars
and industry practitioners. It is suggested that empirical studies should be conducted among the
industry players to validate and add to the findings of this study.
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Abstract
Tourism and water are highly interrelated since water and water-related activities are one of the
main motivations for tourists. Turkey is a rich country in terms of water resources by using not
only seas but also lakes and rivers for tourism purposes. Halfeti, which is located in the
southeastern part and also one of the slow cities in Turkey, is a remarkable tourist attraction thanks
to hosting a sunken city and boating tourism. However, it is known that there are some problems
with boat tours. Tourist guides, as the closest witnesses of these problems, constitute the sample
of the study. The purpose of the study is to reveal the problems experienced in boating tourism in
Halfeti and offer solutions to improve the safety and quality of boat tours. A qualitative research
method was adopted and 15 licensed tour guides attended the study. A fully-structured question
form was used in data collection and data were analyzed through content analysis. Results showed
that tour guides attending Halfeti boat tours with their tour groups prioritize the safety and
cleanliness of the boats in boat selection and they have the most problems in these issues. Sound
systems, noise, and lack of service are among the most frequently complained problems on the
boats. The major problems experienced in Halfeti apart from boats are related to traffic congestion
and insufficiency of parking areas in high seasons, as well as the inadequacy and uncleanliness of
the facilities in the region.
Keywords: boating tourism, boat tours, water-based tourism, tour guides, Halfeti, Turkey
Introduction
Water has an important attraction for tourists. It enables many tourism activities to be held in or
near lakes, rivers, estuaries, reservoirs, canals, seas, and oceans. These water bodies are an
important part of tourism in many parts of the world, both for different activities and as a standalone attraction (Carr, 2006; Folgado-Fernandez, Di-Clemente, Hernandez-Mogollon & CamponCerro, 2019; Hall & Harkönen, 2006). It allows many activities such as swimming, fishing, skiing,
rowing, canoeing, windsurfing, rafting in rivers, boating in seas and lakes, and sailing on canals
(Highfill & Franks, 2019; Mimbs, Boley, Bowker, Woosnam & Green, 2020; Rhoden & Kaaristo,
2020). Similarly, all these activities are carried out on lakes as well (Carr, 2006; Hall & Harkönen,
2006).
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Boating tourism has emerged from the constant interaction of water, boats, and people. Boat tours
are carried out both on the open sea or ocean and closed basin lakes and rivers. Besides, boating
tourism gains importance with the tourism attractions in the region (Rhoden & Kaaristo, 2020).
Therefore, on tours, boat captains choose regions to do activities due to the diversity of water types,
old cities and villages, and nature and scenery (Goossen, 2006). Moreover, various services can
be offered in the form of tours (with or without music), which include cultural tours (made to the
historical and cultural texture of the region); amateur fishing tours; moonlight or Bosphorus tours;
organizational tours (for engagement, wedding, invitation, etc.); swimming-entertainment tours
and similar activities during the tourism season (Göksu & Atik, 2017).
According to Article 4 of the Technical Regulation of Ships (2009) in Turkey, the excursion boats
are defined as:
passenger boats departing from a specific point and completing a daily tour with passengers on a
predetermined route within the port voyage zones and on the same day; and passenger ships with a capacity
of more than 12 passengers in the seaworthiness certificate used for recreational, social, or cultural
activities with or without fixed seating.

In the 24th Article of the Sea Tourism Regulation (2009), daily excursion boats are defined as:
a sea tourism vehicle with a seaworthiness certificate that unloads the passengers from the port for the
excursion, sports, entertainment, and tourism on the same day.

A broad definition of a one-day boat tour includes both commercial boat tours and recreational
activities on boat tours. This also includes many of the specific activities such as fishing, sailing,
diving, and motorboat cruising. The scope of the daily boat tours is divided into three aspects
(Moscardo, 2007):
•

A boat tour with a pleasant backdrop of surroundings as a way to relax and escape,

•

A boat tour that allows people to participate in a specific activity such as diving, fishing,
or interacting with marine wildlife,

•

A boat tour that provides access to special places such as coral reefs, glaciers, historical
sites, or ethnic and indigenous communities.

Halfeti and Boating Tourism
There is a close and strong relationship between tourism and water. However, there are still
significant difficulties in boating tourism in Turkey considering the problems experienced in boat
tours. Balık and Muslu (2016), in their study on excursion boating in Manavgat, Turkey, found
that the lack of electricity and water infrastructure in the boat mooring areas, the lack of fuel
stations, the lack of qualified personnel, the lack of responsible management, the decrease in the
water of the riverbed due to dams and environmental issues are the problems of boating. Çalıkoğlu
and Gavcar (2019) also reported problems such as the lack and inadequacy of proper mooring
places reserved for boats, the inadequacy of the waste disposal systems, the lack of standard
passenger capacity on the boats, the number of boats exceeding the need due to easy entry into the
sector, and the absence of local administrations. Moreover, Paker, Paker and Doğan (2019)
concluded that the service quality of daily boats is affected by the characteristics of the boat, food
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and beverage service, personnel image, personnel attitudes and behaviors, knowledge of the
personnel, other customers, music, and animation services.
Despite the general interest in the role of the natural environment in tourism and recreation,
including the marine environment, there has been little remarkable research on the role of lakes in
tourism (Hall & Harkönen, 2006). Similarly, studies on boating and boat tourism are scarce
(Kaaristo & Rhoden, 2017; Rhoden & Karisto, 2020). However, there are many places in Turkey
that boat tours are used as a significant tourist attraction. One of them is the Birecik dam lake in
Halfeti, the subject of the study, which is used for tourism purposes. Halfeti, which is located on
the provincial borders of Şanlıurfa and Gaziantep, is a small and important town. It has many
historical tourist attractions and natural unique characteristics.
The history of Halfeti goes back to 2000 BC. The city has hosted many civilizations such as
Hittites, Assyrians, Persians, Romans, Byzantines, and Ottomans; and the location of the city has
been moved three times in its history. The first Halfeti was located on the Rum Kale, an Assyrian
city in 850 BC. The second settlement was Savaşan, which is now called Old Halfeti. As a result
of the Birecik Dam construction in 1999, 3/5 part of Halfeti (Savaşan) was submerged and 2/5 part
of the city has been moved to a new center that is called Karaotlak. Therefore, the city has been
divided into two parts: Old Halfeti and the new city. Boating tourism is run in the Old Halfeti
(Bakırcı, 2002; Boyraz & Bostancı, 2015).
Since Old Halfeti has been submerged, many historical and architectural monuments were
destroyed. However, it has led to some new tourist attractions as boating and fishing. On the route
of boat tour Çekem Village, Savaşan Village, and Rum Kale; Saint Nerses Church, Barşavma
Monastery, water cisterns, and water wells can be seen. Moreover, the houses built by stonemasons
located in high places, mosques, caves, cafes, trees, and the Euphrates River are among the
attractions (Pekdemir, 2018). Halfeti has also a unique endemic plant, Black rose, which is only
grown in the region. It has been planted in other places of Turkey, yet it has changed its color
(Ballice, 2010). The city has also become a part of the cittaslow movement in 2013 (Cittaslow
Turkey, 2021).
Daily boat tours and boating in Halfeti is a significant tourism activity for the southern part of
Turkey, which indicates that boating tourism is essential in the region. Therefore, the study aims
to reveal the problems that tour guides, one of the key stakeholders of tourism, encounter during
their daily boat tours. The study also bases on the role of boating in the transfer of cultural heritage
items to tourists in the Halfeti region. Attractions are of great importance in the development of
tourism in a region. However, it is equally important that these attractions are properly transferred
to incoming tourists. It is thought that the difficulties that the tour guides encounter in the transfer
of tourism information may lead to bigger problems in the future. Therefore, this study is crucial
in revealing the problems experienced by the tour guides and offering solutions to the problems
that arise. Accordingly, the study includes the problems in Halfeti excursion boating and proposes
solutions to these problems.
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Method
This study has an exploratory structure designed within the framework of the qualitative research
method. The study aims to provide a deep understanding of the problems of daily boats in Halfeti,
Turkey, based on the experiences of the tour guides. Data were collected from the licensed tourist
guides. While preparing the research questions, first the observations of one of the authors of this
study, who is also a professional licensed tour guide having knowledge on the dynamics of the
region, formed the basis. Then the questions were finalized by using the existing literature
(Çalıkoğlu & Gavcar, 2019; Folgado-Fernandez et al., 2019; Göksu & Atik, 2017; Hall &
Harkönen, 2006; Rhoden & Kaaristo, 2020). Furthermore, a final check was made by several tour
guides who operate tours to Halfeti so as not to miss any essential issues. Accordingly, the study
addressed the following questions:
•
•
•
•
•
•
•
•
•

What are the criteria you consider when choosing a boat?
How long do you wait for a boat with your group in high season?
What information is given by the boat attendants?
Are boats suitable for tour guides in terms of sound and noise?
How do you evaluate the boats in terms of safety and security?
How do you evaluate the services offered on boat tours?
How do you evaluate the mooring points of the boats in terms of noise and visual pollution?
How do you evaluate the businesses you give lunch breaks on the boat tour?
Do you have problems due to the groups you take on boat tours? If yes, what are these
problems?

A fully structured question form was used to reveal the feelings, thoughts, and experiences of tour
guides about the problems in boat tours. Although the questions in this form were asked to each
participant in the same way and the same order, some similar questions were also included in the
form to ensure reliability and validity (Guba, 1981; Shenton, 2004). However, the form was
carefully and completely structured (Patton, 2002). Besides, Guba’s (1981) Reliability Model was
used as a basis to ensure the validity and reliability of the study, which includes in its framework
the basic criteria such as credibility, transferability, dependability, and confirmability. Since this
research aims to investigate the issue in an in-depth way qualitatively, a purposeful sampling
method was used (Hemmington, 1999). In this direction, tour guides attending boat tours in Halfeti
constituted the sample of the study. First, the list of tour guides in the region was revealed. Then,
an online question form was sent to the guides through social media and email. 15 licensed tour
guides answered the question form. Data were collected between 28 January 2020 and 5 February
2020. The data collection process continued until the answers of tour guides showed similarity and
reached the saturation point (Lincoln & Guba, 1985). The names of the guides were kept
confidential as they continue to work in the Halfeti. Therefore, pseudonyms from P1 to P15 were
given to each participant. The age of participants ranges from 25 to 50. The number of male
participants is higher than women; two of the participants are women and 13 are men. As the
interest in tours of the Southeast Anatolia region has started to increase, the Halfeti tours have
started to be done frequently. Therefore, participants include both experienced and new tourist
guides. Qualitative content analysis was performed on the collected data. First, the answers given
to each question were put one after another. When analyzing the answers, each researcher
independently reviewed the data several times and took personal notes. Besides, content analysis

https://digitalcommons.usf.edu/m3publishing/vol16/iss9781955833004/1
DOI: 10.5038/9781955833004

144

Cobanoglu et al.: Advances in Managing Tourism Across Continents: Volume 1

was done by all authors of the study at different times and locations. The authors came together
and discussed until they reached a consensus on the themes, categories, and subcategories. Content
analysis continued until 90% compliance was achieved (Miles & Huberman, 1994). Later, similar
themes, categories, and sub-categories revealed by the authors were included in the study, both
within the framework of open and axial coding (Corbin & Strauss, 2008; Merriam, 2009).
Following the analysis, the opinions and advice of several professional guides on some issues were
also taken once more to interpret the findings correctly and to increase the validity of the study.
As a result, 4 themes, 14 categories, and 35 sub-categories emerged. Table 1 and Table 2 show the
lists of content analyses. Some of the answers given by the tour guides were added to the tables in
the findings section to facilitate the understanding of the findings and to increase the reliability.
Findings
Expectations of tour guides from Halfeti tour boats are divided into physical conditions of boats
and service and quality conditions (Table 1). Physical conditions are listed as a well-maintained,
clean, and capable boat with the necessary features for the safety of passengers and boats with no
breakdowns, with lifejackets, no allowance of foreign passengers at the same time as the tour
group. Moreover, an adequate boat size for the tour group with a properly working microphone
and sound system is expected. Regarding the service and quality conditions in boat selection, the
tour guides pay attention to the quality of the captain, friendly staff, quality service, no noise and
environmental pollution, and a strict tour program.
Table 1. Expectations From Boats / Criteria in Boat Selection
Theme
Physical
Conditions

Category
Safety

Cleaning and hygiene
Sound systems

Service and
Quality
Conditions

Boat size
Service and staff quality
Environment-friendly
boats and tours
Other

Sub-Category
Boat safety –no malfunction,
solidity, life jackets
Passenger safety –no allowance
of foreign passengers
Presence of microphone
Properly working sound system
Qualified boat captain
Friendly staff
Proper service
No noise pollution
No environmental pollution
Loyalty to the tour route
Alternative route option
Boat fee

Quote
I prefer the boat which is reliable and
has life jackets. [P5]
Depending on the size of the group, I
only embark my own passengers to
avoid problems. [P11]
… to be clean. [P12, P15]
Absolutely I prefer the boat that has a
microphone and not play the music
from the tape absurdly. [P7]
… boat size (capacity suitability). [P8]
… doing his job well, providing good
and quality service. [P4]
… a team that smiles. [P6]
… acting in a manner worthy to slow
city title. No noise and squeaky
disgusting music [P2]
… follow the full tour route [P13]

The problems faced in boat tours are either due to boat-related or environmental and facility-related
(Table 2). Before starting the boat tour, travel agents or tour guides mostly make reservations, so
passengers do not have to wait before the tour. Besides, the guides contact the captain of the boat
before arriving at the pier and inform them about their arrival times. If there is no pre-setting, there
is a waiting time of 20 to 30 minutes. However, even if tour arrangements are set beforehand,
sometimes there might be waiting times of up to 30 minutes during the high seasons.
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Table 2. Problems Faced in Boat Tours
Theme
Boat-related
Problems

Category
Safety
Lack of service

Sound-related issues

Environmental
and Facilityrelated Problems
During Tour

Pollution
Restaurants
Traffic and parking

Toilets
Stakeholders

Sub-Category
Excessing passenger capacity
Lack of fire extinguishers
Lack of lifejackets
Lack of catering
No food and beverage sales
Lack of toilet and sink
Misinformation –lack of necessary
signs
Lack or failure of microphone
Lack or failure of sound system
Annoying music –loud, scratchy,
local
Engine noise
Environmental pollution
Water pollution
Noise pollution
Sanitation
Service quality
Food quality and variety
Traffic jam
Parking space shortage
Cleanliness
Lack of toilets
Attitude of local people
Attitude of business owners
Lack of qualified staff in the region

Quote
Boats are not confidential in terms of
safety. There are not lifejackets and any
information sign. [P6]
Service of tea, coffee, and other drinks is
poor and there is no toilet in case of
need. [P8]
Boat engine noise disturbs us. [P11]

Water is very dirty; tourists mostly
complain about that. [P7]
All the rubbish piled up on the pier. [P6]
Foods are the problem in Halfeti. Both
hygiene and quality standards are low.
[P12]
Parking is a big problem during high
seasons. Different solutions for parking
for individual tourist and for tour groups
is required. [P12]
Clean toilets are needed [P1]
Local people should be informed about
the importance of tourism. [P6]

Boat captains hardly give any information about the safety of the boat and passengers. However,
sometimes there might be frightened passengers, and in those cases, the captains and guides
mention that the boat is safe and will not sink. Guides themselves mostly provide information
about the travel itinerary, yet few of them warn their passengers in advance. Seldomly, some
captains and guides warn passengers, particularly families with children and student groups, not
to drop their belongings, throw litter into the river and jump on the boat.
Tour guides find the boats mostly unsafe. The reasons for this judgment emerged as exceeding the
passenger capacity, insufficient or absent safety equipment such as lifejackets and fire
extinguishers, lack of information or warning signs, and lack of introductory information about the
boat and staff. Although tour guides find the boat prices quite reasonable, the services offered on
the boats are generally insufficient. Particularly lack of catering, no food and beverage sales and
lack of toilets and lavatories in case of urgent need are among the reasons for unsatisfaction with
the service quality. Sound-related issues on the boats are among the most annoying factors
affecting tour guides, which arise from the lack or failure of sound systems and microphones as
well as loud, scratchy, or local type of music and engine noise that prevent the guides’ speech.
Halfeti is one of the slow cities in Turkey, however, most of the tour guides complain about noise
pollution both on the boat and at the pier. Furthermore, environmental pollution on land and in
water is very intense in the region. Although a few guides are satisfied with the restaurants where
they give lunch breaks, the majority of them point out some problems related to these restaurants
including sanitation, service quality, and food quality and variety. Moreover, traffic jam and
parking space shortage during high season are among the main problems faced in boat tours. Tour
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guides also have trouble with the uncleanliness and lack of toilets at the pier. Although the guides
do not have problems resulting from their groups, a few had complaints about their customer
profile. Besides, they sometimes feel uncomfortable with the attitude of local people and business
owners. Particularly, some owners in restaurants can be rude to guests and some businesses can be
too persistent to attract tourists to their places. There is also a lack of qualified staff in the region
which may result in several problems.
Conclusions
Halfeti is a charming destination for the Southeastern Anatolia region thanks to its natural and
historical tourist attractions. The city is mostly known and preferred for daily boat tours on the
Euphrates River. Boat tours include the historical and cultural texture of the region as it has a
dramatic history after submerging. Since there is an increasing demand from tourists, it is
important to learn and evaluate the problems of boat tours. Therefore, this study focuses on the
problems encountered in the boat tours in Halfeti with the perspective of tour guides.
The results of the study differ from the literature on that tour guides have faced two types of
problems. One is boat-related and the other is environmental and facility-related. The most
important boat-related problem is safety as boats do not have sufficient security measures
including lifejackets, fire extinguishers, and warning or information signs. Besides, sometimes
boats work with overcapacity. Worries about safety have shown that there is a security gap in daily
boat tours of Halfeti. Indeed, a while after tour guides had participated in this research, on 17
September 2020 one of the tour boats in the region was submerged during the tour and hopefully
all of the 26 tourists were rescued (NTV, 2020). Therefore, tour boats must take safety issues into
consideration. A similar pattern about the capacity was found by Çalıkoğlu and Gavcar’s (2019)
study. They focused on the industrial problems of daily boats in Fethiye and found that boats do
not have the standardized capacity. Thus, boats should carry passengers considering their capacity
and boat captains should give information about safety precautions and warnings before starting
the tour.
A boat tour in Halfeti takes approximately 45 minutes and tourists have some needs during these
tours. Accordingly, one of the boat-related problems is the lack of service during the tour.
Therefore, the boats should renew themselves in terms of toilets and food and beverage services.
On the other hand, sound-related problems prevent guides to give information during the tour.
Therefore, they mostly prefer to give information about the attractions on the tour bus. It is advised
that the variety of boat services should be increased and enhanced. There is also empirical evidence
about environmental and facility-related problems which are mostly about infrastructure and affect
the quality of boat tours. Different from the literature, the most mentioned problem was related to
the traffic and parking. Particularly during the high season, tour buses have difficulty in finding a
parking place. Because there is only one parking area with a capacity of 230 cars, which is not
sufficient in high seasons. So, there should be more parking places for tour buses. Moreover, it
takes approximately two hours to arrive Halfeti from Şanlıurfa. Thus, tourists need more and clean
toilets and sinks near the pier. This also constitutes a major problem for Halfeti.
Sometimes tour groups have a lunch break during boat tours as there are floating restaurants on
the Euphrates River. However, experiences with these restaurants are not always positive. Lack of
food variety, hygiene, qualified service, and staff are the problems that tour guides face during
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boat tours. Besides, tour groups come across noise and visual pollution in Halfeti, particularly on
the Euphrates River and the pier. This corresponds with Balık and Muslu’s (2016) results as they
also mentioned the pollution of rivers due to the boat tours. To prevent noise and visual pollution
and to improve the quality of service and staff, local people should be informed about the
importance of tourism and cleaning as Halfeti is also a slow city. As a result of these problems that
tour guides face with the boat tours, they choose safe and clean boats which also have a good sound
system.
The study findings contribute to the literature on the sense that the problems of boat tours are
evaluated. In the literature review, it is seen that a limited number of studies examines the boat
tours in Turkey. Furthermore, we have not come across any studies that have focused on the
problems in boating tourism in Halfeti. Therefore, it is thought to be the first empirical study on
this issue. In terms of the limitations of the study, the data collected only from tour guides. Future
studies should undertake a similar approach from different stakeholders such as tourists. Besides,
this research did not consider the cittaslow phenomenon, yet some results showed that there are
problems related with water and noise pollution in the boat tours. So, future studies should focus
on whether boat tours are run regarding the slow city movement or not.
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Abstract
Community colleges in Malaysia was established to provide the training and skills needed before
entering the labor market or furthering education to a higher level. The graduates are expected to
fulfil the industrial labor needs. The hotel industry offers products and services such as lodging,
food and beverage, and entertainment. While the main offerings are life essentials, others such as
pubs and casinos are not consistent with the Islamic Law. Majority of Community College students
are Muslims. Community College has been established for two decades but till date, studies have
not investigated its students’ intention to join the hotel industry. An open-ended question was
asked to all final semester Muslim students who have just completed their internship in the
industry. Thematic content analysis revealed that 36 percent of the students decided not to work
in hotel industry for a variety of reasons. The findings also revealed the perspective of those who
decided to join the industry. Some students portray a broad perspective of Hotel Industry and
Islam. It is beneficial when hotel managers understand the religion and have some degree of
tolerance. At the same time, the toleration should not be taken advantage of.
Keywords: community college, internship, career, hotel, Malaysia, Islam
Introduction
Community Colleges under the Malaysian Ministry of Education was established in 2001. It
provides a wide range of technical and vocational courses which includes Hotel Operation. Now
there are eight Community Colleges offering Certificate in Hotel Operation. The duration of study
to earn a Certificate in Hotel Operation is two years. Most of Community College students are
secondary school leavers. Community College provides educational opportunities to some of those
who are not qualified to enroll for pre-university programs such as A-Level, Foundation, and
Matriculation. Community Colleges play a significant role in local economic development,
vocational training and workforce development for industries including hotel industry. With the
prospects for future growth through the supply of trained youth to hotel industry, the study of
Community College student’s intention to join hotel industry is a worthwhile attempt.
Majority of Community College students are Muslim. There are several issues that occur in the
hotel industry involving Islamic religious sensitivities such as serving alcohol, forbidding female
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employees from wearing headscarf or hijab, and socialization issues that may lead to sexual
harassment among hotel workers. This situation is not in line with Islamic religious values, and it
may cause resistance to work in hotel industry despite the time and money spent to obtain a
Certificate in Hotel Operation. Two decades has passed since the opening of Community Colleges
in Malaysia. However, until today, exhaustive literature search failed to find studies of the
student’s intention to join the hotel industry. Tracer Study, a survey conducted by the Malaysian
Ministry of Higher Education collects information of graduates’ job status in conjunction with
their convocation ceremonies. The finding indicates that between 2014 to 2018 the percentage of
employed Community College Hotel Operation graduates is 78.4 percent (Ministry of Higher
Education, 2019). However, the study did not state the number of graduates who venture into hotel
industry.
This study aims to answer the question Do Community College students intend to seek
employment in hotel industry? and Why? Similar to Tracer Study, this study approached students
who have completed their studies. The respondents of this study have just completed their
industrial training, and they are about to graduate. This study contributes to theory by adding
literature of hospitality education, focusing on hotel industry potential workforce among
Community College students cum graduates. From the practical perspectives, the implication
involves several parties such as higher education institutions, the hotel industry, and students.
Literature Review
Employment is working with an entity to make a living, and career is the job done by a person
over a period of time until achievement of status, progress, and intrinsic satisfaction of the
occupation (Arnold, 2011; Samuel, 2017). Career is the relationship between individual life and
work environment. The relationship instils a responsible attitude such as responsibilities in family
life, responsibilities in social life and also responsibilities in working life (Coupland, 2004). This
is consistent with the Islamic perspective that interprets career as working to earn a living and
support dependents (Mustaffa & Ahmad, 2002). Prior to building a career in hotel industry, a
Community College student must seek employment in the industry.
Literature search of Community College students and graduates discovered only one recent article
related to Community College students’ career. The study that investigated Hospitality
Management students’ career choice discovered that traditional factors are greater influence of
students’ career decision compared to social media even though the students are from Generation
Y (Lee, Lee & Dopson, 2019). Many studies on Community College concerned on students’
academic achievement, as it is common for the students to leave the college without completing
their studies. Although education from the college has favorably affected their employment, those
who completed their studies and earned a credential reported better outcomes such as better pay
and higher job responsibilities (Hoachlander, Sikora & Horn 2003). In fact, some of those who
completed their studies have successfully improved their standard of living from poverty
(Hollifield-Hoyle & Hammons, 2015). Most of the studies found collected their data in the United
States of America.
In Malaysia, only one study of Community College students and graduates was found. The study
assessed Community College students’ employability skill acquisition. The skills assessed were
basic skills, interpersonal skills, personal qualities, thinking skills, resource skills and
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informational skills. Overall, the students’ employability skill acquisition was quite high (Omar,
Bakar & Mat-Rashid, 2012). In 2019, the Ministry of Tourism Malaysia projected that Malaysia
would receive more than 26 million foreign tourists who are expected to contribute RM 168 billion
by 2020. This should have a positive impact on the hotel industry in Malaysia, and this industry
requires skilled employees to satisfy their customers (Lockyer & Scholarios, 2004). Community
College is one of the feeders to the industrial needs where majority of Community College students
are Muslim.
Worldwide, studies have shown that career in hotel industry is not favorable due to low pay, low
social status, workload, stress, and long working hours (Ahmad, Rashid & Shariff, 2014; Brown,
2011; Jaafar, Ramli & Hussin, 2018; Zahari, Hanafiah, Othman, Jamaluddin & Zulkifly, 2010).
Excessive socialization that leads to sexual harassment is another issue frequently associated with
hotel industry. Examples of the sexual harassment are attempts to touch, rub, caress, and invitation
to have sex (Ali & Said, 2014). There is also court cases due to sexual harassment in hotel industry
(Donovan & Ho, 2017). In addition to this, the Muslim have other reasons not to build their career
in hotel industry; liquour and the non-Islamic employee uniform (Ahmad & Scott, 2021). In fact,
some were instructed to remove their hijab when working (Zahari et al., 2010). The issue of serving
alchohol, and including alchohol as a part of food ingredients has been discussed since 2005
(Jamaludin & Ramli, 2011).
Islam does not forbid the Muslim to seek the pleasures of the world but the wellbeing in the
hereafter should always be in mind. Having a job and building a career is a very important element
in human life in order to survive. It is highly demanded by religion as long as the job and career
chosen is consistent with Islamic law. Career selection process can be categorized into three main
processes, namely the process of knowing oneself, the process of getting to know the world of
work and also the process of assimilating oneself with the job (Subhan, Ahmad, Ahmad & Amat,
2015). Several factors determines a person’s career choice. Individuals whose personality lack
motivation and confidence will have difficulty making decisions in the career selection process
(Bacanli, 2012; Fabio, Palazzeschi, Levin & Gati, 2016). This difficulty also occurs due to the
internal factors of students who believe that the career choice to be made is likely to lead to failure
in the chosen career (Kırdök & Harman, 2018). Lack of information is also a cause of difficulties
in making career choice (Bullock-Yowell, McConnell & Schedin, 2014).
The Muslim dilemma in hotel industry and the aim of Community College to produce skilled
graduates to the industry makes it worthwhile to investigate the final semester students’ intention
to join the industry.
Methods
This study uses qualitative method. To answer the research question, students were asked to answer
a simple open-ended question which is Do you intend to work in hotel industry? Why? The
questionnaires were distributed to all the Community Colleges in Malaysia that offers Certificate
in Hotel Operation with the help of the Industrial Training Coordinator. The total number of final
semester Muslim students in all 8 Community Colleges under the Ministry of Higher Education is
200. The response rate is 100%. Final semester students were selected because they have just
completed their four months practical training. They already have the exposure to the industry, and
they are about to join the job market. Thematic content analysis was used to analyze the data. The

https://digitalcommons.usf.edu/m3publishing/vol16/iss9781955833004/1
DOI: 10.5038/9781955833004

152

Cobanoglu et al.: Advances in Managing Tourism Across Continents: Volume 1

qualitative data analysis involves two main steps. The first step is categorizing the answer into two
groups; those who intend to seek employment in hotel industry and those who do not intend to do
so. In the second step, respondent’s answer was coded and grouped based on the theme’s similarity.
Three respondents mentioned that they do not want to work in hotel industry without stating the
reason. More than one themes was identified from the answer of a few students. They are
categorized based on the theme that they reflect the most.
Findings
Nine themes were identified from the answer of those who do not intend to join hotel industry.
The themes are religious purpose, workload, time of work, pay, socialization, interest, career,
business, and intention to further study. Neutral themes were formed so that they can be used to
elaborate the answer of those who intend to join the industry as well. Finally, the answer of all
respondents is compared and analyzed to develop a meaningful discussion. Out of 200 students,
129 intend to work in hotel industry and 71 decided not to do so. Most of their answers are related
to religious purpose.
To Be in the Industry
The respondents intend to work in hotel industry because several hotels in Malaysia have adopted
Islamic hotel concept which allows their staff to wear a hijab even at the front office. Other hotels
that do not adopt Islamic hotel concept allows the Muslim staff to escape from serving liquor by
assigning the non-Muslim staff to do the task. Thirteen respondents decided to work in hotel
industry due to the realization that Islam urges the Muslim to work. When there is a choice, Shariacompliant hotel is preferred by the students. According to the respondents, they will work in hotel
industry because:
Some hotels have adopted Islamic concept which makes it easier for all Muslims to work in their field of
interest. (R5)
Many hotels have adopted Islamic concept. There are also hotels that serve liquor, but the job to serve the
liquor is assigned to the non-Muslim, and not the Muslim. (R53)
I do not see any problem to carry out my responsibilities as a Muslim (when working in hotels). (R32)
Obedience to religious orders that requires Muslim to seek sustenance to support our living. (R122)
Working remains a responsibility of a Muslim (regardless the hotel’s norms). (R44)

Thirty-four respondents decided to seek employment in hotel industry due to interest. R101 is
interested to work in hotel industry because of the various exposure and understanding gained from
the guests of various races who come. This helps me be creative and innovative. According to
R112, I will find a job in a hotel because that is my interest, and I will try to comply with the
Islamic requirements. Nine respondents mentioned that they will seek employment in hotel
industry because this is the field of their study, and they already have the basic knowledge and
skills to pursue their career in hotel industry. Three respondents mentioned that they want to work
in hotel industry because they can receive their pay consistently, and they are satisfied with the
pay.
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Not to Be in the Industry
Those who do not want to work in hotel industry for religious purposes perceived that hotels are
places of immorality and sins. They do not want income from the sales of liquor. Furthermore,
they are not allowed to wear hijab and pray. The respondents stated the following:
The staff uniform is not consistent with the Muslim dress code. (R147)
Some hotels do not encourage women to wear a hijab and even requires removing the hijab if they want to
work. (157)
We are not allowed to pray when we are serving for an event. (R185)
It is the place of immorality and sins. (R164)
Most hotels serve alcohol which will be a part of my income. (R156)

Other reasons for not wanting to work in hotel industry is the workload that is not compatible with
the pay, and the working time that makes it impossible to have work-life balance. According to
R30 It is difficult to take leave. R120 and R128 said The work is very tiring; it is long hours of
heavy work and R103 stated I would rather find a job that suits the pay. R146 answer clearly
reflects the situation.
I will not work in a hotel because the working hours are inconsistent, and I am always told to work overtime
which interferes with my other activities such as less time for family, worship and sports. In addition, the
work schedule is tight because some hotels reduce staff recruitment. (R146)

Six respondents are not comfortable with the socialization in hotel industry. R93 stated the social
activities are terrible. According to R124 The employees simply touch one another without any
care or cautiousness of personal boundaries. Two respondents, R78 and R108 mentioned that they
are not interested, and R168 mentioned that it is difficult to be promoted. Four respondents
mentioned about being entrepreneurs and another four intend to further their studies to a higher
level.
In conclusion, more than half of College Community students intend to work in hotel industry.
They have their own justifications. The themes and number of students mentioning the themes are
listed in Table 1.
Table 1. Themes of Intention to Work in Hotel Industry
Themes
Religious Purpose
Workload
Time of work
Pay
Socialization
Interest
Career
Business
Further Study
Did not state any reason

To Join Hotel Industry (129)
83
3
34
9
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Not To Join Hotel Industry (71)
34
7
6
4
6
2
1
4
4
3
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Discussion
Majority of Community College students who are about to graduate chose to work in hotel industry
upon graduation. They have acquired the skills needed, they value the exposure they have gained
from the industry, and they trust what they are doing is not against Islamic faith. This brings
positive light to the industry, and the community as well. As for those who decided not to join the
industry, most of the issues found in this study is consistent with previous studies. Low pay, high
workload, long and unfavorable working hours, sexual harassment and unfavorable work
environment are the common issues discussed worldwide (Brown, 2011; Jaafar, Ramli & Hussin,
2018). In Malaysia, a majority Muslim country, the issue of hijab and liquor has also been
discussed (Jamaludin & Ramli, 2011; Zahari et al., 2010).
During internship, the students experience different treatment and work environment. Hotel
managers can manage the experience by forming a more supportive environment by being Muslim
friendly. Examples of the support are assigning the non-Muslim to handle liquor, allowing the
Muslim female to wear hijab and allowing the Muslim to take turn to pray. However, Muslim
employees should not take advantage of such support merely to escape from work. When possible,
it is suggested that the Muslim pray when they are off duty or during breaks. For an organization
to succeed in global world, the managers must empathize with the various cultures and religions
and provide instrumental and psychosocial support to the diverse workforce (Malik, Lenka &
Sahoo, 2018). The perceived support will lead to organizational citizenship behavior (Dai, Hou,
Chen & Zhuang, 2018). Consequently, interns will be attracted to work, and remain in hotel
industry.
Interviewing candidates prior to enrolment is time consuming but it is beneficial as the interview
can help identify whether the candidate is suitable for the program of study. A realistic preview of
hotel industry will help the candidate decide whether they are suitable for the industry. They also
need to be informed of other options that they have upon graduation if they do not join hotel
industry. It is important for Community College leadership to focus on building organizational
environments that are characterized by investments in people and prioritize student success. This
is achievable through emphasis on building collaborative relationships, and engaging in activities
that demonstrate a care, particularly for the human needs of students (Scull, Harbour & Han, 2020).
Collaborative relationships with hotels have been emphasized in Community Colleges in Malaysia
by fulfilling hotel industry part-timers’ needs.
A few Community College students express their interest towards the industry. Interest and attitude
play a significant role in building one’s career. The Muslim’s job choice in hotel industry is not as
broad as the non-Muslim. Therefore, before applying or accepting the offer to study Hotel
Operation program, the Community College student needs to think ahead what they plan to do
upon graduation. Career is a process that is constantly ongoing in the life of an individual and it
requires good initial planning (Yusoff, Omar, Awang, Yusoff & Jusoff,, 2011). Such planning can
avoid wasting time and resources.
It is important for students to have a broad perspective of hotel industry. Hotels should be seen as
a business that provides food and lodging, and not the house of sins or brothel. In Malaysia,
prostitution is forbidden, and provision of such services should be reported. Many students
mentioned about liquor when it is only a part of hotel industry. Hotels have various departments,
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and liquor is only a part of Food and Beverage Department. Furthermore, Malaysia has a
significant number of Muslim Friendly hotels (Mat-Yusof, Wan Jusoh & Hashim, 2020).
A few students mentioned about socialization issues. While it is important to socialize in service
industry, there is a limit to socialization. Excessive socialization without care may lead to social
harassment charges (Donovan & Ho, 2017). It is the human behaviour that shape the image of the
hotel. It is also important for more students to have a broad perspective of Islam, such as realizing
the need to work and earn a living.
Conclusions
A higher number of Community College students intend to join hotel industry compared to those
who decided not to seek employment in the industry. The final semester students who have
experienced working in the industry during their four months internship have their own
justification. The justification varies based on their experience. Thus, thoughtful and responsible
employers may not have problems attracting Certificate in Hotel Operation, Community College
graduates.
This study contributes to literature by providing information regarding Community College
students intention to join hotel industry. Different from previous studies that mainly discussed
about negative perception towards hotel industry, this study also discovers why the soon to be
graduates want to join and build their career in hotel industry. Furthermore, studies of Community
College students is rather limited. Included in the discussion of this study is the implication for the
community, Community College students and management, and hotel industry. Although the
context of this study is Malaysia, other developing countries with diverse nation may benefit from
the findings of this study.
This study has several limitations. Firstly, this article only reveals the qualitative part of the
questionnaire that assess the student’s religiosity and career choice quantitatively. The open-ended
question was the last question asked to the respondents. This partially explain why most of the
answers linger around religion. Secondly, data is collected among students who are about to
graduate instead of graduates due to difficulty to contact the graduates. Finally, it is important to
note that the data was collected prior to COVID-19 outbreak. The pandemic may have changed
their perception of career prospects in hotel industry as the industry is severely affected.
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Abstract
Understanding the differences between event and destination images based on event type and
demographic variables of event visitors in the context of events has not been commonly observed
in developing countries. The aim of this paper is to provide a theoretical understanding of the
differences between the event and the destination images, based on the type of event, gender and
educational level of the event visitors attending MICE and mega-events. Data were collected face
to face by the author from 223 visitors’ attended festivals and conferences events in Jordan. The
Independent t-test and one-way ANOVA analysis were used to evaluate the hypotheses of this
paper. The findings showed as follows: 1) there are no differences between event and destination
images based on the type of event and the gender of event visitors; 2) there is no difference in the
event image based on the educational level of event visitors, but there is a difference in the
destination image; 3) event visitors have different experiences with different types of events. A
more detailed analysis found that different experiences varied based on the gender, educational
level and type of event of the visitor. The main contribution of this paper clearly demonstrated the
importance of discussing collaborations between event organizers and marketers as a driver for the
formation of event and destination images.
Keywords: event image, destination image, event type, demographic factors
Introduction
Since the 1970s, a significant number of studies have been performed on destination image (Chen
& Tsai, 2007; Gunn, 1972). Many scholars have discussed a wide range of themes relevant to this
topic, including the dimension and conceptualization of the destination image, recognizing the
effect of the destination image on the behaviour of visitors (Baloglu & McCleary, 1999b; Cai, Wu
& Bai, 2003; Echtner & Ritchie, 1993; Gartner, 1989), destination image measurements (Fakeye
& Crompton, 1991), changes in the destination’s image over time (Kim & Morrsion, 2005),
destination management (Pike, 2009), the effects of destination image on visitor satisfaction (Tasci
& Gartner, 2007), and the formation of the destination image (Echtner & Ritchie, 1993). The
formation of destination image is probably the most important among these themes, since it is
central to all problems of interest (Gallarza, Saura & Garcı́a, 2002).
A dynamic process is the formation of the destination image, affected by a variety of external and
internal factors (Kim & Morrsion, 2005). According to the comprehensive image-formation
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framework of Gartner (1994), when an event is hosted by a tourist destination, the image of the
destination will change due to various related factors, such as media exposure and word of mouth.
Accordingly, the image perceived by visitors can be influenced by different information sources,
such as advertising, news, celebrity endorsements and word of mouth (Huertas, 2018; Kim &
Morrsion, 2005), gender and education level (Beerli & Martin, 2004; Fakeye & Crompton, 1991),
type of event (Crompton & McKay, 1997; Deng, Li & Shen, 2015; Gwinner, 1997; Hallmann &
Breuer, 2010; Kaplanidou & Vogt, 2007), actual visitation (Gartner, 1994), and motivations
(Beerli & Martin, 2004).
Among several factors influencing the destination and event images, this paper focuses on planned
events, especially MICE and mega-events such as conferences and festivals, as described by Hiller
(1995). A planned event is considered a core element of a destination branding strategy (Getz,
2008). Planned events have been shown to alter the perceived destination images of visitors
(Baloglu & McCleary, 1999a; Getz & Page, 2016; Kim & Morrsion, 2005; Lee, Taylor, Lee &
Lee, 2005; Xing & Chalip, 2006). The term MICE in the context of tourism is an acronym for
meetings, incentives, conferences, exhibitions and mega-events. MICE and mega-events are
events and activities involving visitors who share a mutual interest. The venue for these events
offers the space and facilities required to meet the needs of those attending the event, which in turn
supports the development of the MICE and mega-event markets (Getz & Page, 2016).
In the event sector, the phenomenon of hosting events for tourism destinations has been widely
discussed (Deng & Li, 2014). The tourism literature focuses on whether events can enhance or
otherwise modify the image of the hosting destination, given the significance of the destination
image in the sense of destination branding (Getz, 2008; Qu, Kim & Im, 2011). Related research
centred on the economic, socio-cultural and environmental influence of these events on the host
city or country in the field of events (Getz, 2008). Event market demand and consumer studies of
event visitors were also analyzed (e.g., Getz, 1991). Scholars in both tourism and event fields
consider the impact of events as one of the common topics on the shift in the image of touristperceived destinations. Consequently, empirical studies have addressed and confirmed this effect
(Kim & Morrsion, 2005; Lee, Taylor, Lee & Lee, 2005; Xing & Chalip, 2006).
There is, however, a lack of research on the fundamental processes by which the destination image
is changed by event image based on the event type and demographic factors of event visitors (AlDweik, 2020; Arnegger & Herz, 2016; Pereira, Jerónimo, Sempiterno, Lopes da Costa, Dias &
António, 2021; Su, Nguyen, Nguyen & Tran, 2020). This is partly because of a theoretical and
contradictory interpretation of the mechanism of image-formation (Baloglu & McCleary, 1999a;
Gallarza, Saura & Garcı́a, 2002). The event and destination images are described on this basis as
perceptions of an event/a destination as reflected by the associations held in consumer memory
(Keller, 1993, p. 3). In the mind of the consumer, the event is an independent node of information
which contains unique images (Keller, 1993). In event-sponsorship literature, this mechanism has
been theorized as the image transfer theory (Gwinner, 1997; Smith, 2005). The theory of image
transfer is used to investigate how and why events change the destination image and the
psychological responses of visitors.
The purpose of the current paper is therefore to examine the differences between event and
destination images on the basis of event type and demographic variables of event visitors who
attended MICE events and mega-events in Jordan, such as conferences and festivals that can
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change the image of the hosting destination and improve the event image. Specifically, there are
two research objectives: (1) to explore the differences between event and destination images based
on the gender and educational level of event visitors; and (2) to explore the differences between
event and destination images based on the type of event such as conferences and festivals.
Literature Review
Differences Between Event Image and Destination Image Based on Gender and Education
Level
The destination image is made of people in many ways (Severt & Hahm, 2020). Through a number
of sources of information, such as magazines and newspaper articles, the internet and social media,
travel websites, videos, documentaries, friends and family, personal experience and characteristics
(Tan, Lee, Hew, Ooi & Wong, 2018). Characteristics include socio-demographic factors and sociopsychological factors (Rasoolimanesh, Jaafar, Marzuki & Mohamad, 2016). Some of the personal
characteristics are the motivations that lead individuals to a certain behaviour that brings positive
emotions because feelings can inspire individuals (Pestana, Parreira & Moutinho, 2020). Finally,
other factors, such as gender and education, inevitably affect the opinion and perception of visitors
(Rasoolimanesh et al., 2016). Therefore, many scholars refer to demographic factors such as
gender and education as factors that might shape the image of destination and event (e.g., SanzBlas, Carvajal-Trujillo, & Buzova, 2019).
Overall, focusing on the components that shape destination image and event image, one might
imagine that these images are subjective concepts, opinions and judgments that vary for
individuals (Getz, 2008). Several studies have explored the role of demographic factors, such as
gender and education, in influencing the image of the destination and event (Baloglu & McCleary,
1999b; Beerli & Martin, 2004; Gibson, Willming & Holdnak, 2003; Gwinner, 1997). However,
their results are incompatible with each other (Hallmann & Breuer, 2010). Beerli and Martin
(2004) have shown that women appear to be more positive about the image of a destination than
men. In contrast to this research, Gibson, Willming and Holdnak (2003) concluded that gender
does not affect the image of destination and event. With respect to demographic factors, it can be
inferred that gender was not found to be important to the work conducted by Gibson et al. (2003),
and is at the same time contrary to the findings of Beerli and Martin (2004). Despite these
conflicting findings, it is still assumed in this paper that the gender and educational level influence
the image of destination and event. However, differences between destination and event images
based on demographic variables are still not understood, especially in developing countries such
as Jordan (Papastathopoulos, Ahmad, Al Sabri & Kaminakis, 2020; Rafael & Almeida, 2017).
In addition, several studies have shown that people’s perceptions and feelings are based on their
experiences with the destination or event (Baloglu & McCleary, 1999b; Kaplanidou & Vogt,
2007). Several researchers examined the effect of educational level and gender on the image of
individuals holding destinations through events (Baloglu & McCleary, 1999b; Beerli & Martin,
2004; Walmsley & Jenkins, 1993). Getz (2008, p. 207) considered that people entering this area
of planned event experience come with needs and expectations, willingly enter the event to
experience something different and rewarding, engage in behaviour, emotions and cognitive
processes with the event program and other individuals. Another aspect that influences the event
experience is social contact and interaction (Getz & Page, 2005). Kim and Morrison (2005) found
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that overseas visitors have more positive images of the destination after the mega-event than
before, and that the images varied between visitors on the basis of gender and educational level.
The influence of demographic factors of event visitors who attended MICE events (meetings,
incentives, conferences and exhibitions) on the perceived destination image has been explored
(Baloglu & McCleary, 1999b; Beerli & Martin, 2004). However, the effect of the demographic
factors of event visitors on the perceptions of the destination image was not targeted, except for
the issue of the nationality of the event visitors presented, but without any focus on the perceptions
of domestic event visitors. One of the objectives of this paper is therefore to explore the differences
between event and destination images, based on the gender and educational level of event visitors,
in order to understand the image formation of event and destination, and to explore whether a
successful and sustainable event program can be structured on the basis of demographic factors of
the experience of event visitors. Consequently, the research hypotheses 1a, 1b, 1d and 1c are as
follows:
•
•
•
•

Hypothesis 1a: There is no difference in mean at event image based on gender.
Hypothesis 1b: There is no difference in mean at destination image based on gender.
Hypothesis 1c: There is no difference in mean at event image based on educational level.
Hypothesis 1d: There is no difference in mean at destination image based on educational level.

Differences Between Event Image and Destination Image based on Event Type
In the modern age, marketers and event organisers continue to be focused on special events that
attract people like magnets from inside and outside the destination. Some special events are mainly
local, while others are intentionally designed to draw visitors, such as festivals and conference
events (Getz, 1991). MICE and mega-events market are segmented into event type and source.
Based on the type of event, the market is classified as meetings, incentives, conferences,
exhibitions and mega-events. However, by source it is divided into domestic and international
events (Lu, Zhu & Wei, 2020).
According to Bowdin, O’Toole, Allen, Harris and McDonnell (2006) indicated, that different
motives appear to vary depending on the type of event. While Getz (2008) suggested that it is
difficult to predict exactly what meaning will be applied to the experiences, various types of events
offer different experiences. Getz (2008, p. 204) explained that social constructs emerge that
indicate to individuals what experiences and what they may imply in terms of social, cultural and
economic values are meant to reflect certain types of planned events. The idea of planned events
suggested by Getz (2008), which combines almost all kinds of events and other concepts in the
field of events, is another notable effort. As stated by Crompton and McKay (1997, p. 436),
different types of events are likely to be able to satisfy the same need, even if they are subject to a
different agreement, as well as the same type of event capable of satisfying different needs.
Kim and Ko (2020) investigated the effects of venue name and type of events on brand formation.
He proposed that frequent exposure to content-specific brand names and similar types of events
strengthens the link between local businesses and the MICE industry. The level of collaboration
between the event committee and the destination marketing organization (DMO), as stated by
Wang and Jin (2019), can affect the effectiveness of event-based destination marketing strategies.
Van Niekerk (2017) stated that event innovation, MICE, and mega-events will help with tourism
destination marketing and branding.
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Mega-events are defined as one-time events of an international scale, with a high level of media
coverage and effect on the host community due to the size of the event in terms of the number of
visitors (Malfas, Theodoraki & Houlihan, 2004). The location for these events offers the space and
facilities required to meet the needs of those attending the event, which in turn stimulate the
development of MICE and mega-events demanding (Getz & Page, 2005). According to Bob and
Potgieter (2013), hosting mega-events must be planned, particularly if more widespread benefits
are to be realized in the tourism industry and local communities. Positive experiences and the
destination image, in particular, should be incorporated into an effective destination marketing
strategy in order to attract more event visitors. As mentioned by Al Hallaq, Ninov and Dutt (2020),
that the host-city residents are the first to feel the effect of such events and are regarded as main
stakeholders.
Accordingly, festivals have become one of the fastest-growing types of tourist attractions
(Crompton & McKay, 1997). These attractions affect the overall image of the destinations, and
visitors know that they will appreciate about these features during their visit (San Martín & Del
Bosque, 2008). According to Getz (2008), the event is one of the driving forces in the tourism
industry and becoming one of the main destination marketing plans. The image formation depends
on the interaction of the particular factors such as word of mouth, and not just on the results of the
events that taking place at the destination (Jeong, Yu & Kim, 2020).
Festivals events have a major role to play in community life, offering vital activities and spending
opportunities for visitors, and improving the reputation of local communities (Getz, 1991). Rather,
the success of festival events depends more on the excitement of the local community and event
organizers than on specific natural or constructed attractions (Getz, 1991). As mentioned by Deng
and Li (2014), that after analysing the reactions of visitor, verified the impact of events on the
destination image, which results in the transfer of images between events and destinations. The
growth of festivals events in variety and popularity has been enormous in recent years (Crompton
& McKay, 1997; Getz, 1991). Numerous communities have created new festivals and events as
leisure and cultural opportunities for people, as well as their economic and community
development benefits. This significant growth has led to a parallel increase in event management
(Vassiliadis, Mombeuil & Fotiadis, 2021).
The MICE industry offers simple and efficient methods for organizing events and helps to select
the right destination that is the basis for a successful event (Tinnish & Mangal, 2012). The events
of the MICE industry play a key role in the future growth of businesses, communities, destinations
and other spectrum sectors in the region (Buhalis, 2000). MICE events (meetings, incentives,
conferences and exhibitions) have been described as the fastest-growing and most profitable sector
of the tourism industry and a new type of tourism resulting from a rise in the number of conferences
(Smagina, 2017). The conferences are a very effective tool to push and market a variety of
destinations and to draw visitors from around the world who successively contribute to the local
economy and develop the image of the country (Buhalis, 2000). This type of tourism is defined as
planned in advance and is intended for large groups of people for specific purposes (Buathong &
Lai, 2017). The conference events therefore bring immense economic benefits to the host nation
and the city hosting the event (Pavluković & Cimbaljević, 2020).
It is true that visiting a destination can be, in itself, a memorable experience, but it can be more
rewarding if visitors have interaction with local culture (Chen & Rahman, 2018). This refers not
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only to visitors but also to locals who lives in a tourist destination and spends their holidays there.
Visitors participate in events as actors in the experience (Pine, Pine & Gilmore, 1999). While the
experience of engaging in an event is a one-off moment, it persists in memory and may lead to the
process of image creation (Mendes, Valle & Guerreiro, 2011). Individuals can be grouped into
different groups, such as MICE events, depending on the type of event (Gwinner, 1997). Various
types of events have been established around the world, depending on the purpose of the event
(Brown, Chalip, Jago & Mules, 2002). Gonzalez and Falcón (2003) argued that, in order to have a
successful tourist destination for a type of tourism, it is important to consider the resources of the
destination.
In the tourism sector, events can increase the opportunities for attracting visitors to enhance the
standard of tourism experience (Smith, 2005), and add value to tourism destinations and contribute
to the decision-making process for spending holidays in the home country (Richards & Wilson,
2004). The new contribution of this paper is therefore to explore the differences between the event
and the destination images based on the type of events planned, such as festivals and conferences,
from the viewpoint and experience of event visitors. Hence, following hypotheses 2a and 2b are
proposed:
•
•

Hypothesis 2a: There is no difference in mean at event image based on the event type.
Hypothesis 2b: There is no difference in mean at destination image based on the event type.

Methods
The main purpose of this paper is to explore the differences between event and destination images
based on event type and the demographic factors (i.e., gender and educational level) of event
visitors who attended MICE and mega-events.
Sample
The demographic factors of sample visitor attendees are displayed in Table 1. The findings show
that the majority of respondents were male (55.6%) and female (44.4%), the majority were single
(55.2%), married (43%), while others (1.8%), and aged between 18 - 45 years (74.5%), followed
by 46-55 years (10.3%), less than 18 years (9.9%) and older than 55 years (5.4%). The nationality
of the visitors was Jordanian (100%). Concerning education levels, roughly (97.7%) had a college
degree or higher qualification. The largest group of respondents were working (36.8%), while the
smallest group was made up of retirees (3.1%). The majority group (52%) of respondents were
private and government employees regarding professions. Around 84.8% of respondents travelled
with family and friends. Nonetheless, (95.5%) of respondents visited and attended a festival, while
(4.5%) attended a conference.

163

University of South Florida (USF) M3 Publishing

Table 1. Demographic Characteristics of Sample (N= 223)
Gender
Marital status

Age

Nationality

Educational level

Male
Female
Total valid
Single

Frequency
124
99
223
123

Percent
55.6
44.4
100.0
55.2

Married

96

43.0

Other
Total valid

4
223

1.8
100.0

Less than 18 years
18-25 years
26-35 years
36-45 years

22
64
51
51

9.9
28.7
22.9
22.9

46-55 years

23

10.3

More than 55 years

12

5.4

Total valid

223

100.0

Jordanian

223

100.0

Others

0

0

Elementary school

5

2.2

36
126
32
24
223

16.1
56.5
14.3
10.8
100.0

High school
Undergraduate
High diploma
Postgraduate
Total valid

Occupation

The
companions

Event type

professional
Self-employed
Housewife
Government
employee
Business
owner
Student
Private sector
employee
Retiree
Other
Total valid
Alone
With my
spouse
With my
family
With my
friends
With my
relatives
With my
business
associates
With a tour
group
Others
Total valid
Festival
Conference
Total valid

Frequency
8
14
15
34

Percent
3.6
6.3
6.7
15.2

13

5.8

42
82

18.8
36.8

8
7
223
8

3.6
3.1
100.0
3.6

16

7.2

99

44.4

90

40.4

0

0.0

8

3.6

1

.4

1
223
213
10
223

.4
100.0
95.5
4.5
100.0

Data Collection
The sample was performed in the cities of Jerash and Amman in Jordan for the key survey.
Between May and July 2019, all participants who attended conferences, festivals and associated
events were approached at Jerash festival, Fuheis festival and international conferences. Event
visitors who attended these events were provided with a survey. 223 respondents were approached
in the completion of the survey in order to obtain a good size of study results.
The data collecting process started by distributing the survey to the target sample. The author and
his associates carried this out. Respondents were expected to be 18 years or older. A questionnaire
and a brief introduction of the main objectives of this research were provided to these respondents.
They were also told that it was voluntary for the survey. This approach offered an exceptional
opportunity for the author to address questions that might have been posed by the participants.
When these surveys were returned, in order to minimize the amount of missing data in the survey
questionnaire, the authors immediately checked the questionnaire to ensure that all parts were
correctly completed. Just a few respondents declined to complete the questionnaire to an
acceptable level in the case of this research. In addition, some participants did not remain or were
unable to complete the self-administered questionnaire until the end of their MICE and megaevents. Those who wanted to join were given the Google forms connect via social media. This
approach allowed them to complete the self-administered questionnaire again during their free
time and likewise sentences could be framed.
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Data Analysis
SPSS-22 has been used for testing the research hypotheses within the context of the study. The
Independent t-test and one-way ANOVA analysis were used to test the hypotheses. Two scales
were used in the present analysis, which is: firstly, 13 semantic differential scale 5-point items to
measure event image only anchored by extremely, neither, nor slightly. Secondly, 5-point Likerttype scale was used to measure the other conceptual structure construct. Event image was
measured by using thirteen items adapted from the study of Kaplanidou and Vogt (2007). Twenty
items were used for the measurement of destination image adapted by (Chen & Tsai, 2007; Fakeye
& Crompton, 1991) scales. Table 2 shows all factor loadings and reliability 33 estimates for each
construct. Consequently, it is observed that composite reliability (CR) scores are ranged between
0.930-0.952 and Cronbach’s alpha estimates scores are ranged between 0.938-0.946 which
indicate that all measures are significantly reliable as suggested by Netemeyer, Bearden and
Sharma (2003). Additionally, for convergent validity; the factor loadings of all constructs are large
and significant. Discriminant validity of the constructs are determined by average variance
extracted (AVE), and the AVE scores for all constructs exceed the minimum standard cut point of
0.50 (Fornell & Larcker, 1981).
Table 2. Factor Loadings and Reliability Scores
Variables
Event Image
Destination Image

N
13
20

AVE
0.509
0.504

CR
0.930
0.952

Cronbach’s Alpha
0.938
0.946

All items are acceptable because the Average Variance Extracted is higher than 0.5. Composite reliability and
Cronbach’s Alpha are higher than 0.6.

Findings
Testing of Hypothesis la and 1b
Table 3 displays the findings of an independent t-test analysis used to explore significant gender
differences of event visitors between event and destination images. The independent t-test analysis
in this section was therefore designed to examine the proposed hypotheses 1a and 1b.
Table 3. Summary of the Independent T-Tests on Statistical Differences Based on Gender
Between the Image of Event and Destination
N
Event Image

Destination
Image

Mean

SD

Male

124

4.071

0.749

Female

99

4.120

0.816

Male

124

3.977

0.722

Female

99

4.142

0.637

Independent t-test
SE
t
Equal
variances
assumed
Equal
variances
not
assumed
Equal
variances
assumed
Equal
variances
not
assumed

df

.10505

-.460

221

Sig. (2tailed)
.646

.10606

-.456

201.600

.649

.09242

-1.794

221

.074

.09114

-1.819

218.753

.070

F

Sig.

.777

.379

1.056

.305
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There are no statistical differences (p>0.05) between event image and destination image of key
determinants that play a key role in determining event visitors. Therefore, recognizing the
differences between the variables in order to classify this type of visitor as follows: (1) event image
(F-test = 0.777, p > 0.05), hence, hypothesis 1a (there is no difference in mean at event image
based on gender) is accepted; (2) destination image (F-test = 1.056, p > 0.05), therefore, hypothesis
1b (there is no difference in mean at destination image based on gender) is accepted.
As a result, Table 3 shows that males more than females, place greater importance on the image
variables of the event and the destination. However, the results revealed that the gender of the
respondents in the event image was not statistically affected by event visitors (sig=.379) and the
destination image (sig=.305) was contingency related to the experiences of the respondents,
suggesting that the event visitors had different experiences in terms of whether they were male or
female and had a superior relationship with the event organisers. The finding is consistent with
(Rasoolimanesh et al., 2016; San Martín & Del Bosque, 2008; Sanz-Blas et al., 2019) that gender
could influence destination and event images. On the contrary, Beerli and Martin (2004) have
shown that women tend to be more positive than men about the image of event and destination.
Testing of Hypothesis l c and 1d
Table 4 shows the findings of the One Way-ANOVA analysis used to examine significant
differences in the educational level of event visitors between event and destination images. The
purpose of One Way-ANOVA in this section was therefore to examine the proposed hypotheses
1c and 1d.
Table 4. Summary of the One Way-ANOVA on Statistical Differences Based on Educational
Level Between the Event and Destination Images
N
Event Image

Destination
Image

Mean

S.D

One Way-ANOVA

Elementary school
High school
Undergraduate
High diploma
Postgraduate
Elementary school

5
36
126
32
24
5

4.800
4.139
4.083
4.041
3.997
4.800

0.275
0.860
0.772
0.761
0.749
0.308

Between Groups
Within Groups
Total

Sum
of
Squares
2.897
131.485
134.382

df

Between Groups

5.817

4

1.454

High school
Undergraduate
High diploma
Postgraduate

36
126
32
24

4.151
4.016
4.172
3.760

0.592
0.656
0.725
0.855

Within Groups
Total

99.615
105.432

218
222

.457

4
218
222

Mean
Square
.724
.603

F

Sig.

1.201

.311

3.183

.014

There is no statistical difference (p>0.05) in event image. However, there is a statistical difference
in destination image (p<0.05) between key determinants that play a key role in determining the
event visitor. Therefore, recognizing the differences between the variables in order to assess the
level of education of visitors as follows: (1) event image (F-test = 1.201, p > 0.05), thus, hypothesis
1c (there is no difference in mean at event image based on educational level) is accepted; (2)
destination image (F-test = 3.183, p < 0.05), hence, hypothesis 1d (there is no difference in mean
at destination image based on educational level) is rejected.
The findings in Table 4 show that the educational level is approximately similar between primary
school, undergraduate, high school and postgraduate level among event visitors. As a result, the
value of the event image variables was (sig=.311) and the destination image (sig=.014) may be an
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indicator of the normal figures and demographic factors between the visitors. This indicates that
event visitors will visit or participate in events based on the motivation of event organizers during
the event. The educational level is therefore essential based on the type of event. The result is in
agreement with (Baloglu & McCleary, 1999b; Beerli & Martin, 2004; Kim & Morrsion, 2005) that
educational level could have an effect on the image of individuals keeping destinations through
events.
Testing of Hypothesis 2a and 2b
Table 5 shows the findings of independent t-test analysis used to investigate differences in event
type between event and destination images to examine the proposed hypotheses 2a and 2b.
The findings indicate that there are no statistical differences (p > 0.05) between event and
destination images based on the type of event to key determinants that play a key role in
determining the event visitors. In this regard, the identification of differences between variables in
order to consider the needs and wants of event visitors is as follows: (1) event image (F-test =
0.012, p > 0.05), thus, hypothesis 2a (there is no difference in mean for event image based on event
type) is accepted; (2) destination image (F-test = 1.925, p > 0.05), hence, hypothesis 2b (there is
no difference in mean at destination image based on the event type) is accepted.
Table 5. Summary of the Independent T-Tests on Statistical Differences Based on the Type of
Event Between the Event and Destination Images
N
Event Image

Destination
Image

Mean

S.D

Festival

213

4.092

0.777

Conference

10

4.108

0.833

Festival

213

4.069

0.670

Conference

10

3.655

0.981

Independent t-test
S. E
t
Equal
variances
assumed
Equal
variances
not assumed
Equal
variances
assumed
Equal
variances
not assumed

df

.252

-.062

221

Sig. (2tailed)
.951

.269

-.058

9.751

.955

.222

1.866

221

.063

.314

1.319

9.398

.218

F

Sig.

.012

.912

1.925

.167

The results in Table 5 show that the type of MICE and mega-events (i.e., festivals and conferences)
is not statistically relevant for event visitors that the event image was (sig =.912) and the
destination image was (sig =.167). On this basis, the findings showed that the event was used by
visitors to evaluate aspects of the event type components. The findings are in agreement with Getz
(2008), who clarified that it is difficult to predict precisely what the significance of the experience
would be due to the various types of events that can give rise to different experiences. This result
will help marketers and event organizers to build a new marketing strategy.
Conclusions
The goal of this paper was to explore the differences between event and destination images on the
basis of the type of event, the gender and educational level of the event visitors who attended and
participated in MICE and mega-events by examining festivals and conference events in Jordan.
Results have shown that demographic factors and event type are useful for the formation of
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destination and event images. This study confirmed the belief that the destination and event images
are a guiding variable for the positive attitude of visitors to festivals and conference events. For
this research, it was accepted for hypothesis 1a and 1b that there is no difference in mean at event
and destination images based on gender. However, differences based on the educational level have
been established as a major predictor of event and destination images to attend and participate in
festivals and conferences in the destination, thus hypothesis 1c is accepted and 1d is rejected that
there is no difference in mean for event and destination images based on the educational level.
However, the findings have also been contradictory. This result is also consistent with the
experimental results of Xing and Chalip (2006) and confirms the existence of image transfer in the
true sense of event tourism. Demographic factors could therefore influence destination and event
images (Beerli & Martin, 2004). Accordingly, the findings of this study indicate that the image of
event and destination differences based on event type (hypothesis 2a and 2b) was accepted by
event visitors that there are no differences based on the type of event. The effect of event and
destination images was direct via the event visitors to the festival and conference event. This effect
has not been previously studied in tourism literature in developing countries and thus offers
empirical evidence for the significant role of these variables in MICE and event tourism (AlDweik, 2020; Pereira et al., 2021). This indicates that visitor experience has a positive effect but
is not successful enough to allow for permanent changes in attitude (Gwinner, 1997; Smith, 2005).
Based on these results, it is suggested that MICE and mega-events have distinct characteristics that
provide substantial opportunities for nation branding for the host destination and event image
formation. The results therefore indicated that there is no difference between destination and event
images based on gender, educational level and type of event.
Theoretical Implications
With the majority of MICE and mega-event literature focused on concrete legacies in developed
countries, this paper aims to address this imbalance by emphasizing the importance of recognizing
destination and event images based on the type of event and demographic factors to be
accomplished by a developing host country. More specifically, the findings demonstrate the
predictive capability of various dimensions, as well as the formation of destination and event
images for predictive outcomes relevant to demographic factors and event type. From a theoretical
perspective, this research provided four contributions: first, hosting a planned event, such as a
festival or a conference, will contribute to the formation of destination and event images. Second,
a long-term visitor to developing country destinations and events. Third, event organizers and
marketers can customize the event to their specific needs based on the type of event, gender, and
educational level of visitors. Finally, the study advances a conceptual framework that is specific
to the MICE and event context, which will serve as a foundation for future studies, ideally using a
longitudinal research methodology that will more adequately tap into the dynamics of MICE and
mega-events in the long term.
Practical Implications
The significant benefits of MICE and mega-events for nation branding are especially important
for developing nations such as Jordan, which struggle to gain positive global exposure for a variety
of reasons. The implications of this paper are important for event organizers and marketers. In
terms of event management, the destination image with event image is particularly influential in
predicting the probability that visitors will participate in future events, as well as their experience
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with event visitors. This idea provides an opportunity for event organisers and marketers to
influence their visitors’ experiences by offering services that meet and exceed their expectations.
As a result, the paper confirms the prevalent view in destination literature that advocates for the
sustainability, planning, and management of a portfolio of events for a destination.
Limitations and Future Research
During the survey, the author struggled to obtain authorization from the government to conduct
the survey in those events. It is therefore suggested that further research should be carried out in
the future to test these hypotheses with other types of events in order to further improve the
importance of event image, destination image, visitor satisfaction and behavioural intentions.
Based on the above results, future research could also examine the specific variables correlated
with the importance of event management in the context of this paper. However, this paper is a
starting point for discussing how the event and destination attributes can have an impact on the
decision-making of event visitors to take part in a particular event again. Finally, future studies
should examine the role of the basic image of event and destination in international and local
events in order to determine if there are variations in predictive validity between measures. This
study benefits the MICE and event industry by demonstrating how to create a sustainable business
model for both the community and the industry, as well as by suggesting a future direction. In
future research, it will be important to explore ways to create a sustainable environment while
taking into consideration all aspects of sustainability.
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Abstract
Among alternative approaches to tourism in Turkey, medical tourism has an important potential
to regulate the seasonal and geographical distribution of tourism and to create new potential areas
for changing consumer preferences in the foreign market. The purpose of this study is to determine
the service quality perceptions of tourists participating in medical tourism and to detect the effects
of perceived service quality dimensions on perceived value and customer satisfaction and revisit
intention. In line with this purpose, qualitative and quantitative data were collected with a
questionnaire form by conducting face-to-face interviews with patients coming to a public hospital
in Edirne from Balkan countries in order to reach detailed and reliable information. The descriptive
statistics of the research were carried out using the licensed SPSS 22.00 package program.
Thematic analysis was applied to the data obtained from semi-structured interviews and the data
were analyzed with MAXQDA 2020 program. As a result, foreign patients in the hospital where
the study was conducted were determined to be extremely satisfied with the quality of the healthrelated services they received. However, it was concluded that the access to the hospital through
communication channels was not easy and quality of accommodation services were insufficient.
Keywords: health tourism, service quality, Edirne, public hospital
Introduction
The concept of health tourism occurs when consumers seek more cost-effective and higher quality
healthcare services outside their country of residence (Cohen, 2013). Health tourism can be defined
as individuals traveling from their country of residence to another country to receive healthcare
services (Connell, 2013). Health tourism has attracted great attention in recent years and is defined
as a very important alternative type of tourism. Medical tourism, a subtype of health tourism, has
a rapidly growing importance in the tourism industry. In addition to its great and significant
economic potential, medical tourism is a new phenomenon that draws considerable interest due to
the changing appearance of the provision of healthcare services. The medical tourism industry
creates employment by combining with other sectors especially such as medical devices and
pharmaceuticals. Moreover, it contributes to the national economy as a high value-added industry
resulting in various economic impacts. Therefore, the importance of the medical service industry
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has been increasing day by day. There is a rapid increase in the number of patients traveling to
developing countries especially for medical treatments.
Medical tourism, as a niche area of tourism sector, has showed a promising growth since the day
it was introduced. According to the Medical Tourism Index (Medical Tourism Index, 2018), it is
forecasted that the global medical tourism market will reach approximately 3 trillion dollars in
2025 with an annual growth rate of 25%. This growth in the market is seen especially in developing
countries such as Thailand, Taiwan, Singapore, Malaysia, Costa Rica, Mexico, Turkey and India.
The diversity of medical treatments, improved healthcare infrastructures and lower medical costs
in these developing countries are just a few of the key reasons (Heung, Kucukusta, & Song, 2011;
Rogers, 2008) According to the new report from Medical Tourism Index (2020), Canada, England
and Israel also had a large share in the medical tourism market in addition to the developing
countries in 2019.
According to the report prepared by the Central Anatolia Development Agency (2020), the number
of medical tourists traveling outside their own countries within the scope of health tourism in order
to get quality healthcare services at more affordable prices and shorter waiting times is now
approximately 30 million people on the annual basis. Health tourism expenditures in the world are
expressed as approximately 500 billion dollars. Although countries vary according to their level
of development, a share of 2-16% of their GNP is allocated for their health expenditures. This high
amount of expenditure means a very important economic resource for countries providing medical
tourism services. The number of international patients coming to Turkey has increased with each
passing year. While 110,000 patients visited in 2010, this number increased to 500.000 in 2014.
765.000 foreign patients visited Turkey in 2017. Considering the increase between the periods,
there was an increase of 355% from 2010 to 2014, and 53% from 2014 to 2017. Thanks to its
geographical location and cultural structure as well as health sector capacity, Turkey’s potential to
compete in the field of health tourism in the world market seems quite high.
Thus, the purpose of this study is to examine the opinions of medical tourists coming to a public
hospital in Edirne from Balkan countries about the perceived quality, perceived value, customer
satisfaction and intention to revisit regarding the healthcare services they received. Therefore,
research questions are as follows:
•
•
•
•

Q1. What are the factors affecting the quality perception of medical tourists regarding the
healthcare services they received?
Q2. What are the factors affecting the satisfaction of medical tourists regarding the healthcare
services?
Q3. What are the factors affecting the intention of medical tourists to revisit a public hospital in
Edirne?
Q4. What is the relationship between the opinions of medical tourists about the perceived quality,
perceived value, customer satisfaction and intention to revisit regarding the healthcare services
they received?

This study consists of four parts. For the first part of the study, the literature was reviewed and
information was given about the research variables. The second part includes the research method.
Findings and discussion are found in the third and fourth parts, respectively. For the conclusion
part, information was given about the research results and the limitations of the research were
mentioned by presenting opinions and suggestions. This study is thought to contribute to the future
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studies on similar issues. Consequently, the development of such a study has value to both
researchers and practitioners. It can be useful to researchers in developing and testing theories
related to medical tourism, and in helping to understand what drives the medical tourism industry
from the customer’s perspective of benefits and sacrifice.
Literature Review
Perceived Quality and Perceived Value
As people always pay attention to the quality of the product or service they purchase, managers,
employees and suppliers consider the quality of the product or service they offer a strategic goal
to gain competitive advantage. This is important especially in the labor-intensive service sector
such as tourism. Accordingly, the quality of the services in medical tourism is a significant and
priority factor to be taken into consideration (Al-Damen, 2017). Healthcare organizations aim to
maximize their service quality to increase patient satisfaction (Belaid, Bouchenafa, Barich, &
Maazouzi, 2015). The quality of the healthcare services is expressed as the provision of diagnosis,
treatment and care services in accordance with internationally recognized standards and meeting
the expectations and needs of the patients. The Institute of Medicine in USA stated it as the high
probability of achieving the desired health outcomes for the healthcare services provided to
individuals and the degree of compliance with the existing professional knowledge in accordance
with another definition in 1990 (Tengilimoglu & Isik, 2010).
The relationship, difference and rating between the expectations of patients about the service
performance before and after receiving healthcare services constitute the perceived service quality
(Bulgan, 2002; Tas, 2009). The known factors of attraction for the medical tourism include
advanced technologies, high level of doctor expertise and the use of new treatments. Patients’
perceptions about the services provided should be constantly assessed in order to determine the
quality of the healthcare services. It is necessary to analyze the experiences of the patients in order
to increase the quality of the healthcare services (Veerasoontorn & Beise-Zee, 2011). Quality is
important for the success of healthcare enterprises since the perceived healthcare service quality
of the patients has positive effects on consumer satisfaction and business profitability (Turkdogan,
2016).
Service quality in medical tourism is divided into five dimensions as reliability, responsiveness,
assurance, empathy and tangibles. The reliability dimension includes providing the right healthcare
service to the patient at the right place and time, and pricing the services correctly; the
responsiveness dimension includes the readiness, willingness and enthusiasm of the healthcare
personnel to provide services, and the provision of the services on time; the assurance dimension
includes the healthcare personnel being polite, knowledgeable, sincere, polite, smiling and reliable;
the empathy dimension includes the personalized attention of the healthcare personnel to the
patient and the arrangement of their working hours; the tangibles dimension includes the physical
structure, materials and personnel of the facilities (Neupare & Devkota, 2017; Turkdogan, 2016;
Zeithaml, Parasuraman, & Berry, 1990). Tengilimoglu and Isik (2010) listed the quality elements
in medical tourism as access to service, accreditation, suitability, continuity of care, efficacy,
adequacy, equity, fairness, responsiveness, safety, satisfaction, and on-time service. There are
differences in factors such as course of treatment, physical environment, technical quality,
adequacy of care, interaction/courtesy, accessibility (minimum waiting time), cost and facility
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building while determining the quality of the healthcare services and traditional service quality
(Turkdogan, 2016).
Zeithaml (1988), and Dodds, Monroe, and Grewal (1991) have considered that perceived value is
formed by comparing the perceived quality, perceived effort (the energy exerted by the consumer
to reach the product or service), and perceived prices. During the relevant literature review, it is
seen that concepts such as perceived benefit, perceived monetary price, perceived non-monetary
price, psychological price, behavioral price, perceived quality, play a role in the development of
the concept of perceived value. In addition, the characteristics of the product and service, the
customers’ level of interest, needs, expectations, motives, personality structures and social status
are effective on the perceived value (Al-Sabbahy, Ekinci, & Riley, 2004; Demirci, 2018; Monroe
& Chapman, 1987; Zeithaml, 1988). The important factor that affects the perceived value is
considered the change in consumption habits over time (Chen & Dubinsky, 2003). The perceived
value, which may vary over time, affects not only customer selection behavior in the pre-purchase
phase, but also their satisfaction, advice and repurchase intention in the post-purchase phase (Lee,
Yoon, & Lee, 2007; Sanchez, Callarisa, Rodrίguez, & Moliner, 2006; Turkdogan, 2016).
The high perceived value increases the customer’s purchase probability of the product or service
and enables companies to gain a competitive advantage. There are many international healthcare
organizations trying to maximize this value in medical tourism (Ari, 2017; Lawonk, 2014;
Turkdogan, 2016). Wang (2012) examined the relationship between the perceived values of the
customers and medical tourism and analyzed the data of 301 participants in China. As a result of
the study, the perceived value was determined as one of the main components that strongly affected
the purchase intention of the customers.
Customer Satisfaction and Intention to Revisit
Customer satisfaction is expressed as the response process regarding the evaluation of the
differences between the expectations of the customer before the act of purchasing the product or
service, and the product or service performance after the act of purchasing (Aydın, 2019;
Burcuoglu, 2011). Karpat (1998, as cited in Bayuk & Kucuk, 2007) has generally stated customer
satisfaction as the pre-purchase expectations of individuals and the ratio of adequacy they obtain
as a result of the purchase. Olson and Dover (1979) defined customer satisfaction as the demand
and commitment of the customers’ needs, requests and expectations to the next product during the
consumption of the product or service. Studies have shown that the customer satisfaction includes
the processes before and after purchasing the product or service.
Considering customer satisfaction in medical tourism, it has been seen that the first studies were
performed in the field of nursing in the United States of America in 1956. In Turkey, these kinds
of studies have been carried out in order to improve healthcare services in healthcare institutions
and have been becoming increasingly common (Apay & Arslan, 2009). Turan (2004) has
mentioned that medical tourism has its own characteristics and that the customer satisfaction is
also shaped by these characteristics. Also, Turan has stated that the uncertainty of the demands,
the magnitude of the risks, the need for expert knowledge, and the lack of sufficient information
about the service customers demand constitute the characteristics of the socially-classified medical
tourism. Kavuncubasi (2000, as cited in Aslan & Sezgin, 2017) expressed that the profiles of the
customers in medical tourism included not only patients, but also all individuals and institutions
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participating in the healthcare service process. It is wrong to consider only the demands of patients,
and everyone involved in the process should be evaluated equally while determining the customer
satisfaction in medical tourism (Ozer & Cakil, 2007). As a result of their studies, Cati and Yilmaz
(2002) have stated that the customer satisfaction in medical tourism is determined by the perceived
quality. In addition, they have emphasized that patients’ demands for medical treatment services
again for any reason are directly proportional to the customer satisfaction and perceived quality.
Yagci and Duman (2006) have indicated that the demographic characteristics of the patients
demanding medical treatment services, their past experiences from other hospitals, and their
experiences in the current hospital are factors affecting the customer satisfaction in medical
tourism.
Perceived Quality, Perceived Value, Customer Satisfaction and Intention to Revisit in Medical
Tourism
Medical tourism contributes significantly to the economy of many countries. While medical
tourism offers economic contributions such as employment creation, accommodation, food and
beverage, shopping, to the country providing services, it enables the patients to obtain tourism
opportunities as well as low cost, saving of time, and treatment (Pan & Chen, 2014). Therefore,
medical tourism is a very profitable sector for the developing countries.
Connell (2006) has highlighted that a distinction should be made between medical tourism and
health tourism, since medical tourism is the correct term in cases where medical interventions are
required. Medical tourism provides not only surgical intervention (medical treatment) to which the
tourist give priority, but also traditional tourism activities such as recreation and leisure time
activities in tourist attractions (Sahbaz, Akdu, & Akdu, 2012). Medical tourism is defined as
individuals traveling from their own countries to another country for the purpose of receiving any
treatment within the scope of medical, surgical fields or dentistry (Harahsheh, 2002).
According to the results of previous studies, the most preferred countries in medical tourism are
India, Thailand, Singapore, the United States of America and Malaysia, respectively. In particular,
India is considered as the center of medical tourism in these countries. Today, the success rates of
surgical operations with low treatment costs and high risk of infection in India have become
comparable to the best accredited hospitals all around the world (Bookman, 2007; Connel, 2006).
When the importance of the quality of medical services recognized by the medical tourist is
emphasized in the literature, there are also studies aimed at determining the factors affecting revisit
intention, including the relationship between the quality and satisfaction of medical services
(Cham, Lim, Aik, & Tay, 2016; Cham, Lim, Sia, Cheah, & Ting, 2021; Farrukh, Shahzad, Sajid,
Sheikh, & Alam, 2020). Since this study contributed to the existing studies in the literature and
brought a different perspective, it addressed the perceived quality and value of medical tourists,
their satisfaction and their intention to revisit.
Methods
The purpose of this study is to investigate the opinions of medical tourists coming to a public
hospital in Edirne from Balkan countries about the perceived quality, perceived value, satisfaction
and intention to revisit regarding the healthcare services they received. In line with this purpose,
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qualitative and quantitative data were collected together, compared and evaluated how much they
supported each other so that detailed and reliable information could be reached. In general, mixed
methods research represents a research involving the collection, analysis, and interpretation of
quantitative and qualitative data in a single study or a series of studies investigating the same
fundamental phenomenon (Leech & Onwuegbuzie, 2009). Since this study examined the
experiences of patients being treated in a public hospital, phenomenological psychology, one of
the phenomenological research designs, was used. The phenomenological research design, which
studies the experiences of the participants from their own perspectives, reveals the similarities and
differences between their experiences. The purpose of the phenomenological research, which deals
with the individual experiences of the participants, is not to generalize, but to identify the facts
(Gocer, 2013; Yolcu & Bayram, 2015). Phenomenological psychology, on the other hand, refers
to the researchers carrying out the study by going beyond their own opinions and perceptions
without prejudice before having the relevant experience (Carpar, 2020).
This study used criterion sampling method, one of the purposive sampling methods, for
determining the sample. Participants have certain qualifications in the studies using the criteria
sampling method. Therefore, people with the specified criteria (qualifications) are included in the
study sample (Yagar & Dokme, 2013; Yasar, Inal, Kaya, & Uyanik, 2012). The sample of this
study consists of foreign patients being treated in a public hospital in Edirne. The basic criterion
of selecting the sample for this study is that the patient has been treated in a public hospital in
Edirne and is a foreign national.
The research data were collected through face-to-face interviews between 17 February 2019 and
24 October 2019. During the face-to-face interviews, the participants were asked to complete a
questionnaire containing questions on the research variables, and their answers to open-ended
questions addressed by the researchers were recorded. Prior to the interviews, the ethics committee
report was obtained for the interview questions and scale items, and each of the participants read
and signed the consent form before the interview and filling the questionnaire. Before starting data
collection, the researchers tried to provide confidence by stating that they would obtain the data
from the participants in order to use them only for research purposes and would not share them
with third parties.
The literature was reviewed to form the questionnaires and the scales of previous studies were
examined. As a result, the questionnaire was prepared using Saiprasert’s (2011) study. The
statements in the questionnaire were evaluated with a seven-point Likert scale. The questionnaire
form consists of five parts. The first part of the questionnaire consists of eight questions to
determine the characteristics of the participants. The Perceived Medical Treatment Quality scale
consists of nineteen statements in the second part; the Perceived Value scale of three statements in
the third part; the Satisfaction scale of three statements in the fourth part and the Intention to
Revisit scale of seven statements in the fifth part. The descriptive statistics of the research were
carried out using the SPSS 22.00 package program.
Thematic analysis was performed by using the MAXQDA 2020 qualitative data analysis program
with the data obtained from the semi-structured interviews. Thematic analysis (descriptive
analysis) aims to organize and classify the data obtained from the interviews or observations. In
addition, it collects the data under categories and themes by creating a specific framework.
Thematic analysis enables the data to be organized and described thoroughly (Baltaci, 2019; Braun
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& Clarke, 2019) and provides them to be presented in a summarized and interpreted form
(Ozdemir, 2010). At this stage, the data were individually coded, classified and divided into themes
by each researcher. Codings were created deductively and inductively. Deductive coding is created
with the studies and theoretical framework available in the literature (Sen & Oztekin, 2019).
Inductive coding, on the other hand, reveals the relevant categories and themes based on the data
obtained from the participants (Bumen & Yazicilar, 2020). The main themes were determined
based on the scales used for the quantitative data of the research. Then, the compatibility of the
sub-themes specified by each researcher was evaluated and common themes were
determined. Investigator triangulation method, one of the four types of triangulation by Denzin
(1978), was used in order to ensure the reliability of the study (as cited in Baskale, 2016). Based
on this method, all researchers took an active part in the period from data collection to
interpretation. Thus, it allowed us to prevent from revealing the coding and interpretation of the
data subjectively from a researcher’s point of view.
Scope of Research
The research included patients coming to a public hospital in Edirne from Balkan countries for
medical treatment. Since Edirne is a border city opening to the Balkans, it causes a large number
of people coming to the city due to different reasons. 51 patients coming to the hospital from
Balkan countries participated in the interviews within the scope of the research. During the study
period, the emergence of the COVID-19 pandemic, the closure of the borders, and the necessity of
hospitals to serve pandemic patients to a large extent led to an important constraint on increasing
the number of participating patients.
29 of the 51 patients participating in the study are female; 38 are married; 22 have high school
education and 14 have undergraduate education. Considering the age ranges, 16 are under the age
of 39, 16 are between the ages of 40-54, and 18 are the age of 54 and older. When the profession
distribution of the participants is examined, one third (17 participants) do not work and one third
are private sector employees. The treatment costs of only 2 patients in this hospital are covered by
the insurance in their own countries. Most of the patients (67%) have received medical treatment
from this hospital for the first time.
Participants were asked from what source they heard about this hospital before making their
decisions to get service from it. The participants obtained information about the hospital mostly
through their family - relative relations (14 participants) or the advice of their acquaintances (12
participants). There are also tight cultural ties as well as political links between Balkan countries
and Turkey. Therefore, the patients (11 participants) were found to be directed to be treated in the
relevant hospital by some political structures in their own countries. Also, medical advice (9
participants) is another source of information. While 17 of the participants were hospitalized for
1-8 days and 16 for more than 8 days, 18 had outpatient treatment. Considering the length of stay
in Edirne, 15 of the participants stayed in the city for 15 days or more. 17 of them stayed in the
city for 6-14 days, 16 for 1-5 days. Thus, outpatients were also found to stay in the city. Finally,
the majority of the participants were seen to come from Kosovo (34 participants) followed by
Bulgaria (9 participants), Greece (6 participants) and Macedonia (2 participants).
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Findings
The means of each variable in the quantitative data set (Table 1) were first calculated in order to
interpret whether qualitative data and quantitative data supported each other in the research. The
fact that all of the means are above 6 indicates that the perceived quality, value and satisfaction
are high, and there is also a tendency to get service again from the hospital in the research.
However, it would be appropriate to interpret this situation considering that the hospital where the
study was conducted is a public hospital and that they provide services to patients coming from
the Balkans free of charge or at a very low price, compared to private healthcare institutions. When
examined in a more specific way, the least means in the intention to revisit variables belong to the
following statements: I will revisit this hospital even if the cost is higher than other countries.
(6.1569) and Even if the price goes up, I spend more money on medical treatment at this hospital.
(5.6863). These statements show that the participants may hesitate to revisit if the costs of this
hospital increase.
Table 1. Means of Variables
Variables
Perceived Quality
Perceived Value
Satisfaction
Intention to Revisit

n
51
51
51
51

Mean
6.6295
6.6667
6.7908
6.4762

Standard Deviation
.48398
.57349
.49424
.97087

The main and sub-themes that emerged after analyzing the interview data of the research are
presented in detail in Table 2. The main themes were determined based on variables in the scales
used during the literature review and the quantitative data collection of the research. However, the
answers to open-ended questions did not cover all of these variables. The statements about the
perceived quality, value and satisfaction of the participants are almost exactly the same. Therefore,
qualitative data were analyzed and the first of the main themes was determined as perceived quality
and satisfaction (Table 2) by combining the perceived quality, satisfaction and value. The reasons
that would trigger the intention to revisit formed a second main theme (Table 2) as suggestions to
support the increase in the quality and satisfaction perceptions of the participants.
Table 2. Main and Sub-Themes
Main Themes
Perceived Quality and Satisfaction

Sub-Themes
High-quality healthcare services
Well-equipped
High reliability
Hygiene quality
Caring and friendly healthcare personnel

Suggestions
(Revisit Intentions)

Priority for foreign patients
Increasing the number of healthcare personnel
Increasing the number of interpreters
Accessibility of the Internet
Better hygiene
Improving accommodation conditions
Better food and beverage service

When the patients participating in the interviews were asked what positive aspect would be
effective in this decision if they would prefer the hospital again, the results pointed out the
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perceived quality. During the interviews with the participants, especially the statements indicating
the quality of the healthcare service draw attention.
This is because the doctors are good. They could not diagnose my baby’s illness in Bulgaria. But here they
found it. (P38)
The most important reason is the experience of the doctor. (P24)
They would come back for control because they found their doctor very good. (P50)
Their professional equipment is very good. (P20)
We do not trust doctors and hospitals in our own country. The doctors in this hospital are reliable. (P28)

Figure 1. Perceived Quality and Satisfaction

The best medical devices are here. (P45)
It is the most equipped hospital in the area where I live. (P35)

Besides, the participants were extremely satisfied with the attitudes of the healthcare personnel in
the hospital under investigation and their interest during the treatment. In addition to the perceived
quality in healthcare institutions, this may have an important effect on the continuity of patients.
Some examples of participants’ statements regarding the behaviors of the hospital staff are as
follows;
The doctors and nurses are nice and very warm people (P48)
The healthcare personnel behave very well (P27)
Doctors in this hospital are reliable and tolerant. They give a warm welcome and are smiling (P28)

The following questions were asked to the participants and the precursors of their intention to
revisit the hospital were tried to be determined: Which problem should be resolved so that you
could revisit the hospital for treatment? and What are your suggestions for improving medical
services in this hospital?. When the answers to these questions which were asked in order to learn
the evaluations and suggestions of the participants about the hospital services are examined in
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detail, the biggest deficiency is the lack of Internet connection for the patients. Almost half of the
patients used statements emphasizing the need for Internet connection.
The lack of Internet connection is a problem. Talking on the phone is very difficult. You need to get a new
number in Turkey. (P7)
There is no Internet and TV in the room. It would be good if there was free Internet. (P38)

Figure 2. Suggestions on Hospital’s Service

When the means of the questionnaire questions regarding perceived quality are analyzed, the
lowest means belong to the following statements: Waiting time was short to get examined by the
doctor (6.2353) and Interpreting service was available. (6.2745). Nevertheless, it was not
surprising that the waiting time for the examination and the lack of an interpreter were also present
in the answers to open-ended questions. For the answers to open-ended questions, the participants
emphasized the solution of these two problems among their suggestions for improvement (Figure
2). Some of the participants’ statements on the relevant topic in the answers to open-ended
questions can be exemplified as follows;
Waiting time is too long. 5 minutes-10 minutes in each department, we are waiting for the examination the
whole day. (P7)
We kindly ask that foreigners be given priority while waiting in the line, as their time is limited. (P32)
There should be more interpreters. (P43)

Although the explanations of the participants about their satisfaction emphasized the interest and
good humor of the healthcare personnel, increasing the number of personnel was found to be a
precursor of the intention to revisit. Some of the participants had suggestions as follows:
The number of hospital personnel is not sufficient. The number of personnel should be increased. (P25)
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It is clearly understood from the statements of the participants that the healthcare and
accommodation services as a whole are important when it comes to not only the hospital service
but also the hospital service for foreign patients. Considering the suggestions for a better service
in this hospital, there is the focus on issues such as hygiene, cleanliness, room comfort, food and
beverage quality, which are components of every touristic service.
Hygiene and general audit are required. There are problems with toilets and hygiene. (P35)
I would like a better cleaning. No toilet paper and hand soap. (P24)
There is no TV in the room and we wanted a single room but it was not available. (P23)
There should be a place to sleep for the attendant in the room. (P44)
They asked for a private room but could not get it. (P50)
Food should be a bit better. Same meals are served at noon and in the evening. (P34)

When the research findings are summarized by giving the examples from the statements of the
participants, foreign patients in the hospital where the study was conducted were extremely
satisfied with the quality of the health-related services they received, but they did not find easy
access to communication channels and the sufficient quality of accommodation services.
Discussion and Conclusions
Conclusions
The main purpose of this study is to determine the service quality perceptions, value perceptions
and satisfaction levels of tourists participating in medical tourism, as well as to reveal whether
they have an effect on their intention to revisit. The research data were collected from the tourists
who had medical tourism experience in a public hospital in Edirne and came from Balkans
countries. As a result of the analyses, medical tourists in the hospital where the study was
conducted were determined to be extremely satisfied with the quality of the health-related services
they received. However, the most important results obtained from the statements of the patients
included that access to the hospital through communication channels was not easy and the quality
of accommodation services were insufficient.
The results of this study also support previous studies. As in the studies by Wu, Cheng, and Hsu
(2014) and Wu and Li (2014), this study showed that the physical facility quality of the hospital
was an important factor affecting the perceived general quality of medical tourists. The study
concluded that the affordable price factor, which was very important for medical tourists, had an
effect on revisit intention. The results of the previous studies conducted by Dichter, Chen, Saxaon,
Yu, and Suo (2017), Musa, Thirumoorthi, and Doshi (2012) and Zhang, Xu, Leung, and Cai (2016)
have also indicated that an appropriate and reasonable price plays an important role.
Another important finding of the study is the communication problem between the medical tourists
and hospital personnel. Speaking different languages and the lack of sufficient interpreting services
in the hospital are seen as an important factor impairing the quality by medical tourists. ManciniCross, Backman, and Baldwin (2009) also obtained similar results in their studies. Common
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spoken language will improve effective communication between hospital personnel and medical
tourists. Effective communication is very important in terms of the most accurate diagnosis and
treatment especially in the medical tourism industry.
Theoretical Implications
As for theoretical contribution, this study presents perceived quality, perceived value, customer
satisfaction and intention to revisit in medical tourism. As such, the use of a measurement scale of
destination image in the context of medical tourism would enhance the validity of the topic under
investigation.
Practical Implications
The most important result of this study is that the importance of touristic service quality should
not be ruled out as well as quality professional medical service in order to enable Turkey and
healthcare institutions in Turkey to reach a competitive position. Both the better medical treatment
opportunities and the accommodation service quality affect the continuity of the patients.
Therefore, it is of great importance to support healthcare services with efforts such as providing
comfort in patient rooms and increasing the quality and hygiene in the catering services. Along
with the integration of the health and tourism sectors, it will be possible to increase the revenues
and the number of tourists coming to the country for medical tourism.
The findings of this study are estimated to contribute to private and public hospitals that want to
provide services to medical tourists coming from Balkan countries in terms of creating a more
specific management and marketing strategy. The ever-increasing competitive nature of the
medical tourism industry is forcing hospitals to constantly attract new international medical
tourists and to increase the marketing efforts necessary for these medical tourists to revisit in the
future.
Limitations and Future Research
This study was limited to medical tourists coming to a public hospital operating in Edirne from
Balkan countries in order to be treated. In addition, the data collection process of the research was
compulsorily terminated due to the COVID-19 pandemic. As a result of the global impact of the
pandemic, border gates were closed, and international travel restrictions were imposed. This
hindered visitor coming to Edirne from Balkan countries. Therefore, the data collection process of
the study was completed in a shorter time than the projected period.
The interpreter was hired to communicate with some of the patients coming to the hospital for
treatment. Another limitation of the research is the misunderstanding and/or incomplete translation
that may occur during translation. The theoretical framework presented in this study was designed
to fit the special market of medical tourism. Therefore, its use in other industries is limited (Yu,
Seo, & Hyun, 2021).
For future research, this study may be conducted with different cultures and different destinations.
Also, future studies can also focus on domestic tourists and local people living in the destination.
Second, besides perceived quality, perceived value, customer satisfaction; tourist revisit intention
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is also influenced by other factors such as destination image, trust, and socio-demographic factors
(Suhartanto, Brien, Primiana, Wibisono, & Triyuni, 2020).
References
Al-Damen, R. (2017). Healthcare service quality and its impact on patient satisfaction Case of Bashir Hospital.
International Journal of Business and Management, 12(9), 136-152.
Al-Sabbahy, H. Z., Ekinci, Y., & Riley, M. (2004). An investigation of perceived value dimensions: Implications for
hospitality research. Journal of Travel Research, 42(3), 226–234.
Apay, S. & Arslan, S. (2009). Bir üniversite hastanesinde yatan hastaların tatmin olma düzeyleri [Satisfaction level
of inpatient in an university hospital]. Taf Preventive Medicine Bulletin, 8(3), 239-244.
Ari, H. (2017). Pazarlama perspektifinden medikal turizm ve Türkiye’nin medikal turizmdeki yeri [Medical tourism
and Turkey’s position in medical tourism from a marketing perspective]. Sağlık Yönetimi Dergisi, 1(1), 110.
Aslan, Ş. & Mete Sezgin, M. (2017). Özel sağlık kuruluşlarında müşteri memnuniyeti ve memnuniyeti oluşturan
unsurların araştırılması [The Research of the customer satisfaction and factors of constitutive satisfaction in
non-governmental health care organizations]. Sosyal ve Beşeri Bilimler Araştırmaları Dergisi, 1(20), 2340.
Aydın, T. (2019). Determining the level of service quality and customer satisfaction that foreign health tourists
coming to Turkey expect from hospitals (master’s thesis). Retrieved from Higher Education Council Thesis
Center. (Order No. 539872)
Baltaci, A. (2019). Nitel araştırma süreci: Nitel bir araştırma nasıl yapılır? [The qualitative research process: How to
perform a qualitative research?]. Ahi Evran Üniversitesi Sosyal Bilimler Enstitüsü Dergisi, 5(2), 368-388.
Başkale, H. (2016). Nitel araştırmalarda geçerlik, güvenirlik ve örneklem büyüklüğünün belirlenmesi [Determining
validity, reliability and sample size in qualitative research]. Dokuz Eylül Üniversitesi Hemşirelik Fakültesi
Elektronik Dergisi, 9(1), 23-28.
Bayuk, M. & Küçük, F. (2007). Müşteri tatmini ve müşteri sadakati ilişkisi [The relationship between customer
satisfaction and loyalty]. Marmara Üniversitesi İktisadi ve İdari Bilimler Dergisi, 22(1), 285-292.
Belaid, H., Bouchenafa, A., Barich, A. E., & Maazouzi, K. (2015). The quality of health services in Bechar Public
Hospital Institution. International Journal of Social Sciences, 4(2), 1-14.
Bookman, M. (2007). Medical tourism in developing countries. New York, NY: Palgrave Macmillan.
Braun, V. & Clarke, V. (2019). Psikolojide tematik analizin kullanımı [The use of thematic analysis in psychology].
Journal of Qualitative Research in Education, 7(2), 873-898.
Bulgan, U. (2002). Measurement of service quality in librarianship sector and application for an academic library
(master’s thesis). Retrieved from Higher Education Council Thesis Center. (Order No. 122612)
Bumen, N. T., & Yazıcılar, Ü. (2020). Öğretmenlerin öğretim programı uyarlamaları üzerine bir durum çalışması:
Devlet ve özel lise farklılıkları [A case study on the teachers’ curriculum adaptations: Differences in state
and private high school]. Gazi University Journal of Gazi Educational Faculty (GUJGEF), 40(1), 183-224.
Burcuoglu, M. (2011). Increasing customer satisfaction and loyalty the effectiveness of customer complaint
management: A case study (master’s thesis). Retrieved from Higher Education Council Thesis Center.
(Order No. 320236)
Carpar, M. C. (2020). Sosyolojide iki temel niteliksel desen: Fenomenolojik ve etnografik araştırma [Two
qualitative design in sociology: Phenomenological and etnographic research]. The Journal of Social
Science, 4(8), 689-704.
Cati, K. & Yılmaz, A. (2002). Hastaların hastane hizmetlerinin kalitesini algılama düzeylerinin ölçümüne yönelik
bir araştırma [A study on the measurement of patients’ perception of the quality of hospital services].
Pazarlama Dünyası Dergisi, 16(4), 46-53.
Central Anatolia Development Agency (2020). Kayseri Sağlık Turizminin Geliştirilmesi Mevcut Durum Analizi ve
2021–2030 Eylem Planı [Health Tourism Development in Kayseri, Current Situation Analysis and 20212030 Action Plan]. Retrieved from https://www.oran.org.tr/images/dosyalar/20200910102654_0.pdf,
Retrieved Date: 14.01.2021.
Cham, T. H., Lim, Y. M., Aik, N. C., & Tay, A. G. M. (2016). Antecedents of hospital brand image and the
relationships with medical tourists’ behavioral intention. International Journal of Pharmaceutical and
Healthcare Marketing, 10(4), 412-431.

185

University of South Florida (USF) M3 Publishing

Cham, T. H., Lim, Y. M., Sia, B. C., Cheah, J. H., & Ting, H. (2021). Medical tourism destination image and its
relationship with the intention to revisit: A study of Chinese medical tourists in Malaysia. Journal of China
Tourism Research, 17(2), 163-191.
Chen, Z. & Dubinsky, A. J. (2003). A conceptual model of perceived customer value in e‐commerce: A preliminary
investigation. Psychology & Marketing, 20(4), 323-347.
Cohen, I. G. (2013). Transplant tourism: The ethics and regulation of international markets for organs. The Journal
of Law, Medicine & Ethics, 41(1), 269-285.
Connell, J. (2013). Contemporary medical tourism: Conceptualisation, culture and commodification. Tourism
Management, 34, 1-13.
Connell, J. (2006). Medical tourism: Sea, sun, sand and… surgery. Tourism management, 27(6), 1093-1100.
Demirci, Ç. (2018). The effect of perceived value on customer satisfaction and loyalty in health tourism: A research
on health tourists (Doctoral dissertation). Retrieved from Higher Education Council Thesis Center. (Order
No. 501674)
Denzin, N. K. (1978). The research act: A theoretical introduction to sociological methods. New York, NY:
McGraw-Hill.
Dichter, A., Chen, G., Saxaon, S., Yu, J., & Suo, P. (2017). Chinese tourists: Dispelling the myths. Retrieved from
https://www. mckinsey.
com/~/media/McKinsey/Industries/Travel%20Transport%20and%20Logistics/Our%20Insights/
Huanying%20to%20the%20new%20Chinese%20traveler/Chinese-tourists-Dispelling-the-myths. ashx.
Dodds, W. B., Monroe, K. B., & Grewal, D. (1991). Effect of price, brand, and store information on buyers’ product
evaluations. Journal of Marketing Research, 28, 307-319.
Farrukh, M., Shahzad, I. A., Sajid, M., Sheikh, M. F., & Alam, I. (2020). Revisiting the intention to travel
framework in the perspective of medical tourism: The role of eword-of-mouth and destination image.
International Journal of Healthcare Management. Advance online publication.
doi:10.1080/20479700.2020.1836733
Gocer, A. (2013). Türkçe öğretmeni adaylarının dil kültür ilişkisi üzerine görüşleri: Fenomenolojik bir araştırma
[The opinion of Turkish student teachers on the relationship between language and culture: A
phenomenological analysis]. Erzincan Üniversitesi Eğitim Fakültesi Dergisi, 15(2), 25-38.
Harahsheh, S. S. (2002). Curative tourism in Jordan and its potential development (Unpublished master’s thesis).
Bournemouth University, United Kingdom.
Heung, V. C., Kucukusta, D., & Song, H. (2011). Medical tourism development in Hong Kong: An assessment of
the barriers. Tourism Management, 32(5), 995-1005.
Karpat, I. (1998). Müşteri tatmininin sağlanması [Ensuring customer satisfaction]. Pazarlama Dünyası Dergisi,
12(71), 22-24.
Kavuncubaşi, Ş. (2000). Hastane ve sağlık kurumları yönetimi [Hospital and health institutions management].
Ankara: Siyasal Kitabevi.
Lawonk, K. (2014). The influence of perceived value on eco-tourism purchase intention: Mediation effect of trust
and perceived risk (Doctoral Dissertation). Available from ProQuest Dissertation and Theses database.
(UMI No. 3686744)
Lee, C. K., Yoon, Y. S., & Lee, S. K. (2007). Investigating the relationships among perceived value, satisfaction,
and recommendations: The case of the Korean DMZ. Tourism Management, 28, 204-214.
Leech, N. L., & Onwuegbuzie, A. J. (2009). A typology of mixed methods research designs. Quality & Quantity,
43(2), 265-275.
Mancini-Cross, C., Backman, K. F., & Baldwin, E. D. (2009). The effect of the language barrier on intercultural
communication: A case study of educational travel in Italy. Journal of Teaching in Travel & Tourism, 9(1–
2), 104–123.
Medical Tourism Index (2018). Official website. Retrieved from https://www.medicaltourism.com/mti/home
Medical Tourism Index (2020). Official website. Retrieved from https://www.medicaltourism.com/mti/home
Monroe, K. B., & Chapman, J. D. (1987). Framing effects on buyers subjective product evaluations. Advances in
Consumer Research, 14, 193-197.
Musa, G., Thirumoorthi, T., & Doshi, D. (2012). Travel behaviour among inbound medical tourists in Kuala
Lumpur. Current Issues in Tourism, 15(6), 525–543.
Neupare, R., & Devkota, M. (2017). Evaluation of the impacts of service quality dimensions on patient/customer
satisfaction: A study of private hospitals in Nepal. International Journal of Social Sciences and
Management, 4(3), 165-176.

https://digitalcommons.usf.edu/m3publishing/vol16/iss9781955833004/1
DOI: 10.5038/9781955833004

186

Cobanoglu et al.: Advances in Managing Tourism Across Continents: Volume 1

Olson, J. & Dover, P. (1979). Disconfirmation of consumer expectations through product trial. Journal of Applied
Psychology, 64(2), 179-189.
Ozdemir, M. (2010). Nitel veri analizi: Sosyal bilimlerde yöntembilim sorunsalı üzerine bir çalışma [Qualitative
data analysis: A study on methodology problem in social sciences]. Eskişehir Osmangazi Üniversitesi
Sosyal Bilimler Dergisi, 11(1), 323-343.
Ozer, A. & Çakıl, E. (2007). Sağlık hizmetlerinde hasta memnuniyetini etkileyen faktörler [The factors affecting
patient satisfaction in health services]. Tıp Araştırmaları Dergisi, 5(3), 140-143.
Pan, T. J. & Chen, W. C. (2014). Chinese medical tourists–Their perceptions of Taiwan. Tourism Management, 44,
108-112.
Rogers, M. (2008). Medical tourism: Agents have a potential gold mine in booking US citizens into hospitals
abroad. Travel Agent, 18, 61.
Saiprasert, W. (2011). An examinatıon of the medical tourists motivational behavior and perception: A structural
model. (Doctoral dissertation). Available from ProQuest Dissertation and Theses database. (UMI No.
3460102).
Sahbaz, R. P., Akdu, U., & Akdu, S. (2012). Türkiye’de medikal turizm uygulamaları; İstanbul ve Ankara örneği
[Medical tourism applications in Turkey; Istanbul and Ankara example]. Balıkesir Üniversitesi Sosyal
Bilimler Enstitüsü Dergisi, 15(27), 267-296.
Sanchez, J., Callarisa, L., Rodrίguez, R. M., & Moliner, M. A. (2006). Perceived value of the purchase of a tourism
product. Tourism management, 27(3), 394-409.
Sen, M. & Öztekin, C. (2019). Bağlam bilgisi ve pedagojik alan bilgisi etkileşimi: Sosyokültürel yaklaşım
[Interaction among contextual knowledge and pedagogical content knowledge: Sociocultural perspective].
Eğitim ve Bilim, 44(198), 57-97.
Suhartanto, D., Brien, A., Primiana, I., Wibisono, N., & Triyuni, N. N. (2020). Tourist loyalty in creative tourism:
The role of experience quality, value, satisfaction, and motivation. Current Issues in Tourism, 23(7), 867879.
Tas, D. (2009). Quality of health services measurement of an application (master’s thesis). Retrieved from Higher
Education Council Thesis Center. (Order No. 262625)
Tengilimoğlu, D. & Işık, O. (2010). Sağlık turizmi yönetimi. Retrieved from
http://auzefkitap.istanbul.edu.tr/kitap/saglikyonetimilt_ao/saglikturizmiyonetimi.pdf
Turan, N. (2004). Türkiye’de sağlık hizmetleri ve sağlık sektöründe temel sorunlar: çözüm için sağlık
kooperatifçiliğinden yararlanma gereği ve olanakları [Basic problems in health services and health sector in
Turkey: The need and possibilities of benefiting from health cooperatives for a solution]. Anadolu
Üniversitesi Yayınları, 4(27), 8.
Turkdoğan, C. (2016). Post-experience evaluations of health services by medical tourists: The role of regulatory
orientations (master’s thesis). Retrieved from Higher Education Council Thesis Center. (Order No. 439131)
Veerasoontorn, R. & Beise-Zee, R. (2011). Service quality as a key driver of medical tourism: The case of
Bumrungrad International Hospital in Thailand. International Journal of Leisure and Tourism Marketing,
2(2), 140-158.
Yagar, F. & Dökme, S. (2013). Niteliksel araştırmaların planlanması: Araştırma soruları, örneklem seçimi, geçerlik
ve güvenirlik [Planning of qualitative researches: Research questions, samples, validity and reliability].
Gazi Sağlık Bilimleri Dergisi, 3(3), 1-9.
Yagci, M. & Duman, T. (2006). Hizmet kalitesi – müşteri memnuniyeti ilişkisinin hastane türlerine göre
karşılaştırılması; devlet, özel ve üniversite hastaneleri uygulaması [Comparison of service quality-customer
satisfaction relationship by types of hospitals; public, private and university hospitals application]. Doğuş
Üniversitesi Dergisi, 7(2), 218-238.
Yasar, M. C., İnal, G., Kaya, Ü. Ü., & Uyanık, Ö. (2012). Çocuk gözüyle tabiat anaya geri dönüş [Going back to
mother nature in the eye of children]. Eğitim ve Öğretim Araştırmaları Dergisi, 1(2), 30-40.
Yolcu, H., & Bayram, A. (2015). Okul yöneticisi seçme sürecini deneyimleyen yönetici adaylarının sözlü sınav
yöntemine ilişkin algıları [Perceptions of principal candidates, who experienced the process of choosing a
school manager, regarding the oral exam method]. Eğitimde Nitel Araştırmalar Dergisi, 3(3),102-126.
Yu, J., Seo, J., & Hyun, S. S. (2021). Attributes of medical tourism destination brands: case study of the Korean
medical tourism market. Journal of Travel & Tourism Marketing, 38(1), 107-121.
Zhang, H., Xu, F., Leung, H. H., & Cai, L. A. (2016). The influence of destination-country image on prospective
tourists’ visit intention: Testing three competing models. Asia Pacific Journal of Tourism Research, 21(7),
811–835.

187

University of South Florida (USF) M3 Publishing

Zeithaml, V. A. (1988). Consumer perceptions of price, quality, and value: A means–end model and synthesis of
evidence. Journal of Marketing, 52(3), 2–22.
Zeithaml, V. A., Parasuraman, A., & Berry, L. L. (1990). Delivering quality service: Balancing customer
perceptions and expectation. New York, NY: Free Press.
Wang, H. Y. (2012). Value as a medical tourism driver. Managing Service Quality, 22(5), 465-491.
doi.org/10.1108/09604521211281387.
Wu, H. C., Cheng, C. C., & Hsu, F. S. (2014). An assessment of visitors’ behavioral intentions in the Taiwan tourist
night market using a multilevel and hierarchical model. Tourism Analysis, 19(2), 185–197.
Wu, H. C. & Li, T. (2014). A study of experiential quality, perceived value, heritage image, experiential satisfaction,
and behavioral intentions for heritage tourists. Journal of Hospitality & Tourism Research, 41(8), 904-944.

https://digitalcommons.usf.edu/m3publishing/vol16/iss9781955833004/1
DOI: 10.5038/9781955833004

188

Cobanoglu et al.: Advances in Managing Tourism Across Continents: Volume 1

What is Smart Restaurant? An Index of
Smart Restaurant
Serap Özdemir Güzel1 and Yonca Nilay Baş2
1

Tourism and Hotel Management
University of Istanbul University-Cerrahpaşa, Turkey
2
Business Administration
University of Istanbul University-Cerrahpaşa, Turkey

Abstract
This study aims to reveal the scope of the concept of smart restaurant. In line with this purpose,
the studies, included in the scope of smart restaurant between 2010 and 2021 in the Scopus
database, were examined, and smart restaurant elements were determined, and an index was
created. In line with the data obtained from the literature review, it was determined that the concept
of smart restaurant was evaluated within the framework of smart system, device/ hardware and
applications. It is concluded that the concept of RAISA (Robots, artificial intelligence and service
automation) has been emphasized in recent years. In line with all these results, the concept of smart
restaurant is classified under the headings Point of sale system, POS integrated modules, cloudbased system, smart services, smart marketing, smart communication, smart access. These
headings include smart applications, devices, systems and hardware. In addition to contributing to
the existing literature, this study will allow restaurants to examine the concept of smart restaurants
in more detail.
Keywords: smart restaurant, RAISA, smart restaurant index, service automation, robots,
artificial intelligence
Introduction
In the age of technology, the existence of smart restaurants cannot be denied. Especially in the
COVID-19 process, contactless applications have started to come to the fore, and enterprises have
tried to include smart technologies in the system quickly. However, it is known that smart
restaurant applications are not yet fully reflected in the sector (Mirgal, Parab, Puro & Dakhare,
2018). This situation can be associated with the cost of smart technological applications. In
addition, the lack of educated people who can use smart technologies and the inability to predict
the benefits of these technologies may have been effective. The use of smart technologies can
contribute to the business in many ways. Some of these benefits are restaurant management
becomes easier, provides big data, and the opportunity to get to know the customer better, increases
profitability, ensures accurate predictions, increases service speed. At the same time, smart
restaurants can reduce human errors (Jakhete & Manker, 2015).
Digitalization will also provide a faster and easier service for customers (Wu & Cheng, 2018). The
problem of waiting (both in payment and in ordering and presenting the order), which is widely
known as the most frequently complained issue by customers, is minimized by smart technologies.
Through smart technologies, customers can easily order. There is even an option for customers to
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place their orders online. This situation prevents waiting. Thus, the queue problem will be
eliminated (Boden, 2017). According to Patıl and Karekar (2019: 139) business in restaurant
industry can be improved with the combination of wireless and mobile technologies.
The development of information and communication technologies and the new digital generation
born in this developing technology age are seen as the potential customers of the future. In this
context, smart applications used by businesses will play an active role in their sustainability in the
near future. This study is to reveal the scope of the smart restaurant concept. In this context, firstly,
it is planned to create an index by scanning the literature. The present research screened existing
literature (2010-2021) in the Scopus databases. In this context, a detailed literature search was
conducted, and a Smart Restaurant Index was created. The study continues and it is aimed to collect
data from restaurants through the index created. This study will guide future studies, especially by
defining the concept of smart restaurant and creating its scope. There is no study similar to this
study in the literature. So, the aim of this study is to make a theoretical contribution to the literature.
It also aims to determine how smart restaurants are.
Literature Review
Smart Restaurant
Smart restaurant refers to the technology-based applications used in the smooth running of the
business, restaurant management and evaluation of the customer loyalty process. According to
Ghosh, Bhoir, Patel and Mhatre (2015: 57), the smart restaurant is a concept where a restaurant
working is based on using state of the art technology from reservation to ordering and storing
customer records. At the same time, when it comes to smart restaurants, businesses with internet
of things (IoT) technology come to mind. The Internet of Things (IoT) implies the use of cleverly
related devices and structures to utilize data collected by embedded sensors and actuators in
machines and other physical things (Vamseekrishna, Jyothshnasri, Aiswarya & Sameer, 2018: 54).
Wu and Chen (2018: 153) states that traditional restaurants have been replaced by smart devices
such as smart phones, tablets or graphical user interface interactive touch screens. The ongoing
digital revolution of the restaurant industry clearly illustrates how digitalization is changing
traditional service industries. Service processes such as reservations, food delivery or payments
are increasingly supported by information technology solutions. Social Media, chatbots and voice
technology transform communication processes, and the Internet of Things brings innovative
sensor-based digital touchpoints such as interactive tables, bars or digital signages (Blöcher & Alt,
2018). Artificial intelligence (AI) enabled mobile apps, kiosks and chatbots revolutionize the guest
experience and robots automate restaurant operations (Blöcher & Alt, 2020).
Smart Restaurant Management Systems
With the development of information communication technologies, restaurants have started to use
various systems. Point of Sale (POS) comes first among these systems. Through POS systems,
which are a fundamental part of smart restaurants, businesses have the opportunity to improve
their operations and customer experiences. It also helps reduce costs and increase profitability (Wu
& Cheng, 2018). Over time, restaurant and customer management have been made easier by
developing systems integrated into this system. Cloud based POS systems have come to the fore
in recent years (Adewumi, Ogbuchi & Misra, 2015; Paramita & Wiradinata, 2016).
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A Point of Sale (POS) System and Integrated Modules
It is one of the first smart systems to be used in restaurants. A POS system is a network of cashier
and server terminals that typically handles food and beverages orders, transmission of orders to
the kitchen and bar, guest-check settlement, timekeeping, and interactive charge posting to guest
folios (DeMicco, Cobanoğlu, Dunbar, Grimes, Chen & Keiser, 2015, p. 116). Later, with the
development of technology, there have been hardware that works connected to POS systems. One
of these systems is Mobile POS Devices (handheld terminal, Tablet PC, smart phone) (DeMicco
et al., 2015). POS systems have started to provide many benefits to businesses, and this benefit has
become even more important with big data analysis. At this point, many middleware integrated to
POS systems have been developed. Some of these modules are; table management system, home
delivery system, inventory system, menu management system, human resource management
system, accounting system, loyalty program, social media module etc. (DeMicco et al., 2015).
With the development of technology, cloud computing has come to the fore. Cloud-based system
can offer restaurants to manage their data, restaurants from anywhere and anytime. In other words,
smart cloud technologies have begun to allow businesses to dominate the operation from
anywhere, anytime, in terms of instant access to and storage of information.
Smart Services
The concept of smart services includes smart applications, devices and systems that make the
service process of the enterprise smart. Especially with the COVID-19 pandemic process, the
concept of contactless service came to the forefront and the contactless applications of the
enterprises started to take place in their enterprises quickly. Contactless payment, contactless
elevator, sensors, mobile apps, Quick Reponse-QR menu order etc. has come to the fore in such
areas. Some smart services applications are;
Smart Menu
Smart menu applications allow businesses to work with less service personnel and facilitate menu
management, while allowing customers to order without waiting, speed up the decision-making
process, and customize their order. It also ensures that the order is delivered directly to the kitchen.
The best known of the smart menu applications are the QR code menus. However, Virtual Reality
(VR), Augmented Reality (AR), Three-Dimensional (3D) menu applications are in question in the
literature. These applications are used via mobile, tablet and touch screen. QR code is read, a
specifically designed web application will be launched for the customers to select the menu items
and order the food (Patil & Karekar, 2019, p. 139). In short, the customer gets the opportunity to
make contactless orders and payments. Augmented Reality Food Menu, on the other hand, is one
of the smart menus that enable customers to view the food they will order in 3D.
Robots
The use of artificial intelligence (AI) -based robots is becoming widespread. Robots are used for
various purposes (chef, waiter, bartender, barista, cleaner etc.) in restaurants. Serving robot is one
of them. A serving robot presents the food to the consumers. (Iqbal, Khan & Khalid, 2017, p. 163).
Service robots can be defined as system-based autonomous and adaptable interfaces that interact,
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communicate and provide services to an organization’s customers (Wirtz, Patterson, Kunz, Gruber,
Lu, Paluch & Martins, 2018, p. 909).
Chatbots
Encouraged by recent advances in artificial intelligence (AI), chatbots represent a potential change
in which customers interact digitally with the restaurant industry. According to the definition of
Shawar and Atwell (2005: 489), chatbots are machine speech systems that interact with human
users in natural speech. It was developed to evoke human-like interactions through text or voice,
such as mobile messaging apps like Chatbots, Slack, Facebook Messenger, Twitter, SMS, or
standalone chatbots like Amazon’s Alexa and Google’s Google Home. Once selected skills are
installed, chatbots now allow customers to find restaurants, make reservations, order takeaways,
and even checkout the dress code of the restaurants. It offers a promising expansion to the existing
restaurant digital ordering system, as it can be easily integrated into any restaurant’s existing
communication system, including chatbots, POS, websites or mobile apps. For restaurant owners,
chatbots offer all the operational benefits offered by digital ordering methods such as increased
revenue, improved productivity and reduced labor costs. In addition, chatbots also have the
advantage of communication over online and mobile application ordering methods, as it allows
customers to organically skip the process or order steps as on a server. In the context of restaurant
food ordering, understanding human-chatbot interactions has become even more important as it
helps to create better experiences for customers and ultimately increase sales (Leung & Wen,
2020). According to Berezina, Cifci and Cobanoglu (2019: 187), Chatbots take place in pre-arrival,
at the restaurant and post-dining stages in restaurants. It is used to making reservation, providing
store information, offer directions, place to go/ delivery order, provide menu item information,
place an order, suggestive selling, get an information about the menu items, , entertainment,
processing payment, send personalized and assign loyalty points.
Biometric Identification
Biometric identification is a system used mainly for the employees of the human resources
department in restaurant enterprises. This system can also be used for customers. The biometric
system works through a reader. This reader checks matching of the features defined in the system
(Morason, 2011). For example, eye scan, facial and fingerprint identification are preferred by
restaurants. Fingerprint is used for secure access to restaurant systems. At the same time, it can
easily record what time the staff come to work and leave or how many staff are currently in the
restaurant (Berezina et al, 2019).
Voice-Activated Technologies
Voice-activated technologies provide business-customer communication through the voice speech
system. Smart speakers are used by smart devices. Smart speakers are also frequently used for
consumers to find restaurants, search, order, and display nearby restaurants. Also this technologies
spread information quickly and increase efficiency and speed of communication between the
employees (Berezina et al., 2019).
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Smart Payment
When it comes to smart payment applications in restaurants, there are payment options such as
POS mobility, mobile payment (Near Field Communication (NFC), QR code), payment with smart
devices (smartphones, e-wallet apps.), contactless payments (contactless credit card). Smart
payment applications applied in restaurants provide convenience to both customers and restaurants
Waiting in restaurants during the payment process is one of the issues that customers complain
about. Smart payment has speeded up that process. Smart payments have also made it easier for
service staff to receive fast payments (Cobanoglu, Yang, Shatskikh & Agarwal, 2015).
Smart Reservations
Smart reservations include table management, chatbots and online ordering systems. These
systems facilitate functions such as booking, canceling, allocating tables, placing orders. Chatbots
provide to book a table, order and reach valuable information (Blöcher & Alt, 2020).
Smart Service Devices
Smart devices facilitate the use of information communication technologies. For example, it
mediates issues such as the use of applications (chatbots, apps.), Wi-fi usage, digital assistants
(PDAs), voice control devices, touch screens. Some of the smart devices used are; cell phones,
smart watches, wristbands, glasses. These devices and applications provide convenience for both
customers and business. For example, the customer can order directly from the mobile phone
through the application and the order falls directly on the kitchen screen. In this way, it becomes
easier to take orders and deliver the orders to the kitchen, preventing the customer from waiting.
Mobile applications are used in ordering, making reservations, following and changing the
reservation and order.
Kioks
Kiosks are self-service applications that customers can easily order. While customers can place
orders in kiosks, businesses also carry out marketing activities. A kiosk generally refers to a selfservice machine that allows customers to order food and other services without encountering an
employee, and is the most common and used in the restaurant industry, including self-order kiosks
with touch screen, tabletop ordering devices, and drive-thru kiosks. The main reasons customers
use kiosks include the ability to order food faster and more conveniently and to get customized
service (Kim, Christodoulidou & Choo, 2013). The use of kiosks appears as Kiosk-based payment
(payment using a touch screen terminal) and Kiosk-based food ordering (order taken on a touch
screen terminal). As kiosk-based food ordering becomes more popular in fast food restaurants, for
example, it is thought that it could completely replace the counter staff (Dixon, Kimes and Verma,
2009). Self-ordering kiosk, it is the latest innovative technology offered to improve customer
experiences, especially in fast-service restaurants (Baba, Mohd Shahril & Hanafiah, 2020).
Sensors
Different sensors are used in different areas of food and beverage businesses. While these sensors
can show non-contact feature, there are also those for warning purposes. It is common to use
sensors in areas such as doors, elevators, faucets, soap dispensers and hygiene points. However,
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sensors are frequently used in the production area. Food separation technologies are especially
preferred in the separation of different products, easy detection of defective products, alphatoxin
detection, separation according to color, structure and biological properties and other areas
(Kızıldemir & Çerkez, 2020).
Smart Parking
The smart parking system refers to the system that provides the right data instantly by controlling
the area in the parking area, where customers can also participate in the parking process, where
availability is easily monitored, and which can be booked and paid. It is used with smart devices
and smart parking applications on these smart devices (Mahendra, Sonoli, Bhat, Raju & Raghu,
2017).
Smart Marketing, Communication and Access
Some of the smart technologies implemented by restaurants can be grouped under the headings of
marketing, communication, and access. When it comes to smart marketing, personalized offer
submissions and suggestive selling are provided through applications such as kiosks, chatbots,
voice-activated assistants, location sensor, beacons (Berezina et al, 2019). Smart access includes
navigation and smart parking, and smart communication includes applications such as websites,
mobile applications, social media accounts, chatbots and free wi-fi where restaurants communicate
with customers.
Methods
The purpose of this study is to reveal the scope of the smart restaurant concept. In this context,
firstly, it is planned to create an index by scanning the literature. The present research screened
existing literature (2010-2021) in the Scopus databases. The main reason for choosing Scopus
database is that it is a popular and the biggest database (Tavakoli & Wijesinghe, 2019). Using
keywords smart restaurant, chatbot and restaurant, robot and restaurant and smart, smart services
and restaurant a narrative literature review conducted. In the searches, a total of 13 articles, 3 book
chapters and 23 conference papers were reached. Only studies in English language were included
in the search.
Findings
According to existing literature, a smart restaurant index was created. Subjects in the literature are
grouped under meaningful headings. Table 1 includes the smart restaurant index.
The concept of smart restaurant has been grouped and made meaningful within the framework of
the topics discussed in studies in the literature. At this point, Smart Restaurant Index includes smart
restaurant management system, smart services, smart access, smart communication, and smart
marketing. Smart Restaurant Management System; POS (Point of Sale) System, POS (Point of
Sale) Integrated System (Inventory Management System, Human Resources Management System,
Account System, Menu Management System, Table Management System, Online Ordering &
Home Delivery System, Customer Relationship Management (CRM) (loyalty) System, Kitchen
Display System, Social Media Module etc.) and Cloud-Based System.
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Table 1. Smart Restaurant Index
Smart Restaurant Management System
POS (Point of Sale) System
POS (Point of Sale) Integrated System
•
Inventory Management System
•
Human Resources Management System
•
Account System
•
Menu Management System
•
Table Management System
•
Online Ordering &Home Delivery System
•
CRM (loyalty) System
•
Kitchen Display System
•
Social Media Module
Cloud-Based System
Smart Services
Smart Menu
•
AR Menu
•
VR Menu
•
3D Menu
•
QR Menu
•
Tablet menu
Robots
•
Cooking robots
•
Service robots
•
Robotic waiter system
•
Delivery robots
Biometric Identification
Voice-Activated Technologies
Smart Payments
•
Mobile payment
•
QR codes payment
•
Smart card payment
•
Loyalty card payment
•
Online payment
Smart Reservation
•
Chatbots
•
Online ordering
•
Table management system
Smart Service Devices
•
Handheld ordering device
•
Tablets
•
LCD
•
Mobile apps
•
Sensors
•
Kiosk
•
Automation
•
Iot
Smart Access
•
Smart Parking
•
Navigation
Smart Communication
•
Mobile app.
•
Chatbots
•
Web page
•
Social Media Accounts
•
Free-wifi access
Smart Marketing
•
Beacons
•
Location sensor
•
Chatbots
•
Voice assistants
•
Kiosks

Tick

Smart Services include smart menu (AR, VR, 3D, QR, tablet menu), robots (cooking, service, and
delivery robots, and etc.), voice-activated technologies, biometric identification. Smart Payments
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include mobile payment, QR codes payment, smart card payment, loyalty card payment, online
payment. Smart Reservation; include chatbots, online ordering, and table management system.
Smart Service Devices include handheld ordering device, tablets, LCD, mobile phones, sensors,
kiosk, other automations and etc. When it comes to smart access that includes smart parking and
direction-finding service. Smart communication includes mobile apps. chatbots, web page, social
media accounts, free-wifi access and etc. Smart marketing refers to transactions made with
beacons, location sensor, chatbots, voice assistants, and kiosks.
Conclusions
The development of information and communication technologies has made it necessary for
enterprises to use smart applications, systems and hardware in their operations. In particular, the
digital generation expectation emphasizes that businesses must be smart in the coming years. With
the pandemic, businesses have begun to include smarting quickly. In other words, it can be said
that the pandemic is a positive driving force. In terms of marketing, it is important to emphasize
the prominent features of restaurants. At this point, it will be important to make a smart
classification so that consumers who prefer smart businesses can reach these businesses. In this
study, in order to determine the content of smart restaurants, an index was created by examining
the studies published in Scopus database between 2010 and 2021 within the scope of smart
restaurant. In line with the data obtained, it was concluded that the concept of smart restaurant was
handled in terms of system, hardware, and application. It has been determined that the concept of
RAISA is an issue that has been emphasized in recent years. It is seen that smart restaurant works
are mainly application and system based. It has been concluded that it would be appropriate to
create the smart restaurant index in line with the business organization. In this context, smart
restaurant management system, services, access, communication and marketing headings
constitute the main topics of the index. This index has also been created for use in data collection.
Theoretical and Practical Implications
This study will provide a clearer understanding of the concept of smart restaurant besides its
theoretical contribution to the literature. In this way, restaurant enterprises will have the
opportunity to evaluate which hardware, applications and systems are used within the scope of
smart restaurants from a holistic perspective.
Limitations and Future Research
The study only includes the data obtained as a result of the literature review and is limited with the
studies published in Scopus database between 2010 and 2021 within the scope of smart restaurant.
It is aimed to finalize the index with in-depth interview to be held with restaurant’s managers and
then filling this index by the restaurants. Future studies can carry out studies on the relevant index
in this context. They can use this index to classify restaurants with different characteristics. The
extent to which restaurants are smart in the international, national and regional sense can be
determined which hardware, applications and systems are most preferred.
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Abstract
Today, as the areas with cultural heritage values are increasing and seen as a part of cultural
tourism, the protection, planning, management and financial policies of these areas cause many
problems. It is important to determine and prioritize the cultural heritage potential of these areas
in a holistic and scientific manner. In this study, the Cultural Heritage Values Evaluation Model
method, which can evaluate the cultural heritage values of a place as a whole, was created and 15
basic criteria were determined according to the level of significance by scoring different experts
with a 3-point Likert technique. These are respectively; Spatial scale value, historical process,
rarity and multi-layered value, authenticity status, belonging, social memory and memory value,
continuity or persistence value and status, legal protection and development capacity, renewal,
improvement and strengthening capacity. and others. With this proposed method, the cultural
heritage value potential was determined by testing in the sample of Isparta Islamköy Village local
identity values.
Keywords: cultural heritage, evaluation criteria, Isparta-Islamkoy, local identity, cultural
tourism
Introduction
Cultural heritage is all kinds of tangible and intangible assets that are related to the past of a society,
identify it, and carry the characteristics of local and universal values that have survived to the
present day together with their vital continuity. It contains all the features of the environment that
result from the interaction between people and places over time (Ünal, 2014). Cultural values or
assets contain many values such as unique architectural structures, monuments, beliefs, symbols
and traditions of the country, region, region or settlement. These values are generally defined as
concrete (archaeological, artistic, architectural structures) and intangible (beliefs, customs,
traditions and customs, etc.) values (Bedate et al., 2004; Metin & Gül, 2017). Cultural Heritage
has been defined in the Law on the Protection of Cultural and Natural Heritage numbered 2863,
which was adopted on 21 July 1983. Item 3; Cultural Heritage:Above, underground or water,
which has a unique scientific and cultural value, which is related to science, culture, religion and
fine arts belonging to prehistoric and historical periods or has been the subject of social life in
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prehistoric or historical periods. All movable and immovable assets under (Law on the Protection
of Cultural and Natural Assets, 1983).
UNESCO (United Nations Educational, Scientific and Cultural Organization) defines cultural
heritage or cultural heritage as a generic name given to the present-day works created by previous
generations and believed to have universal values, such as language and cultur (UNESCO, 2014).
Natural and cultural heritage belongs to all people. It is the right and responsibility of every
individual to understand, appreciate and protect its universal values (ICOMOS, 1999). According
to these definitions, the cultural heritage of a society from the past and the sum of the basic
elements that make up the society are accepted as cultural heritage. Heritage is a broad concept
that encompasses the natural and cultural environment. It includes landscapes, historical sites, sites
and built environments, as well as biodiversity, collections, past and ongoing cultural practices,
knowledge and life experiences. Describes and records the long historical development processes
that form the basis of various national, regional, indigenous and local identities; it is an integral
part of contemporary life. A dynamic reference point for growth and change is a positive tool. The
cultural heritage and shared memory of every place and community is an irreplaceable treasure
that forms an important basis for present and future developments. Increasing tourism activities
are considered as a positive force for the protection of natural and cultural heritage. Cultural
tourism is in fact directly related to all tangible and intangible wealth and heritage values of the
area. According to the World Tourism Organization, it is expressed as cultural tourism, education,
art, culture, festival tours, visits to monuments, sites and natural beauties, pilgrimage trips and
especially travels with cultural activities. Today, cultural tourism is an increasingly important type
of tourism and not only can create economic, social and cultural dynamism in the region, but also
contribute to the sustainable conservation and use of natural and cultural resource values. In this
context, local identity and image are of great importance in the transfer of cultural heritage to
future generations and its association with the local. Because cultural tourism values are actually
an identity element. In defining and determining local identity, it is important to understand and
make sense of identity values of relevant stakeholders, and to interpret them with perceptual level
approaches (Gül, Cesur & Bostan, 2019). There is a two-way relationship between the basic
elements of a cultural heritage site and its tourism potential. There will be a mutually beneficial
relationship with its cultural integrity or strength (physical remains and conservation status) on the
one hand, and the transformation of a heritage into a cultural heritage tourism attraction on the
other. However, in practice, there may be a trade-off that may affect the protection of cultural
values or the increase of market attractiveness. For this reason, it is of great importance to identify
and manage the heritage sites with the best potential in terms of attracting tourists to the heritage
sites that can be used for tourism purposes, to withstand heavy visits and to meet the demands
(Cros, 2001). Today, cultural heritage areas are increasing and cultural heritage values are seen as
a part of cultural tourism. As a result, the protection, management and financial policies of these
areas requires a holistic and sustainable handling of the issue due to the current problems. In this
context, new paradigms are needed for the management planning, protection and preservation of
cultural heritage values in ecological, social, economic and political dimensions. Many countries
are under-funded in the conservation and management of important heritage sites. For this reason,
it has become more and more important to create new options such as the efficient and rational use
of existing financing resources, prioritizing the fields according to their heritage values, and
creating new financial resources. The classification of heritage sites is definitely needed for a
model that will clarify which heritage sites are best suited for initial or further development as
tourist attractions. Determining the heritage value potential and revealing an analytical process in
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the early stages of planning for the protection and development of cultural tourism in large-scale
cultural heritage areas will encourage the development of heritage sites, prevent resource waste,
or prevent wrong and inappropriate policies and approaches. Thus, the potential and capacity of
the heritage value to be made in the first stage and the negative consequences that may arise later
on will be prevented.
In this study, the Cultural Heritage Values Evaluation Model (KUMİDEM) model proposal has
been developed to determine the potential and capacity of the tangible and intangible values that
constitute the cultural heritage values of a place. It was also tested in the Isparta-Islamköy example
and opened for discussion.
Literature Review
Cultural Heritage Values and Historical Process
While the history of institutionalization of the protection of cultural heritage against risks at the
international level goes back to the First World War, taking concrete and commonly accepted steps
II. World War has come to an end (İsmep, 2014). The Hague Convention, adopted in 1954 and
revised in 1999 due to armed conflicts in the following years, draws attention to the risks faced by
cultural assets and defines the approaches that states should adopt in this regard. On the other hand,
the Venice Convention dated 1964 is a document that defines the movement related to the
protection and rehabilitation of historical centers, plays an active role in the spread of an attitude
that prevents the destruction of the heritage and preserves its importance today. It was stated for
the first time in the Venice Charter dated 1964 that ordinary civil buildings are as worthy of
protection as monumental structures, and the scope of immovable cultural assets has been
expanded. Another important change brought to the definition of cultural heritage is that with the
Convention Concerning the Protection of the World Cultural and Natural Heritage signed by
UNESCO in 1972, the areas built by human beings as well as nature and nature. and the works
created by human beings are also included. This contract, briefly referred to as the World Heritage
Convention, puts every signatory under the obligation of defining, determining, preserving,
restoring, presenting and passing on to future generations both its cultural and natural heritage. It
is also possible to accept the World Heritage Convention accepted by UNESCO as the first
comprehensive international document addressing cultural heritage within the scope of risk.
Natural formations, monuments and sites of international importance and therefore worthy of
admiration and protection are recognized as World Heritage status. Candidate entities acquire this
status in line with the decision of the World Heritage Committee, after a series of procedures that
begin with the application of the Member States that have accepted the convention to UNESCO
and are completed at the end of the evaluation of the applications of the International Council of
Monuments and Sites (ICOMOS) and the International Union for Conservation of Nature and
Natural Resources (IUCN). According to Items 1 in Convention on the Protection of Cultural
Heritage of UNESCO (1972):
•

Protected tangible assets are subject to the distinction of ‘objective assets’ or
‘environmental assets’ depending on whether they are ‘movable or immovable’.
According to this last distinction, which is also a matter of ‘natural values’ that need to be
protected, besides mentioning architectural works, monuments, cultural landscapes,
canals, bridges, historical parks, archaeological and historical centers as immovable
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•

cultural heritage, painting, sculpture, old money, jewelry and Assets such as water items
can be grouped as movable cultural heritage (Yeşilbursa, 2011).
The according to Items 2 in Convention on the Protection of Intangible Cultural Heritage
of the UNESCO (2003); Intangible assets mean practices, representations, narratives,
knowledge, skills and related tools, materials and cultural spaces that communities,
groups and sometimes individuals define as part of their cultural heritage (Ekinci, 2009).

The objectives of the International Cultural Tourism Regulation by the International Council of
Monuments and Sites (ICOMOS) can be listed as follows (ICOMOS, 1999):
•
•
•
•
•
•
•

Facilitate and encourage those concerned with cultural heritage conservation and
management to communicate the importance of cultural heritage to the host community
and visitors.
Facilitate and support the tourism industry to develop and manage tourism heritage and
living cultures of host communities in a way that respects and improves them.
Facilitate and support a dialogue between the conservation side and the tourism industry
on the importance and fragile nature of heritage sites, collections, living cultures, and the
need to build a sustainable future.
Encourage those defining plans and policies to develop detailed, definable goals and
strategies regarding presentation, interpretation and cultural activities in the context of
conservation and conservation of cultural heritage sites.
In addition, the Statute supports wider initiatives by ICOMOS, other international
organizations and the tourism industry on the integrity of cultural heritage management
and conservation.
In order to achieve the objectives of the Regulation, it supports the coming together of the
relevant sectors, responsible and officials, although their interests from time to time
conflict.
The charter supports the facilitation of the adaptation of the principles to the specific
situations or conditions of specific institutions and communities by preparing detailed
guiding instructions by the parties concerned.

In order to determine whether a heritage site has superior universal value for inclusion in the World
Heritage List, 10 criteria have been determined by the World Heritage Committee. The first six of
the criteria are taken into account for cultural heritage and the remaining four for natural heritage
sites. These criteria are (UNESCO Turkey, 2018):
1.
2.
3.
4.

It should represent a masterpiece of human creative genius.
Demonstrate an important exchange between human values related to developments in
architecture or technology, monumental arts, urban planning or landscape design over a
period of time or in a cultural area of the world.
Undertake unique, or at least exceptional, testimony to a living or disappeared cultural
tradition or civilization.
Must be an exceptional example of a building type, architectural or technological whole,
or landscape that represents an important stage or stages in human history.

201

University of South Florida (USF) M3 Publishing

5.

Must be an exceptional example of traditional human settlement, land use, or sea use that
is representative of a culture (or cultures) or human interaction with its environment,
especially when it becomes vulnerable under the influence of irreversible change.
6. Must be directly or concretely related to events of exceptional universal significance or
living traditions, ideas, or beliefs, artistic and literary works (the committee accepts that
this criterion should preferably be used in conjunction with other criteria).
7. Include a superior natural phenomenon or areas of exceptional natural beauty and
aesthetic significance.
8. Must be exceptional examples representing important stages in world history, including
the record of life, important geological processes continuing in the formation of
landforms, or important geomorphic or physiographic features.
9. Must be exceptional examples representing the ongoing important ecological and
biological processes in the evolution and development of terrestrial, freshwater, coastal
and marine ecosystems and plant and animal communities.
10. It should include the most important and notable natural habitats for the in conservation
of biological diversity, including those that contain threatened species of exceptional
universal value for science or conservation.
According to Değirmenci & Kaya (2020), the main concepts that can be analyzed for the intangible
cultural values of the heritage sites containing the first 6 criteria are; social memory, belief system,
traditions, ideas and ideals, art history, oral and written expressions, dicovery and science,
historical events, history of writing and language, people and human history, etc. When the
concrete cultural heritages representing the intangible cultural values based on these concepts are
analyzed, the main places obtained are; archaeological sites, individual structures and building
groups, cultural landscapes, streets and squares, industrial facilities, road networks and routes,
regions and cities, burial sites, bridges and harbors, caves and geological formations, markings and
symbolic structures.
Relationship Between Cultural Heritage Values and Cultural Tourism
It is a fact that the planning and management of cultural heritage values should be handled in
integrity. It is generally regarded as an asset for the whole community to protect the heritage. As
a link with the past, cultural continuity can be used to awaken the sense of enrichment of people’s
lives and to allow society to understand the present. Understanding cultural heritage can be
fundamental to the lives of present and future generations. The main purpose of the conservation
and sustainability of heritage sites should be preserving cultural values and explaining to people
by interpreting them (ICOMOS, 1998a, p. 3). In many countries there are still debates that cultural
heritage values are a cultural construct and that this heritage should be managed, and that their
impact on planning may change, especially for sustainability by its nature (Hall & McArthur, 1998;
Sofield & Li, 1998; Sofield, 1999; Shiren, 1999). Cultural heritage tourism is also a controversial
phenomenon in academic tourism circles (Dodson & Clarke, 1999). Walle (1998, p. 80) stated that
cultural heritage tourism should go beyond such discussions and include the perspectives of
individuals skilled in strategic planning, negotiation and policy making. Cultural heritage tourism
is also seen to be increasingly interested globally (WTO, 1995; ICOMOS, 1998b; UNESCO,
1999). Cultural heritage tourism is an important tool and motivation to bring economic benefits to
host communities, while managing cultural heritage and ongoing traditions, maintaining
cooperation between stakeholders. In this context, it is an industry that supports the preservation
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of cultural heritage for the host community and future generations of visitors (ICOMOS, 1998b).
Achieving this ideal has proven difficult in many cases, as large-scale tourism and cultural heritage
management goals are often considered to be incompatible (Berry, 1994; Boniface, 1998; Jacobs
& Gale, 1994; Jansen-Verbeke, 1998). Indeed, in many such instances, the lack of balance between
short-term business concerns and long-term sustainability goals has caused the cultural
significance of a heritage site to change or be ignored. The cultural significance of a place can be
social, educational, historical, scientific, aesthetic, or a combination of many or all of these
perceptions. The cultural significance of a place for a community is revealed by its tangible and
intangible cultural values. With little attention to conservation management, a heritage site under
pressure from intense visits will physically damage its tangible cultural values. However, poor
planning can also endanger intangible cultural values (Dodson & Clarke, 1999; Henderson, 1999).
Methodology
Currently, there is no scientific methodology for determining the potential or capacity of an area’s
cultural heritage values. For this purpose, a new approach has been proposed to determine the
existing heritage values of a place. This approach has been named as the Potential for Cultural
Heritage Values (KUMİDEP) method.
•
•
•

•
•
•

•

Determination of local identity values of a place (by survey and SWOT analysis).
Determination of the basic criteria for the potential of cultural heritage values according
to their level of significance with the 3-point Likert scoring technique (Very important: 5
points, Medium important: 3 points and Less important: 1 point).
Scoring of the Cultural Heritage Site with the basic criteria and indicators for each
identified identity values by the experts using the 3-point Likert scoring technique (Very
important: 5 points, Moderate: 3 points and Little important: 1 point) Obtaining Total
Raw Scores.
Obtaining the Total Weight Points by multiplying the raw scores of the criteria and the
weight points for each identified identity values of the Cultural Heritage Site.
Determining the Cultural Heritage Conformity Values (very suitable, moderately suitable
and not suitable) by dividing the difference of the maximum and minimum values of the
total raw scores of the criteria by 3.
Determining the Appropriateness Scores of Cultural Heritage Values (very suitable,
moderately appropriate and not suitable) by dividing the maximum and minimum
difference of the sum of the weight points obtained according to the criteria of each
identity value by 3.
Testing in a sample area (Isparta Islamköy village Example).

According to the local identity values of a place, it will be possible to determine the potential for
cultural heritage values (high, medium and low) with the Cultural Heritage Values Evaluation
Model (KUMIDEM) method. For this purpose, Islamkoy local self-identity values determined
within the scope of the project carried out in Isparta Islamkoy scale were scored according to these
criteria and tested and the cultural heritage potential or value of Islamkoy was determined.
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Findings
To Determine the Criteria for Determining the Cultural Heritage Values of an Area and The
Level of Significance
Scoring was made to 5 different expert groups (n: 20) (landscape architects, urban planners,
building architects and tourism professionals) consisting of different academic disciplines and
ranked according to their importance level. (Table 1).
Table 1. General Profile of Experts Scoring Cultural Heritage Values
Profile Features
Gender
Age
Profession

Title

Percentage (%)
40
60
0
70
30
25
25
25
25
30
50
20

Female
Male
18-25 Age group
26-45 Age group
46-67 Age group
Landscape Architects
Urban Planners
Building Architects
Tourism
Dr.
Assoc. Dr..
Prof. Dr.

Criteria and indicators for evaluating cultural heritage values are determined as follows. (Table 2).
Table 2. Criteria that can be Used in Determining the Potential of Cultural Heritage Values
Row
1
2
3
4
5
6
7
8
9
10
11
12
13
14
15

Criteria
Spatial scale value
Historical period
Rarity status
Multi-layer value
Status of originality
Belonging, social memory and memory value
Continuity or permanence value and condition
Legal protection and enhancement capacity
Capacity to regenerate, improve and strengthen
Aesthetic and artistic value
Endangered or extinction
Size or severity of the effects or changes
Information and certification status
Integration with the natural environment
Economic and technological value

5 points
Universal
<BC =0
Universal
High (more than 2 layers)
Universal
High
High
High
High
High
High
High
High
High
High

Indicators
3 points
Territorial
0-1900
Territorial
Medium (2 layers)
Territorial
Medium
Medium
Medium
Medium
Medium
Medium
Medium
Medium
Medium
Medium

1 points
Local
1901<
Local
Low (1 layer)
Local
Low
Low
Low
Low
Low
Low
Low
Low
Low
Low

Determination of Weight Points of Cultural Heritage Values Criteria According to Experts
The criteria for evaluating cultural heritage values are ranked according to their level of
significance according to the raw total scores and weight points as a result of the scoring given by
the expert groups (Table 3). In this context, 4 criteria of heritage values, namely spatial scale value,
historical process, rarity (rarity) status and multi-layer value, had the highest weight score (0.091)
compared to the others.
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Positional scale value
Historical process
Rarity status
Multilayer value
Authenticity
Belonging, social memory and memory value
Continuity or permanence value and condition
Legal protection and development capacity
Renewal, improvement and strengthening capacity
Aesthetic and artistic value
Endangered or extinction
Magnitude or severity of the effects or changes
Information and certification status
Integration with the natural environmen
Economic and technological potential
Total Points and Percentage

25
25
25
25
21
21
19
19
17
15
19
13
11
15
7

25
25
25
25
23
21
19
19
17
19
15
17
13
9
9

Tourism
Professional

Building
Architects

1
2
3
4
5
6
7
8
9
10
11
12
13
14
15

Landscape
Architects

Rank No

Determining of Criteria for the Cultural Heritage Values

Urban Planners

Table 3. Weighted Scoring Order of Criteria to Determine the Potential of Cultural Heritage
Values According to Experts

25
25
25
25
19
21
21
23
15
15
11
11
13
7
9

25
25
25
25
23
19
23
17
17
13
13
9
11
11
15

Total
Score

Criteria
Weight Score

100
100
100
100
86
82
82
78
66
62
58
50
48
42
40
1094

0,091
0,091
0,091
0,091
0,079
0,075
0,075
0,071
0,060
0,057
0,053
0,046
0,044
0,038
0,037
1,000

*3-point Likert Scoring (Very important: 5 points, Medium: 3 points, Less important: 1 point)

In the evaluations made according to experts, it has been observed that there are generally no
significant differences between the criteria in professional terms. Especially for the first 10 criteria,
very close scores were given to each other, and no differences were observed between levels of
significance. However, some differences were observed in terms of occupation in the last 5 criteria.
For example, while the artistic and aesthetic value of cultural heritage and the magnitude or
severity of the effects or changes are important for building architects and landscape architects,
they are not considered to be too important for tourism professionals. On the contrary, having
economic and technological values of cultural heritage values is very important for tourism
professionals, but not found important for other experts.
Testing of Model of Evaluation for Cultural Heritage Values (KUMİDEM) Method in Terms
of Cultural Heritage Values of Isparta Islamköy Village
With the proposed method, its applicability has been demonstrated by testing it in terms of
determining the cultural heritage values potential of Isparta Islamköy Village. In this context, as a
result of the studies carried out within the scope of the project named SDU-BAP-FBG 2018-5391
and Creating a Design Guide in terms of Cultural Tourism Landscape and Traditional Housing
Architecture Isparta Islamkoy Example supported by Süleyman Demirel University Scientific
Research Projects Coordination Unit, Cultural Heritage Value, Local Identity and The Current
Situation and Future of İslamköy in Terms of Village Planning & Design was produced. In the
book, concrete and intangible cultural identity values related to Islamkoy were determined, and
new approaches and predictions for spatial planning and design were included. By using the Local
Identity Creation Method (YKOY) proposed by Gül, Cesur & Bostan (2019), the local identity
creation method consisting of 6 stages specific to Islamkoy and Islamkoy self-identity values were
taken into consideration. In the study, 16 Islamkoy identity values were determined from the
strengths obtained as a result of SWOT analysis (Gül et al., 2020a; Gül et al., 2020b). It has been
tried to determine the potential and capacity of cultural heritage values according to the following
criteria for local self-identity values made specifically for Islamkoy (Table 4).
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Table 4. Islamkoy Tangible and Intangible Identity Values
Rank
1
2
3
4
5
6
7
8
9
10
11
12
13
14
15
16

İslamköy Tangible and Intangible Identity Values
Seleukeia Sidera ruins
Süleyman Demirel Development and Democracy Museum
9th President Süleyman Demirel
Islamkoy Bread
Roses and their products
Süleyman Demirel State Memorial Cemetery
Islamkoy Traditional Turkish Houses
Sevket Demirel Museum
Regional Gastronomy features
Historical baths
Old historic streets
Village Square
Bioclimate Comfort
Fruit Growing and Poplar Plantation
Agricultural products
Greenhouse

When Islamköy identity values are evaluated within the scope of scoring according to cultural
heritage values (15 criteria); According to the criteria, the raw score total is 762 points and it has
been determined to be Very Appropriate in terms of Cultural Heritage value (Table 5). Maximum
raw score: 1200- minimum raw score: 240 Difference = 1200-240 = 960 points. (Very suitable:
between 641-1200 points, Moderately suitable: between 321 and 640 points, Less suitable: <320
points). According to the sum of the weights obtained by multiplying the weight scores of each
criterion with the raw score, the sum of the weighted scores according to the inheritance values
criteria of the Islamköy identity values was obtained as 51.7 (Table 6). Maximum weight score
total: 109.7, Minimum weight score total: 8.8- Difference = 109.7-8.8 = 100.9 points were
obtained. (Very suitable: between 67.3-109.7 points, Moderately suitable: between 33.6-67.3
points, Less suitable: <33.6 points). Accordingly, it can be stated that İslamköy has a moderate
suitable potential with 51.7 points in terms of Cultural Heritage Value.
Table 5. Raw Score Ranking in Terms of Inheritance Value of Local Identity Values of Islamkoy
Cultural Heritage Values Evaluation Criteria

1
2
3
4
5
6
7
8
9
10
11
12
13
14
15
16

Cultural Heritage Values of
Islamkoy
Seleukeia Sidera ruins
Süleyman Demirel
Development and
Democracy Museum
9th President Süleyman
Demirel
Islamkoy Bread
Roses and their products
Süleyman Demirel State
Memorial Cemetery
Islamkoy Traditional
Turkish Houses
Sevket Demirel Museum
Regional Gastronomy
features
Historical baths
Old historic streets
Village Square
Bioclimate Comfort
Fruit Growing and Poplar
Plantation
Agricultural products
Greenhouse

Raw SCORE
TOTAL 0f
The Criteria

1

2

3

4

5

6

7

8

9

10

11

12

13

14

15

5
5

5
1

5
5

5
5

5
5

5
5

5
5

5
5

5
5

5
5

5
1

5
1

5
5

5
5

1
5

71,0
63,0

5

1

5

5

5

5

5

5

3

5

3

1

5

5

5

63,0

3
5
5

3
3
1

5
5
5

3
5
5

5
5
5

5
5
5

5
5
5

5
5
5

5
3
5

5
5
5

3
1
1

1
1
1

5
5
5

5
5
5

5
3
3

63,0
61,0
61,0

1

1

5

5

3

5

5

5

5

5

5

5

5

5

1

61,0

3
1

1
1

5
3

3
3

5
3

5
5

3
5

5
5

5
5

3
1

1
5

1
3

5
3

5
3

1
3

51,0
49,0

3
1
1
3
1

1
1
1
1
1

3
1
1
3
1

5
3
3
3
1

3
1
1
3
1

3
5
3
1
5

0
0
1
3
3

3
5
3
3
3

5
5
3
3
3

1
3
3
1
1

5
5
5
1
1

5
5
1
1
1

1
1
1
1
1

1
1
1
1
1

1
1
3
3
5

40,0
38,0
31,0
31,0
29,0

1
1
24,0

1
1
1
1
3
5
1
1
1
1
1
1
3
3
54,0 56,0 52,0 64,0 54,0 70,0 64,0

3
3
46,0

29,0
21,0
762,0

1
1
44,0
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1
1
1
1
50,0 44,0

1
5
1
1
34,0 54,0

3
1
52,0
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Discussion and Conclusions
Conclusions
The tangible and intangible values that emerge as a result of the interaction and interaction between
human-culture-space and environment are considered as a vital cultural heritage value in the
transfer of culture, establishment and preservation of collective memory. In this context,
UNESCO, one of the ten criteria that must be met in order to be included in the World Heritage
List, VI. The criterion proposes the holistic preservation of the heritage by addressing tangible and
intangible cultural values together. In order to determine whether an area has superior universal
value in order to be included in the World Heritage List, the first six of the 10 criteria determined
by the World Heritage Committee are sought in cultural heritage and the remaining four are sought
in natural heritage sites. However, the type and quality of the concrete elements contained in the
heritage areas are subject to subjective evaluations according to their extraordinary universal value.
Unfortunately, there is no quantitative analysis and interpretation process in terms of quality and
quantity of these criteria for heritage value. With the developed Cultural Heritage Values
Evaluation Model (KUMİDEM), 15 basic criteria were determined according to the level of
importance. These criteria are, respectively, spatial scale value, historical process, rarity status,
multi-layered value, originality status, belonging, social memory and memory value, continuity or
permanence value and status, legal protection and development capacity, renewal-improvement
and strengthening capacity, aesthetic/artistic value, endangered or extinction, the extent or severity
of effects or changes, information/documentation status, integration with the natural environment
and economic/technological potential. As a result of scoring the heritage values according to these
criteria, it has become possible to determine the heritage values of the cultural heritage area
numerically. The applicability of this model has been demonstrated by testing it on cultural
heritage values in Isparta Islamkoy Village.
Theoretical Implications
The Cultural Heritage Values Assessment Model (KUMIDEM) method proposed in this study
includes an analytical approach that can reveal the degree of appropriateness of the cultural
heritage values of an area. With this method, both the cultural heritage value criteria were
determined, and the cultural heritage value suitability score was determined by evaluating the local
identity values of an area in a holistic manner. Thus, as a result of scoring the heritage values of
the heritage area numerically, it will play an important role in planning the area, establishing
management, financial policies, organization and prioritizing tourism investments. In addition, it
will significantly affect people’s perspective and understanding of cultural heritage in terms of
protecting and maintaining the heritage sites registered in the World Heritage List by revealing the
heritage value.
Advantages of the KUMIDEM model:
•
•
•

It has a feature that can be applied for each cultural heritage area as well as for the
building or object, and it is flexible and facilitates decision-making.
Cultural heritage values criteria are appropriate in terms of quality and quantity and can
be developed according to the characteristics of the area.
Criteria indicators can be detailed.
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•
•

According to experts (for different occupational groups), weighting scores can be
optimized because the weight scores of the criteria are different.
Evaluate the field-specific tangible and intangible cultural values holistically and develop
field-specific solutions.

Practical Implication
UNESCO World Heritage site in the world and Turkey is increasing the registered heritage areas.
There are economic, environmental and social problems experienced in the protection and
management process of all of these areas. For this reason, there is a need for holistic evaluation
and prioritization of inheritors. The KUMİDEM model will play an important role in the holistic
consideration and prioritization of local identity values, in terms of correct construction and
sustainability of heritage values at all national and international scales. Thus, it will be possible to
increase the added value of the heritage sites with more rational and economic investments. It can
also help people to care more about heritage values.
Limitations and Future Research
The significance levels of the criteria suggested in the KUMİDEM model may vary according to
the conditions of the field, experts and the characters of the countries. However, with other
research, the materiality levels of the criteria can be optimized and standardized and applied for
each heritage area. Leaving a clean and livable environment for future generations, preserving,
preserving and sustaining existing cultural heritage values will be possible not only with the
support to be made by laws and economically, but also with the increase of people with ethical
values and awareness of protection. The basic approach here is the emergence and reflection of
the sense of belonging, with sincere / deep respect and admiration for nature and cultural values
(Metin & Gül 2017). The protection and preservation of cultural heritage will be possible by
increasing the awareness level of the individual and the society with correct information and
realizing it at a harmonious and sincere level in terms of discourse and action.
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Abstract
Academic mobility programs in higher education institutions draw students from all over the world
who wish to take part in them. University students travel to their academic destinations to join
their host educational institutions for a limited period of time, during which they need to be
accommodated. This article focuses on the lodging used by academic tourists in Barcelona, Spain,
and more specifically, on the residence hall market. Following a qualitative approach, the 35
residence halls available in this city have been explored by analyzing their websites. In addition,
in-depth structured interviews with respondents working for 9 residence halls and 4 study-abroad
intermediaries in Barcelona have been conducted. The results obtained through content analysis,
categorization, and triangulation provide an unprecedented picture of the demand and the supply
of residence halls in Barcelona, as well as the socio-economic impacts stemming from academic
tourism stays.
Keywords: academic tourism, educational tourism, study abroad, academic mobility,
international students, residence hall
Introduction
The passion for traveling, learning new languages, getting to know other cultures, and creating
intercultural relationships spur many students to travel around the world and arrange educational
stays abroad. The flows of higher education students taking part in international mobility programs
have increased considerably in the last decades (Deyà-Tortella et al., 2021; Iglesias, 2021). Those
students travel for a specific learning purpose and use a wide range of services provided by both
educational institutions and the tourism industry. They can thus be considered educational tourists
who engage in academic tourism activities (Iglesias, 2021). However, despite its relevance in
marketing campaigns to promote international mobility programs, educational tourism has not yet
been thoroughly investigated in the academic field (Rodrigues Soares, 2019). This has been the
main reason that has driven this research project. The general objective (GO) of the project was to
explore residential accommodation for academic tourism in the city of Barcelona as an inbound
destination. The aim was to discover what are the lodging options for international students who
stay in the city of Barcelona, which of them decide to stay in residence halls instead of other types
of accommodation, and how this affects the international students and the destination. In turn, three
specific objectives (SO) were established based on the research questions (RQ) shown in Table 1.
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Table 1. Research Questions and Objectives
GO. To explore residential accommodation for academic tourism in the city of Barcelona as an inbound destination.
SO1. To study the residence hall market in Barcelona.
RQ1. What is the local offer of residence halls for international students?
RQ2. What methods do international students use to find residence halls?
RQ3. What promotion methods do residence halls rely on?
RQ4. What procedures does an international student have to follow to stay at a residence hall?
SO2. To analyze the profiles of academic tourists staying at residence halls in the city of Barcelona.
RQ5. What are the demographic characteristics of international students staying at local residence halls?
RQ6. What are their motivations for choosing a residence hall instead of other types of accommodation?
RQ7. What are their main reasons for choosing a residence hall in particular?
RQ8. What is the influence of recommendations from former users of local residence halls?
SO3. To identify the socio-economic impacts of academic tourists’ stays at residence halls in Barcelona.
RQ9. What is the role of residence halls in the social interaction between international tourists and the local culture?
RQ10. What are the differences in behavior between national and international students staying at local residence halls?
RQ11. What economic benefits derive from international students’ stays at local residence halls?

Before delving into the depths of the methodological approach that has been taken to address the
above-mentioned objectives, the theoretical framework underlying it will be presented next.
Literature Review
Ritchie (2003) defines educational tourism as a tourist activity carried out by travelers that involves
education and learning as a primary or secondary part of the trip. Study trips can be carried out by
young or adult students at language schools, universities, and schools, with both a domestic and
an international scope. Therefore, the typology of educational tourism encompasses different
subtypes, such as language tourism or academic tourism, which can also be complemented
(Iglesias, 2021). For Rodríguez et al. (2012), academic tourism is a distinct type of tourism that
would include any stays made in higher education institutions in places outside their usual
environment for a period of less than 1 year, the main objective of which is to complete degreelevel studies in universities and/or attending language courses organized by these centres
(Rodríguez et al., 2012, p. 1583).
Among the different internationalization options, the Erasmus program of the European Union is
one of the most well-known. Named after the acronym European Region Action for the Mobility
of University Students, the program was created in 1987 to contribute to the internationalization
of students and professors from European universities (European Commission, n.d.). Thanks to
their academic stays, Erasmus students have more opportunities to study, train, volunteer, or gain
professional experience abroad. Moreover, they obtain academic, linguistic, cultural, and personal
benefits, which contributes to preparing well-qualified young people for the professional world,
fitting them with a more open mind and international experience.
A study conducted between 2017 and 2019 on the impacts of the Erasmus+ program shows that
the participants are eventually employed faster than those higher education students who do not
take part in it. Most of them claim that study-abroad experiences help them to find their first
employment or to become entrepreneurs. They also seem to be more satisfied with their work, and
their jobs have a more international projection. After returning from their academic stays, students
gain an insight into how to proceed with their studies or their future careers and adopt other
approaches towards learning. The importance of engaging in an international mobility program
lies in the subsequent gains for students. Their inter-cultural, inter-personal, and technical skills
are boosted, and they also develop other competences, like goal achievement, self-confidence and
socio-cultural open-mindedness. This has a significant effect on their identity and their European
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citizenship (European Commission, 2019). In this vein, the benefits of academic travel for
individuals’ personal growth have been reported in relation to out-of-class learning (Stone &
Petrick, 2013), as well as in terms of students’ self-awareness and their perception of otherness
(Iglesias, 2014; Iglesias et al., 2019; Pachmayer & Andereck, 2019). Thus, their realization and
acceptance of cultural difference, the change in their attitudes, and their cultural adjustment result
in enhanced cross-cultural competences. Personal development and cross-cultural skills are often
coupled with progress in study-abroad sojourners’ linguistic competence, which is actually a major
reason for educational travel (Iglesias, 2017; Prieto-Arranz et al., 2021).
Push and pull factors driving academic tourism choices worldwide have been analyzed by several
authors, who have looked at the role of an array of elements concerning both the demand and
supply, like students’ background and expectations, or inbound market features and educational
offer (Bento, 2014; Eder et al., 2010; Glover, 2011; Mazzarol & Soutar, 2002). Moreira & Gomes
(2019) have concluded that academic motivations are important, but travel costs are fundamental,
and accommodation is definitely a key issue for international students. Economic factors are
related to their future employability, social factors include their desire to live abroad and meet new
people, personal factors refer to their autonomous growth, academic factors are associated with
their specific areas of study and foreign language acquisition, and migratory factors are linked to
their family background, among other aspects. With respect to pull factors, the host university can
be determining. As regards the academic destination, the factors influencing its perceived
attractiveness encompass the entertainment offer, living standards, and touristic attributes, as well
as familiarity with the destination and recommendations (Moreira & Gomes, 2019).
Academic travel is considered more sustainable than other touristic activities (Rodríguez et al.,
2013). It usually entails a higher tourism expenditure in the destinations where it is developed and
in their surroundings. International students and the relatives who visit them during their
educational stays, which are often longer than other types of holidays, are a source of income for
academic destinations. Therefore, its economic impacts are notable and contribute to regional
tourism diversification and to deseasonalizing tourism activities. The social impacts are also
significant, since interrelationships with new friends from different cultures can lead to greater
mutual understanding. Academic tourists are loyal to the destinations they have traveled to, and
often promote them among their acquaintances. As for the environmental impacts, academic
tourists have similar consumption patterns to those of the local community due to the length of
their stays, including the use of local infrastructures and accommodation options that are not aimed
at mass tourism (Rodríguez et al., 2012, 2013).
Previous studies have shown that the accommodation market for this type of tourists comprises
primarily residence halls, host families, and student apartments (Alcázar et al., 2019; Aliaga et al.,
2018; Iglesias et al., 2019). Considering these antecedents, the research project presented in this
article has focused on residence halls in Barcelona (Spain). This city has a special urban plan for
tourist accommodation Plan Especial Urbanístico de Alojamientos Turísticos or PEUAT, for shortwhich is characterized by regulating tourist accommodation sustainably and respecting the quality
of life of local citizens (Ajuntament de Barcelona, 2016). PEUAT establishes in which areas tourist
establishments should be reduced and in which districts new tourist accommodation can be built,
namely youth hostels, tourist accommodation establishments (i. e. hotels, aparthotels, hostels,
pensions, and tourist apartments), residence halls, and housing for tourists’ use. Four specific zones
are distinguished: zone 1 limits tourist accommodation in the downtown, in zone 2 tourist
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accommodation is restricted around the downtown, zone 3 indicates contained growth, and zone 4
includes other specifically regulated areas. In each one of them, the distribution of accommodation
keeps a proportion between the number of tourists lodging on offer and the current residential
population, the conditions for providing certain accommodation usage, the incidence of activities
in public areas, and the presence of tourist attractions.
PEUAT sets specific regulations for residence halls in Barcelona, which must meet certain
conditions. Those that are exclusively used as a residence hall are not affected by the delimitation
of these 4 zones, but those that also operate as a youth hostel are subject to PEUAT’s regulations.
In addition, those residence halls that are used as complementary educational facilities must have
a collaboration agreement with an educational institution. To create a new residence hall, a study
must be presented in which the convenience of building new accommodation is evaluated, taking
into account the supply of existing residence halls in the city and the existing facilities in the same
district.
Residence halls can be public or private (Serra, 1999). A special type of residence halls called
colegios mayores was initially created to welcome religious students exclusively, but later they
were also made available for any university student. Colegios mayores can only be created by
universities or public or private entities, and always follow the regulations provided by
universities. According to Serra (1999), the rest of residence halls that appeared subsequently do
not necessarily need to be governed by any university regulations. There are different types of
residence halls. In the first place, those that have similar characteristics to colegios mayores, since
they have been created by universities too. Besides offering accommodation and training, they also
try to involve residents in certain intellectual and cultural activities organized by the residence
halls, some of them of a religious nature. Secondly, the residence halls that only offer
accommodation and food, as in colegios mayores. The third type has in addition different common
areas such as a gym, a laundry, and a kitchen. A more detailed picture of the residence hall market
in the city of Barcelona will be provided hereinafter as a result of the study presented in this article.
Methods
Following an exploratory methodology from a qualitative approach, the main techniques used
were, firstly, the telematic investigation of secondary sources to obtain useful information on the
characteristics of residence halls, and secondly, in-depth interviews with residence halls and
tourism intermediaries specialized in study trips. The interviews aimed at gathering data with
regard to the research questions posed for each specific objective, i.e. the residence hall offer and
marketing, the international students’ demographics and motivations, and the socio-economic
effects of their stays. These aspects were based on the underlying framework presented in the
Literature Review.
Sample
The universe in this study consisted of the 35 residence halls existing in the city of Barcelona.
Eventually, 9 of them sent their answers, 3 of which were actually colegios mayores. Thus, the
size of the sample yields a margin of error of 21% for the results, with an overall confidence
interval of 85%. Furthermore, a convenience sample of 4 tourism intermediaries that market and
manage academic stays of international students in Barcelona collaborated in this research. They
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were selected from a database supplied by Aliaga et al. (2018), which was narrowed down to 13
providers of study-abroad experiences for university students. This second sample was
complementary, with a margin of error of 30% and an overall confidence interval of 80%.
Data Collection
The data collection was carried out in March and April 2020 using the techniques, instruments,
and sources of information shown in Table 2.
Table 2. Methodology
Objective
SO1
SO2
SO3

Technique
Telematic search Interview
Interview
Telematic search Interview

Instruments
Data table script
Script
Data table script

Sources of information
Webs Residence halls
Intermediaries; Residence halls
Webs Residence halls

On one hand, information on the residence halls located in Barcelona was searched on the internet,
and the data provided by their websites were systematically transferred to a table to create a
database. On the other hand, a structured interview script was produced, specifically focused on
residence halls in order to collect information on their characteristics and offer. Additionally,
another script was designed for the interviews with intermediaries. The scripts can be found in the
Appendix, and both include some common questions rooted in the initial research questions (RQ).
The main objective was to compare different types of accommodation to know users’ preferences.
Interview requests were sent to professionals who usually work with international students in order
to obtain first-hand information, and their responses were finally collected by email due to the
confinement caused by the COVID-19 pandemic.
The data collected by means of interviews were processed through content analysis and then
categorized following the taxonomy shown in Table 3.
Table 3. Categories and Subcategories of the Interviews
Technique
Interview with
residence halls
(R)

Category
R1. Residents

Subcategories
R1.1. Annual occupancy
R1.2. Profile
R1.3. Motivation
R1.4. Behavior

R2. Activities
R3. Workforce
R4. Promotion
R5. Application process
R6. Competition
Interview with
intermediaries
(I)

I1. Residents
I2. Accommodation
I3. Promotion

R2.1. Type of activities
R2.2. Capacity of integration
R3.1. Personnel
R3.2. Contract
R4.1. Methods
R4.2. Effectiveness
R4.3. Recommendations
R5.1. Criteria of acceptance
R5.2. Formalities
R5.3. Payment methods
R6.1. Types of competitors
R6.2. Competitive advantage
I1.1. Profile
I1.2. Preferences
I2.1. Type of accommodation

R1.3.1. Type of accommodation
R1.3.2. Selected residence hall
R1.4.1. Differences between nationalities
R1.4.2. Types of interrelation

I2.1.1. Pros
I2.1.2. Cons

I2.2. Most requested residence halls
I3.1. Promotion methods
I3.2. Effectiveness
I3.3. Recommendations
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Findings
Telematic Search
After consulting the websites of the residence halls located in Barcelona, a database of 35
establishments was generated. Subsequently, a new, expanded database was created gathering the
information provided by the 9 residence halls that participated in this project. This database was
structured in the following sections: name of the residence hall, services, facilities, minimum price
per room, location, security control, contact information, nearby universities, community events,
number of places, staff, and type of contract. In Figure 1, all the residence halls are indicated on
the map of the city of Barcelona, stratified according to the 4 colored zones set by PEUAT. Their
names are listed in the color of the corresponding zone where they are located, i. e. zone 1, zone
2, zone 3, or zone 4:
1. Residencia Balmes; 2. Residència d’estudiants Garbí; 3. Residència Universitària Aleu; 4. San
Marius Muntaner; 5. San Marius Gracia; 6. San Marius Travessera de Gracia; 7. The LoftTown;
8. Livensa Living Barcelona Marina; 9. Barcelona Residencias Sardenya; 10. Àgora BCN
Residència Universitària Internacional; 11. Residencia Universitaria Sarria; 12. Residencia
Universitaria Torre Girona; 13. Residencia Universitaria Campus del Mar; 14. Residencia
Universitaria Pere Felip Monlau; 15. Residencia Universitaria La Salle Bonanova; 16. Residencia
Universitaria Elisabets; 17. Residencia Investigadors; 18. Residencia Universitaria La Ciutadella;
19. Residencia Universitaria Lesseps; 20. Tagaste Barcelona; 21. Residencia Erasmus Gracia; 22.
Residencia Anglus; 23. Residencia Onix; 24. Barcelona Resident; 25. TSH Campus Barcelona
Marina; 26. TSH Campus Barcelona Poble Sec; 27. Residencia Universitaria Augusta; 28.
Residència Reina De La Pau; 29. Col·legi major Sant Jordi Barcelona; 30. Colegio Mayor
Penyafort-Montserrat; 31. Colegio Mayor Ramon Llull; 32. Colegio Mayor Universitario de
Pedralbes; 33. Colegio Mayor Mater Salvatoris; 34. Colegio Mayor Bonaigua; 35. Colegio Mayor
Monterols.
The following residence halls constituted the primary data sources for this project:
•
•
•
•
•
•
•
•
•

Residència d’estudiants Garbí
Residència Universitària Aleu
Àgora BCN Residència Universitària Internacional
Residencia Universitaria La Salle Bonanova
Barcelona Resident
Residència Reina De La Pau
Col·legi major Sant Jordi Barcelona
Colegio Mayor Penyafort-Montserrat
Colegio Mayor Ramon Llull

It can be observed that 15 residence halls are located in zone 1, 9 in zone 2, and 11 in zone 3,
whereas there are no residence halls in zone 4, since the blue areas are subject to special
regulations. Therefore, the distribution of this type of lodging throughout the city is quite
reasonably balanced. Even though zone 1 accommodates a larger number of residence halls, the
downtown is not fully massified, which might entail a considerable threat for sustainability in an
overcrowded European city like Barcelona. As for the sample, it can be considered representative
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enough, as 2 residence halls were in the first zone, 2 more of them in the second one, and the
remaining 5 were located in the third zone.
Figure 1. Map of Residence Halls in Barcelona

Source: Adapted from the map of PEUAT (Ajuntament de Barcelona, 2016)

Generally speaking, a wide range of facilities are available for the residents’ use, e. g. bicycle
storage, dining room, kitchen, garage, leisure room, solarium/terrace, gym, and private bathroom.
The same can be said about the services on offer, e. g. water, electricity, and gas supply, wifi, half
or full board, change of sheets, cleaning service, and daily newspaper. The results suggest that wifi
is available in all establishments, as it is a fundamental requirement to be able to work and study,
so potential users take it into account in their final choice. The cleaning service, which is also
present in most residence halls, is another determining factor. The provision of water, electricity,
and gas can mean a great price difference depending on whether they are included or not, so they
are provided by most establishments. On the other hand, half board is far less frequent, since most
residence halls either have a kitchen or offer full board. Finally, the change of sheets is carried out
in about half of the residence halls, and in the rest, students take care of their own bedding.
Facilities can be classified as interior or exterior. Among those indoors, the study areas or libraries
and the leisure rooms stand out. They can be found in most residence halls, as they are the two
main components of a student’s life. In these common areas, students can share moments and
interact with other students, both national and international. Consequently, they are very important,
enriching spaces for cultural and social exchange. About half of the residence halls are fitted with
a dining room or a kitchen. Those who do not have them are equipped with a restaurant or a bar,
instead. Additionally, a large number of residence halls have both laundry facilities and air
conditioning. Conversely, the three least common spaces are the auditorium, the amphitheater, and
the chapel, as they are complementary areas rather than basic.
Outdoor facilities are less relevant and few residence halls have them. The most abundant outdoor
facility is a solarium or terrace, and the least is a garden. Some occasional residents consider it
important to have a garage, especially in the case of those students who come from other regions
nearby, although most of them do not have their own vehicle, including international students.
Regarding the correlation between the price and the facilities on offer, a higher price does not
always imply that a residence hall provides more facilities and services, even though the largest
number of facilities and services are available from €810 per month. Prices at the 35 residence
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halls studied in Barcelona range between €331 and €1,200 per month, €993 and €3,600 quarterly,
€1,655 and €6,000 per semester, and €3,310 and €12,000 per academic year. As for the correlation
between residence halls’ prices and location, the results show that there is a high proliferation of
budget and mid-priced residence halls in zone 1, i. e. in downtown Barcelona.
Interviews
A total of 13 interviews were conducted, 9 of them with professionals from the above-mentioned
residence halls and 4 of them with the following intermediaries: Academic Programs International
(API), Arcadia University, Consortium for Advanced Studies Abroad (CASA), and Barcelona
Academic Services (BAS). The results will be presented next by categories.
Residence Halls
Regarding Category R1, in most residence halls occupancy is usually high, as they accommodate
between 100 and 400 students, except in the case of Respondent 1, which has not been operating
for so long and therefore it is little known. On the other hand, although Respondent 6 reported
100% occupancy, it should be noted that it only has an availability of 15 rooms. Concerning age,
the vast majority of residents are 18-year-old freshmen students who do not know the city and who
are eager to meet people of the same age. Most of the residents are Spanish, and a lower percentage
are international students. Focusing on these international students, 44% of the respondents took
part in the Erasmus program. There are four reasons why students prefer to stay at a residence hall
rather than at any other type of accommodation: classmates is the most frequent aspect, followed
by food, safety, and suitability for study. As for the reasons for choosing a specific residence hall,
the most important factor seems to be the location. Other relevant factors are the price, the services,
the attention, and the fact that parents used to be residents themselves.
44% of the respondents considered that the behavior of international students staying at residence
halls does not differ from that of Spanish students, mainly because their ages and studies are
similar, which also favors their interrelation. Conversely, 56% thought the opposite, and some of
the respondents stated that part of the international students do not want to interact with other
residents, but they rather seek friends outside. They assumed that this was due to cultural
differences, because students from the same country tend to stick together creating international
bubbles, and it is difficult to overcome inertia. The outcomes that stem from students’ interactions
are therefore related to how they face up to this challenge and turn it into an opportunity for
developing the competences identified by study-abroad research.
In relation to Category R2, all the residence halls organize activities for residents in order to
enhance their relationships. The activities are very varied, from sports events to cooking
workshops.
With respect to Category R3, the largest workforce can reach up to 25 workers depending on the
season, while the smallest team has 7 employees. Most respondents affirmed that either a large
percentage of personnel is outsourced or did not specify the type of contract, except for Respondent
6, who assured that staff have a permanent contract.
As regards Category R4, among the different promotion methods used by residence halls, websites
stand out. Residence halls provide a great deal of useful information that future residents may need
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through their own websites. Another promotion strategy is attending trade fairs to reach future
university students.
The criteria used by residence halls for accepting students were analyzed in Category R5. Future
residents are always asked to be accredited as higher education students by submitting their
admission letter or university enrollment in order to guarantee a proper study environment at the
residence hall. In other cases, they are required to provide their high school grade point average.
Future residents may also be interviewed to confirm that they have great academic motivation and
will not interfere with the academic environment.
Future residents must send residence halls an application form with their personal data. Once the
form has been received, the room is reserved and the above-mentioned requirements are checked.
The most popular payment method is direct debit, followed by on-site points of sale. Finally, only
10% of the residents opt for bank transfers using an IBAN code to make monthly, quarterly, or
annual payments.
As for the last category (Category R6), the most recurring competitive advantage of residence halls
is the quality and modernization of their services and facilities, followed by their long-term
experience, the price, the personal service they provide, and their location. Colegios mayores
consider that their main competitors are residence halls, since they are a cheaper option with a
similar offer. The following residence halls were often mentioned in competitive terms: TSH,
Colegio Mayor Sant Jordi, Livensa Living, and RESA.
Tourism Intermediaries
In relation to Category I1, junior and senior international higher education students are the
predominant segment intermediaries work with. More specifically, 75% of the students who
request their services are North Americans who look for accommodation for a semester or a whole
year in the city of Barcelona. All the respondents stated that international students prefer to stay in
apartments rather than in residence halls due to the freedom they can have and because in that way
they can live with their friends. In fact, students staying at residence halls often declare that they
might have preferred to stay in an apartment or with a host family. Students’ preferences,
motivations, and perceived pros and cons are related to some of the push and pull factors analyzed
in previous investigations. With regard to Category I2, apartments stand out for their location,
since the number of apartments for rent throughout the city is very high and the offer is wider.
Another remarkable pro is the price, as they tend to be cheaper. The most frequently reported
positive aspect is the freedom and independence that students enjoy in an apartment. In residence
halls, the most outstanding advantage is the services and facilities available. Another highlighted
aspect is having the chance to live with other students of similar ages and, to a lesser extent, having
more independence compared to homestays. Finally, the availability of residence halls is also
considered advantageous. As for host families, their greatest advantage is that they facilitate
international students’ interactions using the local language and their integration into the local
culture. This obviously has implications in terms of the benefits deriving from academic stays as
reported in the Literature Review. On the other hand, the main con of living in an apartment is the
fact that students have to clean it and do the shopping themselves. Dealing with housework
sometimes leads to conflicts with other roommates. As for residence halls, all the respondents
agreed that that the greatest disadvantage is the price, since it is the most expensive option. The
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location is also considered a disadvantage sometimes, since some of them are far from the
downtown and international students prefer to be close to the main tourist attractions. Access
schedules are also perceived as negative. Furthermore, the lack of kitchens in some residence halls
is a major drawback for some students.
Finally, relating to Category I3, international mobility offices are the most widely used promotion
method, and are in charge of planning, managing, and coordinating international relations between
universities to foster international programs. In regard to recommendations, sometimes
universities provide their students with information on specific residence halls because of the
agreements they have. Another promotion strategy is attending educational fairs, which are an
opportunity to showcase not only the city of Barcelona as an academic destination, but also the
accommodation options available.
Conclusions
This project has contributed to gaining knowledge on dynamics in the academic tourism microniche, which may be useful for those destinations interested in diversifying their economic
activities more sustainably. From a global perspective, it has addressed a research gap in the areas
of hospitality management and niche tourism, and more specifically it has provided an
unprecedented overview of the residential accommodation market for academic tourists in the city
of Barcelona. Therefore, having analyzed the results collected from different respondents’ points
of view and through different methods, the general objective has been met after triangulating the
outcomes. By reaching the first specific objective of this research, it has been possible to determine
that Barcelona has a total of 28 residence halls and 7 colegios mayores. Most are located
downtown, and the majority offer wifi and cleaning services, while the most popular facilities are
the libraries or study rooms, the leisure rooms, and the terraces. The price does not seem to be
related to the number of services and facilities when it comes to low or intermediate price ranges.
In other words, the number of services and facilities available only makes a difference in the upper
price ranges, i.e. when the monthly cost is between €810 and €1,200.
Among the many competitive advantages of residence halls, the most outstanding is the modernity
and the quality of their services. However, these are not the main reasons for choosing a residence
hall in particular, since the main pull factor is its location. On the other hand, both in terms of
competitive advantage and final choice, price is always one of the factors to take into account, but
not the most important. On balance, residence halls market themselves through their own websites
and trade fairs, and they are sometimes recommended by universities or by students’ parents as
former users. All of them follow similar procedures to accept and process students’
accommodation requests. The conclusions deriving from the second specific objective show that
the most common resident profile is Spanish freshmen, whereas international students are a
minority and tend to be older, as mobility programs are carried out during the third or fourth year
of their degrees. The majority of them participate in the Erasmus program, although tourism
intermediaries usually focus more on North American students. International students prefer to
stay in apartments rather than in residence halls to have more freedom and a better location, close
to the city’s tourist attractions. Moreover, there is a wide array of apartments to choose from, and
the price is lower. However, choosing an apartment also has some disadvantages, such as having
to take care of the housework and negotiating conflicts with roommates. On the other hand, host
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families are seen as a more economical, inclusive opportunity that allows international students to
fully experience cultural exchange.
Those who finally opt for residence halls do so because of their services and facilities. Another
aspect that is taken into account is the similarity of residents’ ages. It is also easier to find residence
halls rather than shared flats for a short stay. Yet, the price is much higher -it is actually the most
expensive option-, the location is not always central, and restrictive schedules to access some
residence halls must be followed. Some of these conclusions align with the findings reported by
Moreira & Gomes (2019), for example as regards the high relevance of travel costs and
accommodation options, as well as the role of touristic attractions, socialization, autonomous
growth, and recommendations.
In relation to the socio-economic impacts mentioned in the third specific objective, residence halls
organize different types of activities to promote cultural exchange and socialization, and they are
claimed to be effective. Sports activities such as tournaments, yoga, or taekwondo are often offered
to create bonds among the residents and to improve their relationships. There is great consensus
on considering that these activities have a very high integration capacity. In line with the views of
Rodríguez et al. (2013), Iglesias (2014, 2017), Iglesias et al. (2019), and Pachmayer & Andereck
(2019), the theoretical implications are linked to the potential impact on the transformational
identity and social development of individuals, which in turn can encourage the incorporation of
values that contribute to building more tolerant, inclusive societies. Nevertheless, the information
provided by some respondents also underscores the isolation of a part of international students
who do not interact much with Spaniards. The practical implications should not be overlooked,
especially taking into account the tourismphobic conflicts that the city of Barcelona has suffered
from in recent years (Iglesias et al., 2019). More integrative promotional campaigns and policies
should be encouraged by the public administration, working hand in hand with the private sector
in order to devise and implement them efficiently. Alcázar et al. (2019) have suggested some
possible strategies and courses of action in this sense.
Regarding the economic repercussions, the annual revenues obtained by residence halls in
Barcelona range between €3,310 and €12,000 per resident. Residence halls are also generators of
employment subject to various hiring alternatives, including permanent contracts or outsourcing.
The fact that international students need to be accommodated throughout their academic period
counteracts the negative effects of seasonality. However, this impact could not be further analyzed
and it is not significant enough, consequently.
The major limitation of this study is precisely its reduced representativeness due to data collection
difficulties. The confinement and distress caused by the outbreak of the COVID-19 pandemic,
coupled with students’ repatriation, were an obstacle when trying to reach respondents from
residence halls, i. e. both staff and residents. International students had to return to their home
countries, so they could not be primary sources of information. Therefore, in the future it would
be very interesting to have the opportunity to examine the point of view of the academic tourists,
both domestic and international, as well as contrast their perspectives with those of members of
the local community. Likewise, in-depth research could be conducted on the motivational,
attitudinal, and behavioral differences between national and international students, and also within
each one of these two segments, for further micro-segmentation. The practical implications would
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also be an interesting object of study, for example in marketing and managerial terms, or in relation
to sustainable development goals.
Another possible line of investigation might focus on all types of accommodation used by
academic tourists, not only on residence halls, and compare them by analyzing the advantages and
disadvantages of each one. It could also be very useful to examine the economic, environmental,
and socio-cultural impacts in more detail. Staff profile and hiring conditions deserve closer
scrutiny, especially taking into account reported outsourcing practices and the wide variety of
market prices. On the other hand, the interrelation between academic tourism and other types of
tourism, like voluntourism, could be analyzed, too.
Last but not least, the effect of the COVID-19 pandemic on the academic tourism niche should
also be studied in order to identify the main differences between pre and post-COVID-19
scenarios, the main challenges and opportunities, and how to adapt to future contexts. The
implementation of safety protocols in residence halls needs to be investigated, as safety is likely
to be a fundamental aspect for academic tourists (Iglesias, forthcoming). The COVID-19 pandemic
has been devastating for the tourism industry worldwide, and future developments are uncertain.
The loss in revenues for residence halls has been dramatic. The resulting furloughs, redundancies,
health and psychological concerns, and other socio-economic consequences for this sector should
be studied from different angles. In this vein, future trends ought to be forecast. According to the
UNWTO (2020), domestic travel is to recover in the shorter term, so there is hope for the domestic
academic tourism market. Nevertheless, strategic decisions and investments require researchinformed knowledge to continue catering to international academic travelers in the mid and long
terms too, so that they can also live memorable academic tourism experiences to the full.
References
Ajuntament de Barcelona. (2016, January 27). El PEUAT, la primera regulació de ciutat per a tots els allotjaments
turístics [Press release]. Retrieved from https://ajuntament.barcelona.cat/premsa/wpcontent/uploads/2017/01/170128-DOSSIER-ADEF-PEUAT.pdf
Alcázar, E., Gámiz, C., Iglesias, M., & Padró, A. (2019). The integration of language tourists in the city of
Barcelona. Tourism and Heritage Journal, 1, 90-112. https://doi.org/10.1344/thj.2019.1.6
Aliaga, B., Corno, V., Iglesias, M., Luengo, C., & Puigneró, J. (2018). Trips of the Tongue: Language Tourism in
Barcelona. Ara Journal of Tourism Research, 8(1), 7-20.
http://revistes.ub.edu/index.php/ara/article/view/20092
Bento, J. P. C. (2014). The determinants of international academic tourism demand in Europe. Tourism
Economics, 20(3), 611-628. https://doi.org/10.5367/te.2013.0293
Deyà-Tortella, B., Mendez-Duron, R., & Rejón-Guardia, F. (2021). Revisiting an Academic Tourism Destination:
An Empirical Analysis of the Role of Motivations, Attitudes, Satisfaction, and Electronic Word of Mouth.
In J. P. Cerdeira Bento, F. Martínez-Roget, E. T. Pereira, & X. A. Rodríguez (Eds.), Academic Tourism
(pp. 45-66). Springer. https://doi.org/10.1007/978-3-030-57288-4_4
Eder, J., Smith, W. W., & Pitts, R. E. (2010). Exploring Factors Influencing Student Study Abroad Destination
Choice. Journal of Teaching in Travel & Tourism, 10(3), 232-250.
https://doi.org/10.1080/15313220.2010.503534
European Commission. (n.d.). Erasmus+ Programme Guide. European Union. Retrieved from
https://ec.europa.eu/programmes/erasmus-plus/programme-guide/part-b/three-key-actions/key-action1/mobility-higher-education-students-staff_en
European Commission. (2019). Erasmus+ Higher Education Impact Study. European Union. Retrieved from
https://op.europa.eu/en/publication-detail/-/publication/94d97f5c-7ae2-11e9-9f05-01aa75ed71a1
Glover, P. (2011). International Students: Linking Education and Travel. Journal of Travel & Tourism
Marketing, 28(2), 180-195. https://doi.org/10.1080/10548408.2011.546210

221

University of South Florida (USF) M3 Publishing

Iglesias, M. (2014). The transformational impacts of the language tourism experience. In Proceedings of The
European Conference on Language Learning 2014 (pp. 1-14). The International Academic Forum.
Retrieved from https://papers.iafor.org/proceedings/conference-proceedings-ecll2014/
Iglesias, M. (2017). The role of travel-related aspects in the language tourism experience. Enlightening Tourism. A
Pathmaking Journal, 7(2), 125-153. https://doi.org/10.33776/et.v7i2.3153
Iglesias, M. (2021). Language Tourism in Higher Education: An Overview. In J. P. Cerdeira Bento, F. MartínezRoget, E. T. Pereira, & X. A. Rodríguez (Eds.), Academic Tourism (pp. 85-100). Springer.
https://doi.org/10.1007/978-3-030-57288-4_6
Iglesias, M. (forthcoming). Academic Tourism. In D. Buhalis (Ed.), Encyclopedia of Tourism Management and
Marketing. Edward Elgar Publishing.
Iglesias, M., Aliaga, B., Corno, V., Luengo, C., & Puigneró, J. (2019). The Sociocultural Impacts of Language
Tourism in Barcelona. Ottoman: Journal of Tourism and Management Research, 4(1), 412-428.
https://doi.org/10.26465/ojtmr.2018339519
Mazzarol, T., & Soutar, G. N. (2002). ‘Push-pull’ factors influencing international student destination choice.
International Journal of Educational Management, 16(2), 82–90.
https://doi.org/10.1108/09513540210418403
Moreira, L., & Gomes, R. M. (2019). Study abroad: the influence of city and university attractiveness factors.
European Journal of Tourism Research, 22, 79-93.
Pachmayer, A., & Andereck, K. (2019). Enlightened Travelers? Cultural Attitudes, Competencies, and Study
Abroad. Tourism Culture & Communication, 19(3), 165-182.
https://doi.org/10.3727/194341419X15554157596092
Prieto-Arranz, J. I., Juan-Garau, M., & Mesquida-Mesquida, F. (2021). Open Your Mind, Sharpen Your Wits: A
Narrative Approach to the Benefits of Study Abroad as Perceived by Erasmus+ Students. Journal of
Language, Identity & Education, 1-16. https://doi.org/10.1080/15348458.2020.1871352
Ritchie, B. W. (2003). An Introduction to Educational Tourism. In B. W. Ritchie, N. Carr, & C. Cooper (Eds.),
Managing Educational Tourism (pp. 1-24). Channel View Publications.
Rodrigues Soares, J. R. (2019). Academic Tourism: A Segment on the Rise. In D. Batabyal, & D. Kumar Das (Eds.),
Global Trends, Practices, and Challenges in Contemporary Tourism and Hospitality Management (pp.
233-247). London: IGI Global.
Rodríguez, X. A., Martínez-Roget, F., & Pawlowska, E. (2012). Academic tourism demand in Galicia, Spain.
Tourism Management, 33(6), 1583-1590. https://doi.org/10.1016/j.tourman.2012.01.010
Rodríguez, X. A., Martínez-Roget, F., & Pawlowska, E. (2013). Academic tourism: a more sustainable tourism.
Regional and Sectoral Economic Studies, 13(2), 89-98. http://www.usc.es/economet/reviews/eers1327.pdf
Serra, M. (1999). Alojamiento universitario: Guía de colegios mayores, complejos residenciales y residencias
universitarias públicas. Edicions Universitat de Barcelona.
Stone, M. J., & Petrick, J. F. (2013). The educational benefits of travel experiences: A literature review. Journal of
Travel Research, 52(6), 731-744. https://doi.org/10.1177/0047287513500588
UNWTO. (2020). Global Guidelines to Restart Tourism. Retrieved from https://webunwto.s3.eu-west1.amazonaws.com/s3fs-public/2020-05/UNWTO-Global-Guidelines-to-Restart-Tourism.pdf

https://digitalcommons.usf.edu/m3publishing/vol16/iss9781955833004/1
DOI: 10.5038/9781955833004

222

Cobanoglu et al.: Advances in Managing Tourism Across Continents: Volume 1

Acknowledgements
The authors are very grateful to the respondents mentioned in this article for their valuable
contributions in a particularly hard pandemic context.
Appendix: Scripts for Interviews
Residence halls
Q1. How many students do you accommodate every year?
Q2. What services do you offer?
Q3. Who are your competitors?
Q4. What is your competitive advantage?
Q5. What is your residents’ profile?
Q6. What criteria do you take into account when accepting a student?
Q7. What are your promotion methods?
Q7.1. Which are the most effective or the most used?
Q8. Do you organize activities for the students?
Q8.1. Which ones?
Q9. Do you think these activities help international students to integrate more into our culture?
Q10. Do you think national and international students behave differently?
Q11. Do national and international students make isolated groups?
Q12. What procedures must future students follow to be accepted as a resident in your residence hall?
Q13. What payment methods do you offer?
Q14. How many employees work in your residence hall?
Q14.1. What type of contract do they have?
Q15. Why do you think students choose a residence hall instead of another type of accommodation?
Q16. Why do students choose your residence hall?
Q17. What percentage of international students choose you through recommendations?
Intermediaries
Q1. What different types of accommodation do you provide to your customers?
Q1.1. What are the respective pros and cons for each type?
Q2. What is your customers’ profile?
Q3. What type of accommodation do students prefer?
Q3.1. Why?
Q4. What are your promotion methods?
Q4.1. Which are the most effective or used?
Q5. Which are the most demanded residences?
Q5.1. Why?
Q6. What percentage of international students choose a residence hall through recommendations?
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Abstract
This study examines the importance of sustainable tourism and development in terms of local
dynamics in a project example. Home of Aromatic Plants Köyceğiz Project has been one of the
three projects accepted in 2020 with the Sustainable Tourism Support Fund of Future is in Tourism
under the partnership of Turkish Ministry of Culture and Tourism, United Nations Development
Program (UNDP) and Anadolu Efes. In this study, the importance of sustainable local development
is examined in a project example. In the conceptual opening, sustainable tourism and local
development have been emphasized. then the project was introduced and its relevance to
sustainable development goals was discussed in detail. Both the theoretical and practical
framework of this study will be beneficial for those doing research and practice in the field of
tourism and for local governments.
Keywords: future is in Tourism, Köyceğiz, sustainable tourism, sustainable local development
Introduction
Sustainability is a systematic concept that has an impact on all value processes of service
ecosystems and has ecological, social and economic dimensions (Porter & Derry, 2012). For this
reason, the concept of sustainability is a concept that has attracted great attention in the literature,
especially in socio-economic and administrative areas, and is still being studied frequently. This
concept represents the link between the growth of society and economic factors within the society
and is influenced by environmental, socio-cultural, and economic frameworks (Perez et al., 2013).
The negative environmental impacts caused by the unsustainability of economic development
models and the increased awareness that emerged in return have encouraged the adoption of the
concept of sustainability worldwide (Rosato et al., 2021). Sustainable development is generally
described in the literature through four interrelated concern themes (Palmer et al., 1997; Sharpley,
2000). These are the future (a concern for future generations), the environment (concern for the
integrity of ecosystems), public participation (a concern that enables individuals to participate in
decisions that affect them) and equity (concern for the poor and disadvantaged in society). All of
these themes are concerning those stakeholders should consider in their decisions and practices
(Daly & Cobb, 1989; Haughton & Hunter, 1994).
It has become an ethical and moral concern, especially given the enormous use of resources by the
tourism sector and the resulting negative effects (He et al., 2018). While tourism negatively affects
the socio-cultural context in host countries through host-guest interaction (Das & Chatterjee,
2015), on the other hand, it can threaten cultural heritage, cultural identity and welfare (Coria &
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Calfucura, 2012; Pan et al., 2018; Pratt et al., 2016). It should not be forgotten that for tourism to
continue to be a sector with the capacity to create extraordinary wealth in the medium and long
term, it must respect the carrying capacity of the environment and the quality of life of the host
community. Otherwise, you will be faced with a saturated destination where some of the locals
will refuse tourists. Hence the importance of politicians in this field focusing on harmonizing
environmental protection with local values (Lozano-Oyola et al., 2019). Therefore, efforts to
promote sustainability in tourism have long been advocated in policy and research circles
(Buckley, 2012; UNWTO, 2017). There may be various challenges in promoting sustainable
tourism development and therefore sustainable development (Pan et al., 2018; UNWTO, 2012).
More financial assistance is often needed to support this process, especially in developing
destinations such as Koycegiz. For this reason, efforts to create sustainable development can be
supported with projects that various public or private institutions and organizations provide
financial assistance. In the context of this study, the Home of Aromatic Plants Köyceğiz Project is
focused on.
Literature Review
Sustainable Tourism
Sustainability is primarily a result of the ecology age, but the intellectual background of the
concept goes back to at least the early nineteenth century. While the main interests in society and
society have long been concerned with how to best use and conserve natural resources, in the
globalized world of the twentieth century and the new millennium, it is beginning to realize how
everything is interconnected. Environment, economy, and society are inextricably linked (Hall,
2000: 1-4). For this reason, sustainability is everyone’s concern. Obviously, sustainability has
become an increasingly important political, economic, and environmental issue in tourism
analysis, as it requires new ways of thinking about the nature and purpose of development and
growth, and the role of individuals, government and the private sector in developing sustainable
futures (Hall, 2000). The rapidly developing tourism sector undoubtedly causes serious negative
effects as well as many benefits. Tourism, as a sector devoid of planning and such an uncontrolled
and rapidly developing sector, will lead to the depletion of resources, their destruction and loss of
value (Çelik & Bahar, 2014). In this context, the sustainability paradigm has also become the focus
of the tourism industry and the concept of sustainable tourism has emerged.
Sustainable tourism is generally thought to be synonymous with nature or eco-tourism, which
neglects the sustainability of social, cultural, and economic systems of sustainable tourism.
However, Griffin and Boele (1993) mentioned that sustainable tourism essentially should have
five elements. These are Conservation of existing resources, maintaining the productivity of
resources, avoiding irreversible environmental changes by maintaining biological diversity,
ensuring equality between current and future generations, and preserving and continuity of cultural
and natural heritage (Edgell, 2006). When the relevant literature is examined, it is possible to see
that the definitions of sustainable tourism mostly include these five elements. The United Nations
Environment Program and the World Tourism Organization (2005) define sustainable tourism as
tourism that fully takes into account current and future economic, social and environmental
impacts, and meets the needs of visitors, industry, environment and host communities. With the
focus on sustainability in tourism, initiatives on this issue have proliferated in the last 25 years and
the role of tourism in sustainable development has been fully acknowledged (UNWTO, 2017). It
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is important to know the aims of sustainable tourism as well as its definition. For this reason, the
World Tourism Organization has listed a number of objectives, especially the following, in order
to clarify the subject (UNWTO, 2015):
•
•
•
•
•
•
•

Ending poverty everywhere and in every way,
End hunger and encourage sustainable agriculture,
To provide a healthy life for all age groups,
To provide equitable training to cover every group,
Ensuring that women reach their deserved place by ensuring gender equality,
Creating sustainable production and consumption models,
Stimulating global partnerships for sustainable development.

In order to achieve sustainable tourism goals in the path of sustainable development, a consensus
should be reached between stakeholders by evaluating the approaches of different stakeholders to
tourism. In this way, the balance based on the welfare of visitors, entrepreneurs and local people
and the environmental protection will be ensured and sustainable tourism development will be
achieved. Bozkurt and Kafa (2020) also conducted a study on sustainable tourism in Çanakkale
and emphasized that sustainable tourism should be prioritized at the local scale, necessary
arrangements should be made and included in the plans. For the development of sustainable
tourism, support from all stakeholders in the tourism sector is required.
Sustainable Local Development and Tourism
Recently, it has been argued that economic sustainability and its possible effects on the
environment cannot be achieved solely by protecting global resources. Accordingly, developing
sustainable strategies will be the right decision at this point in order to create a balance in the
management of socio-economic and natural resources (Schmandt & Mitchell, 2010). The searches
to create the balance in the stage of creating these sustainable strategies also led to the emergence
of the concept of sustainable development (Kahraman & Türkay, 2012). The fact that the concept
of sustainability has been discussed frequently in recent years has also led to a long-term
development orientation that will have a positive impact on the society (Pascariu & Tiganasu,
2014). Besides, in the last half of the 20th century, four main themes emerged as peace, freedom,
development and environment, together with global demands and concerns. In the 1970s and
1980s, commissions were created by the world’s leading figures to analyze these global concerns,
followed by global conferences and producing major reports. At this point, they put forward the
roadmap of such efforts, emphasizing on sustainable development, ongoing concerns, especially
concepts such as development and the environment (Kates et al., 2005). The main contributions of
tourism to sustainable local development include increased income and job creation, the adoption
of new working practices and the improvement of existing business skills, the protection of nature,
and the strengthening of community identity and cohesion. It also allows the expansion of
complementary businesses such as tourism, local food or local arts and crafts (Dinis et al., 2019).
The most important challenge facing the tourism industry today is the three contributions it must
make to sustainable development. These are providing economic opportunities, increasing the
quality of life, and ensuring the protection and continuity of cultural and natural heritage. From
this point of view, it would be appropriate to see tourism as a tool for sustainable development.
Tourism should not be considered separately from development strategies, but as a part of them
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(Mc Cool & Moisey, 2002). Because there is a correct relationship between the tourism sector and
development, and the tourism sector has a very important position in ensuring both regional and
local development by using resources effectively (Çeken, 2016).
Small tourism entrepreneurs are an integral part of the sustainable local development process;
because they contribute to the social and economic regeneration of a community by generating
income (Bosworth & Atterton, 2012) and improve the attractiveness of their locality (Dinis et al.,
2019). Only tourism entrepreneurs can turn the climate, landforms, flora and fauna, historical ruins
and ethno-cultural features into tourism resources that can turn into touristic products (Drucker,
1985; Koh and Hatten, 2002). Therefore, the tourism entrepreneur is the catalyst of the wave of
tourism development and the sculptor of the tourist landscape in a community (Koh and Hatten,
2002). If sustainability components can be integrated in local development; socially equitable,
economically viable and environmentally friendly destination can be created and sustainable local
development can be mentioned (Dinis et al., 2019). The main purpose of local development is to
mobilize local dynamics in order to increase the economic welfare and life quality of local regions,
and to ensure their development in accordance with the principles of sustainable development in
the physical, economic, social, cultural and political field (Tunçsiper & Yılmaz, 2009). Ensuring
sustainable local development will give a locality the chance to offer abundant opportunities in
harmony with the natural environment to provide a more prosperous life for its inhabitants
(Gardner, 2016). Because a region that has achieved sustainability in local development will affect
most of the determining variables such as the history, culture, economy, climate, geography and
politics of the region (Egger, 2006).
Methods
The design of this research is the case study design, which is one of the qualitative research
designs. The case study is generally established to understand a system formed by a certain
individual, class or institution in its natural environment (Altun & Büyükduman, 2007). According
to Yıldırım and Şimşek (2005), events and phenomena studied in social sciences research are
examined within their own environment and the researcher tries to explain and interpret these
events and facts in detail and in depth. In this study, Home of Aromatic Plants Köyceğiz Project
is discussed as a case study.
Home of Aromatic Plants Köyceğiz Project
Turkish Ministry of Culture and Tourism, United Nations Development Program (UNDP) and
Anadolu Efes started to support sustainable tourism with the Future is in Tourism project in 2007
in order to contribute to the tourism of the country. With this project, they intend to raise awareness
about the resources for tourism in Turkey and ensure the protection of these resources. Within the
scope of the Sustainable Tourism Support Fund, funding support is provided for innovative,
participatory, sustainable and gender-balanced tourism projects. This project aims to encourage
development-oriented tourism practices in cooperation with the Sustainable Tourism Support Fund
and private and public institutions. The sustainable tourism support fund contributes to the
following issues (Bahar, Çelik & Samırkaş, 2015; UNDP, 2021):
•

Increasing cooperation between stakeholders in the field of sustainable tourism,
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•
•
•
•
•
•

Awareness of the impact of sustainable tourism on local economic development and
therefore an increase in initiatives in this regard,
Local people to be aware of their own values,
Increasing awareness of the protection of cultural and natural heritage,
Increasing examples on the balance of protection and use,
Mobilizing resources for the development of local sustainable tourism,
Increasing the number of employees in the field, thus supporting employment.

In this context, the Sustainable Tourism Support Fund has supported nineteen projects within the
scope of sustainable tourism since 2017 under the name of Future is in Tourism with the support
of private and public institutions and local people. Each year, three projects are selected from
among the projects that respond to the call for application. One of the projects that was put on call
in 2019 and started in 2020 is the Home of Aromatic Plants Köyceğiz project. The aim of this
project is to increase the tourism potential of Köyceğiz by introducing the botanical richness of
medicinal and aromatic plants. This project carries out all its activities in sustainable tourism focus
and aims to increase women’s employment and create a fine example of aromatherapy tour from
Turkey to become a new trend in the world. Köyceğiz is one of the 13 districts in the Aegean
Region, within the borders of Muğla Province. It has a settled population of 35 thousand people.
It is located in southwestern Anatolia, in the province of Muğla, in the north of Köyceğiz Lake,
and is approximately 60 km from Muğla city center. It has an area of 1.758 km².
Project Strategy of Home of Aromatic Plants Köyceğiz
The main goal of this project is to establish a rural development model for sustainable tourism,
with the coordination of all stakeholders, by revealing the plant potential of Köyceğiz where the
16th slow city of Turkey is.
The other goals of this project are:
•

•
•
•
•

To reveal the botanical tourism potential in the region by considering the balance of using
conservation in Köyceğiz district; Adding a sample plant that the visitor will take from
nature to their living spaces and doing this together with the local people, to ensure the
development of community-based tourism in the region,
With the restoration of the Sabri Başoğlu Mansion from 1932, the establishment of the
necessary infrastructure for both displaying aromatherapy products and making
production,
Carrying out necessary studies and providing training to raise awareness of local people
and tradesmen on sustainable tourism,
Carrying out awareness activities from children to adults in order to increase and spread
local ownership,
Carrying out necessary studies to bring women trained in the field of aromatherapy under
an institutional roof and evaluating the best alternatives in cooperation with local
governments.
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Participation of the Project Interest Groups in the Project
During the implementation and development of the Home of Aromatic Plants project for Köyceğiz,
separate meetings were held with different stakeholder groups in Köyceğiz (local people,
tradesmen, local administrations and people who came to Köyceğiz from outside of Köyceğiz) and
also one-on-one in-depth interviews were made with people who settled in Köyceğiz. In the
interviews, it was observed that women in particular showed an interest in the project rather than
men. After the project started, project introduction meetings were held every Wednesday, and
those who settled in Köyceğiz from abroad participated in these meetings rather than the local
people.
During the project process, Home of Aromatic Plants Technical Consultation Workshop was
organized online within this scope. The workshop was announced to many public institutions and
organizations and related groups with the contribution of local governments and the university.
The road map was determined after the workshop. With the participation of participants from
different districts to the workshop, the mansion, which was transformed into the Home of Aromatic
Plants in the district, started to attract more attention and an invigorating effect was created on
domestic tourism. A community-based approach has been adopted by taking into account the
opinions of the participants who participated in the introductory meetings and shared their opinions
and views. With the contributions of the participants, experience workshops have started to be held
in the mansion. There has been an intense participation in the experience workshops from different
provinces and districts and is still taking place. The experience workshops held with a limited
number of participants within the framework of pandemic conditions will extend to different days
in the future and extend the stay in the district.
Although it was planned face-to-face in the past, the Sustainable Tourism Webinar series program
was prepared within the scope of the project and started to be organized with a different participant
and subject every week. It is aimed to raise awareness on sustainable tourism with the webinar
series, which is organized with the participation of local tourism actors, local people and other
people who are interested in the subject. Particularly, women were given trainings on hygiene,
entrepreneurship and social media management, with the support of the university, in response to
the COVID-19 crisis. Apart from the support of UNDP, the local government (Köyceğiz
Municipality, Köyceğiz District Governorship, District Agriculture Directorate, Muğla Sıtkı
Koçman University Tourism Faculty, etc.) and local tradesmen have contributed in kind and in
cash to the project.
Findings
Under the heading of Findings, as a result of the literature review on sustainable tourism and
sustainable local development, the duties of this project in ensuring sustainable local development
were discussed. In this context, when the tourism sector is managed sustainably, this project has
the potential to make a significant contribution towards the achievement of a series of Sustainable
Development Goals by Köyceğiz. The sustainable development goals are shown in Figure 1 below
(UN, 2017):
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Figure 1. Sustainable Development Goals

Source: United Nations, 2017

•

•

•

•
•
•
•

This project, which will support local development as intended, will help to solve
problems such as job opportunities, alternative tourism types, reducing seasonality. These
actions are aimed at reducing poverty in the long term and ensuring the right to live
humanely, such as avoiding hunger problems in Köyceğiz (SDG 1-2).
In addition to activities such as breathing exercises, yoga, and healthy life products that
can be prepared with aromatic herbs; healthy life is encouraged with different types of
tourism such as trekking on aromatic routes that will be developed within the scope of the
project (SDG 3).
Within the scope of the project, workshops are organized within the scope of
possibilities, with two different topics each week. In addition, a workshop and webinar
series were organized with the participation of various local administrators, academicians
and sector representatives. In this way, it is aimed that everyone, especially the local
people, who are in the field of interest, have knowledge about different issues and give
them a new horizon and different perspectives. In addition, efforts are made to ensure that
everyone fulfills their responsibilities as a stakeholder by increasing awareness of
sustainability (SDG 4-6-7-12-13-17).
The project aims to create new jobs by adopting policies that encourage sustainable
tourism (SDG 8).
It is aimed to provide the necessary innovation and infrastructure studies for sustainable
development by encouraging local administrations, which are one of the project
stakeholders, to support almost every issue (SDG 9-16).
The project tries to help reduce inequalities. In this context, the focus is particularly on
women’s employment (SDG 5- 10).
While working on the protection of cultural and local heritage, this project can also
encourage resilient urban planning and ensure that Köyceğiz duly preserves its title as a
slow city (SDG 11).
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•

Sustainable tourism can be part of a local development strategy to protect Köyceğiz’s
lake and land habitats and biodiversity, especially endemic species. As a matter of fact,
the aromatherapy plants, which are the theme of the project, are sensitive to the flora and
fauna of Köyceğiz and aim to work on its protection (SDG 14-15).

Sustainable tourism should therefore be seen as an opportunity for the village of Köyceğiz to
promote and preserve the local culture, while increasing economic growth. For this reason, while
developing the project, sustainable development goals were adopted by the project team as a must.
Conclusions
The tourism in Koycegiz is not suitable for the local culture. The awareness of the visitors about
the supply resources of the region is almost negligible, and the visitors who visit the lake leave the
area immediately. Environmental awareness is low, both among local residents and visitors.
However, it is known that both visitors engaged in botanical tourism activities, cultural tourists or
special interest tourists visit areas where the local culture is preserved. It has been essential to raise
awareness about the importance of sustainable tourism for local economic development, as the
tourist attraction of the destinations that have lost their cultural and natural texture will decrease.
The Home of Aromatic Plants Köyceğiz project includes a knowledge sharing and coordinated
work between the university producing science and the District Governorship and the
Municipality, which have a say in many aspects, especially in administrative duties. It is obvious
that the formation of coordinated information sharing and cooperation between stakeholders plays
a key role in the focus of success in both destination management and sustainable tourism
literature. In this context, this project in the field of sustainable tourism in Turkey demonstrate
compliance with the purpose of enhancing inter-stakeholder cooperation and partnership. In
addition, the promotion of what this project can do in terms of local development is of great
importance in terms of setting an example in the country or other parts of the world.
One of the aims of this study is to raise awareness about the Aromatic Plants House project, which
was examined within the scope of the case study. With this case study, it was tried to be made
aware of both the Future is in Tourism project and the cooperating institutions. In this context, this
study is an example for both theoretical and practical applications. However, the main limitation
of the study is that the study is conducted on a single case study. In addition, the fact that there is
only one region is another limitation in front of it being generalizable. For future research,
researchers can:
•
•
•

carry out project studies on the current topic in different regions,
take this project as a starting point and deal with the subject specific to different regions,
apply to stakeholder institutions on different project issues.
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Abstract
The COVID-19 outbreak has presented unprecedented circumstances before the fragile tourism
and hospitality industry across the globe. The infectious COVID-19 continues to frustrate the
sector and raises serious questions about the present and future survival of the sector. The research
addresses two important concerns, first, relates to the major challenges that the hospitality and
tourism industry faces amid the COVID-19 pandemic; and second, relates to the vital learnings for
the industry with respect to hospitality and tourism industry in Pakistan. The study draws on
interviews with 15 participants in senior positions in the hospitality and tourism industry of
Pakistan. Responses to the interviews were content analyzed, resulting in emergence of 27 subthemes, that were further condensed into 4 major themes. The major sub-themes that emerged out
of the qualitative enquiry included: need of multiskilling and capacity building of the human
resource, sense of hygiene, sanitation and related SOPs, optimism toward revival of the tourism
industry, media role, and need of better crisis preparedness. Subsequent overarching themes
included Human Resource Management, Health and Hygiene, Continuity, and Concerns. The
study discusses prominent themes in the light of the existing arguments from the literature and
reflects on implications for the decision makers.
Keywords: COVID-19, hospitality, tourism, qualitative interviews, social media influencers
Introduction
Background and Perspective
COVID-19 declared as a pandemic by World Health Organization on March 2020, has
significantly affected economic, political, socio-cultural systems across the globe due to halted
global travel, tourism, and leisure. The terms are more closely associated with the idea of a voyage
or peregrination or a circuit, than with the idea of an individual being temporarily away from home
for purposes other than pleasure and leisure. Over the period, tourism is considered as an economic
activity and countries try to attract tourists with some uniqueness of their respective countries
whereas the term domestic tourism is used for the tourists who visit different parts from inside the
country and tourists coming from other countries are called international or foreign tourists
(RUKH et al., 2020). Meanwhile, the tourism industry has also suffered from numerous
environmental, political, socio-economic risks and has bounced back from various crises and
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outbreaks (Sigala, 2020). However, the unprecedented nature of COVID-19 has demonstrated that
the ongoing crisis is not only different but has made long-term structural and transformational
changes in the industry on a global scale. Though information regarding the pandemic and its
impacts is unveiling gradually (Yeh, 2020) but estimates show that international tourism numbers
have dramatically declined by 20-30% from the predicted 3-4% annual growth for the year 2020
(Lapointe, 2020).
The research shows that tourist arrivals are estimated to drop by 78% causing a loss of US$ 1.2
trillion in export revenues from the hospitality and tourism industry and 120 million direct tourism
job cuts representing seven times the impact of September 11, and the largest decline in the history
(Sigala, 2020). As COVID-19 has swept across the world, travel restrictions and border shutdowns
were introduced in many countries and regions to limit its spread (Qiu et al., 2020) affecting the
hospitality and tourism industry across the world. These travel restrictions and advisories by global
leaders have revealed the vulnerability of the hospitality and tourism industry. These restrictions
were of local, regional, and international level and immediately affected national economies,
including the travel and tourism industry.
From now onwards, the COVID-19 pandemic is likely to become an essential reference point in
research related to the hospitality and tourism industry. According to recent research, the
emergence or recurrence of infectious disease is one of the corollaries of global tourism and
mobility (Qiu et al., 2020). That is why travel restrictions, border shutdowns, public gatherings,
events cancellations, and quarantine requirements amid fear of spreading COVID-19 have placed
extreme challenges on the hospitality and tourism industry across the globe. According to John
Hopkins University, the infection has infected over 9.9 million people worldwide and the reported
deaths due to the infection have crossed over 2.1 million (CSSE Johns Hopkins, 2020).
Global Impact of COVID-19 and Tourism Industry
This pandemic has predominantly reduced the need for leisure travel and search for pleasureseeking retreats, reducing international and domestic tourism within days (Gössling et al., 2020)
with slowing down international travel. As a result, the hospitality and tourism industry has come
to a halt, the industry is though, trying to recover through negotiation with suppliers for mutual
sustenance, extensive cost reduction practices, and providing a minimum mandatory period for
accommodation bookings when visiting tourism destinations. The industry has been badly affected
due to a reduction in international flights as compared to the number of flights before the spread
of COVID-19. While some economies around the globe are gradually reopening others are still
struggling with COVID-19 and its variants, turning the overall situation volatile due to the high
contagiousness of the virus and vaccination is still in its infancy (Gretzel et al., 2020).
Globally, the hospitality and tourism industry has also faced a wide range of crises including
terrorists ’attack in the USA in 2001 and other terrorist activities (Gretzel, 2018), the severe acute
respiratory syndrome outbreak in 2003, the global economic crisis unfolding in 2008-09, and the
Middle East Respiratory Syndrome (MERS) outbreak in 2015, to name a few. However, there are
many indications that the impact and recovery from the COVID-19 pandemic will be exceptional
(Gössling et al., 2020) as the extant knowledge is yet in the stage of infancy, however, the impact
has been profound that is still unfolding, according to John Hopkins University, in countries like
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United States, India, Brazil, Russia, United Kingdom, France and Space (CSSE Johns Hopkins,
2020).
Tourism in Pakistan and COVID-19
The government of Pakistan has invested more than Rs.90 billion on the road network, hotels,
parks, and archeological sites during the last decade (RUKH et al., 2020) but due to the spread of
COVID-19, the travel and tourism industry in Pakistan was also facing multi-pronged challenges.
To address these challenges the Ministry of National Health Services, Regulation and Coordination
Pakistan on February 12, 2020 presented a National Action Plan in response to COVID-19 so that
the spread of the virus can be controlled (Rasheed et al., 2021). According to Pakistan Tourism
Development Corporation, only in the month of February 2020, the hospitality industry faced a
loss of Rs. 100 million and hotel bookings have dropped from 90 percent to 40 percent from the
months of January-March 2020.
The preventive measures to contain the pandemic have affected the sustainability of small eateries
and street vendors, badly affecting Small and Medium Enterprises in Hospitality and Tourism
industry in Pakistan (Welcome to Pakistan, n.d.). Bloomberg News reported that Pakistan
International Airline will be bankrupt in the next two years amid COVID-19 (Kotoky, 2020). At
least 1.5 million jobs in the hospitality and tourism industry are at immediate risk in the Small and
Medium Enterprises sector and about 90 percent reduction is expected in foreign tourists’ arrival
during the year 2020. This will greatly impact foreign exchange earnings from tourism and the
government’s revenue collection due to a reduction in tax collection (Welcome to Pakistan, n.d.).
Despite the grave situation in tourism all over the world, Pakistan has come up with an optimistic
and result-oriented strategy to promote tourism. The government has involved social media
influencers and the diplomatic community as part of its digital diplomacy to portray the soft image
of Pakistan to attract the maximum number of foreign tourists. The Prime Minister of Pakistan,
while addressing the nation announced the government’s action plan to develop and promote
tourism, including an on-arrival visa facility for group travelers and online visa processing for
individual travelers.
On June 13, 2020, the prime minister of Pakistan, Imran Khan, announced in a televised address
to the nation that a smart lockdown strategy would be imposed on certain hot spots across the
country. In a smart lockdown, the emphasis was on strict monitoring to ensure that people follow
guidelines and standard operating procedures (SOPs) (Pakistan: Smart Lockdown Imposed across
Cities of Pakistan as COVID-19 Cases Grow Rapidly | Global Legal Monitor, n.d.).
Literature Review
Prologue to COVID-19 and Tourism
According to an estimate of the World Tourism Organization, tourism is growing at an average
rate of 4.1 percent before the spread of COVID-19 (RUKH et al., 2020). As COVID-19 has now
spread to over 200 countries or territories, many countries’ governments have imposed restrictions
on the movements and behavior of their populations, affecting worldwide tourism enormously
(Gössling et al., 2020). In addition to the health risks for tourists, there are concerns that infected
tourists may spread the disease to the residents of the locality. Earlier, due to other calamities like
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tsunami, earthquakes, terrorist activities, extreme climate conditions, health, and safety concerns
the tourism industry also suffered worldwide (Yeh, 2020).
Impact and Consequences
Despite restrictions and precautionary measures, the virus affected all parts of the tourism and
hospitality industry through the cancellation of events, closed accommodations, and shut down of
attractions affecting other parts of the supply chain including catering and laundry services, to
name a few (Gössling et al., 2020). The impact of the current pandemic has been profound that is
still unfolding in various countries whereas the world GDP growth is expected to decrease from
an earlier projection of 2.9 percent to 2.4 percent (Javed, 2020).
Due to COVID-19, travelers and tourists around the world were stranded due to restrictions
introduced on international travel, with the closure of borders and airports, airlines suspending
flights, exit bans, and other restrictions being introduced daily and governments struggling to pull
their citizens back to their origins (Gössling et al., 2020). Besides, the drastic effect of COVID-19
on worldwide tourism, India also falls among the top 15 affected countries with a trade impact of
USD 348 million (Javed, 2020). The effects of the pandemic on the tourism industry in India are
continuing to become serious with the sector embracing higher unemployment rates. The potential
job loss in tourism and hospitality has been estimated at 38 million, which is 70 percent of the
industry workforce (Kaushal & Srivastava, 2021).
The profound impact of COVID-19 on global tourism industry has compelled the governments to
respond by offering short-term financial support to the enterprises and workers affected. As is the
case with the United Kingdom government that is offering businesses in tourism industry and
beyond to claim 80 percent of their employees’ monthly remuneration up to a maximum of £2,500
per employee, whilst the self-employed can also claim a taxable grant worth 80% of their trading
profits up to a maximum of £2,500 per month (Williams, 2021)
COVID-19 and Reverse Effect on Tourism in Pakistan
During 2013-19 Pakistan launched various projects for bringing sustainability in the tourism and
hospitality industry, spending 40 billion and 35 billion on Swat and Hazara motorways
respectively (RUKH et al., 2020). The aim behind investing in building the infrastructure and
providing facilities to tourists was to motivate international tourists to visit Pakistan. Pakistan is a
tourist country where both foreign and domestic tourism was in place up to some extent but the
pandemic has somehow created disruption in international tourism while the domestic tourism in
Pakistan flourished despite the prevailing effect of the pandemic (Javed, 2020). Moreover, the
tourism sector in Pakistan comprises of daily wagers and small and medium enterprises, whose
source of income is dependent on tourism season, due to the prevalence of COVID-19, tour guides,
porters, tour operators, and salaried staff has seen a surge in their income due to timely decisions
and guidelines issued by the government of Pakistan on regular intervals (Welcome to Pakistan,
n.d.). Thus, the pandemic has put all stakeholders on board to cover losses of fixed nature
experienced in the first quarter of the year 2020.
The government of Pakistan is proactively supporting the planning and upgrading of tourist
infrastructure and facilities in Punjab and Khyber Pakhtunkhwa provinces respectively (Afzal,
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2020). The tourism and hospitality industry attracts investments in hotels, restaurants, and resorts
and also generates local economic activity with spending generated by tourists. (Foreign Investors
Keen to Invest in Tourism Sector in KP_ Atif Khan, n.d.). Over the recent years, the perception of
this beautiful country had changed positively, among the global community. According to Jovago,
Pakistan’s annual travel, tourism, and business travel spending exceed over $12 billion. One of the
reasons for this increment is due to advancement in China Pakistan Economic Corridor. Further,
leisure travel spending is expected to grow from $10.3 billion in 2016 to $17.6 billion in 2026
while business travel spending is expected to jump from $1.9 billion in 2016 to $3.3 billion in
2026 (CPEC Investments Lift Pakistan’s Hospitality Industry, n.d.). Also, the government has
planned to invite foreign investment in the country for establishing tourism zones in northern areas
including Swat, Galyat, Hazara region, and Gilgit-Baltistan. Due to the measures taken by the
government of Pakistan, travel services based on business and personal travel increased from
$247.1 million in the fiscal year 2019 to $320.3 million in the fiscal year 2020 showing the growth
of 29.6% in the country showing an increase in remittances from $14,355.8 million in FY 19 to $
15,126.6 million in FY 20 showing the growth of 5.4% (Javed, 2020).
Research Methodology
Why Qualitative Study?
The current investigation considers that the outbreak shall continue to unfold its various effects
while this study is underway. The COVID-19 and now COVID-20 new variant is novel and not
much is known about this ongoing and ever-expanding disaster. In the instances of newer problems
for which understanding needs to be developed, qualitative methods can offer critical insights
(Juliet Corbin ; Anselm Strauss, 1998). Given the circumstances, it was felt appropriate to take a
qualitative stance on research.
Sample
The present study is based on secondary data is collected from the government of Pakistan’s
official websites, world-famous databases, and news websites. Also, purposive and snowball
sampling techniques were applied to get authentic information from the most relevant respondents.
Sample size considerations in previous qualitative inquiries in tourism and hospitality have ranged
from fourteen interviews to over thirty interviews (Rittichainuwat & Rattanaphinanchai, 2015).
For the current study at the outset 47 most knowledgeable and well-educated senior executives
from the tourism and hospitality industry were selected from the registered companies with
Pakistan Tourism Development Cooperation. They were approached for their participation in the
study. Out of those approached, 15 accepted to participate, which resulted in a response rate of
35.7 percent. As the participants were in the senior positions and were mostly occupied with
various tasks the intention was to reduce delays in getting reverts. To avoid such delays occasional
follow-ups were carried out. It was deemed necessary to sample individuals in senior positions
because they are met with the immediate challenge of answerability during adversities. This also
restricted the sample size, yet the non-probabilistic nature of sampling rendered in the selection of
the most suitable candidates.
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Data Collection
Due to the prevailing situation of the COVID-19 pandemic, the method of data collection was
email interviews. Email interviews are becoming commonplace in qualitative research, and in
current circumstances where social distancing has been widely practiced, it was felt to be most
appropriate for the current investigation. In this way of data collection, the interview questions
may be pasted into the emails or separate documents may be attached to the email (Burns, 2010).
Email interviews are also termed as cost-effective when compared to telephonic or face-to-face
interviews. They yet can yield in-depth information from the participants (Hershberger &
Kavanaugh, 2017).
Data Source
In qualitative research, primary data are collected by the researcher directly from study participants
to address a specific question while secondary data has been collected from the government of
Pakistan’s official websites, world-famous databases, and news websites. For this research,
primary data were collected by e-mail interviews with a questionnaire having open-ended
questions. The questions used in the e-mail interviews were adapted from the reviewed literature
that has emphasized implications for academicians and practitioners.
Data Analysis
The received responses were pasted in excel spreadsheets and word documents for conducting the
content analysis. Content analysis has been described as a research technique for the objective,
systematic, and quantitative description of the manifest content of communication (de Sola Pool
& Berelson, 1952). Content analysis of the participants’ responses resulted in several underlying
themes (Lisak, 1994). Content analysis of the responses resulted in varied sub-themes from the
open-ended questions asked in the e-mail interviews. For content analysis, interview responses
were read and re-read several times to interpret variations and discern similarities and differences
in the content. These variations and similarities resulted in several basic sub-themes. This kind of
analysis is valuable, systematic and one of the ways to recognize data and identify recurring
themes. The responses were coded/labeled to uncover the similarities, which turned out to help
contain them under manageable heads. Coding assisted in providing the garnered content some
logical level and condensation brought preciseness (Egberg Thyme et al., 2013). In that process,
certain responses resulted in similar patterns across broader queries. For example, multiskilling,
adoption of technology, planning, and management of funds, appeared in responses to several
interview questions. This sort of condensation and coding/labeling also made quantification
possible of the recurring content. Thematic analysis is a good approach in qualitative studies as it
allows to discern participants’ views and opinions from a set of data such as interview transcripts’
(Jack Caulfield, 2020). Careful observation of 27 sub-themes resulted in four dominant themes
labeled as Human Resource Management, Health and Hygiene, Continuity, and Concerns.
Discussion and Implications
The investigation revealed prominent themes related to the skills of employees, various
stakeholders’ perspectives, and a strong need for awareness among the masses/tourists as well as
the strong political will to counter the challenge of a pandemic while flourishing tourism in
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Pakistan. This was evident in the way that many experts, national and international felt about the
significant learning from the ongoing crisis where multitasking, SoPs implementation, and
responsible attitude of all the stakeholders were indispensable for fighting against pandemic
without incurring serious damage to the national economy in Pakistan where 35% people live
under the poverty line as per official statistics of World Bank in 2020. In the following sections,
we discuss how the Government of Pakistan has taken up responsibility and necessary measures
along with strategies to tackle future implications of the pandemic to fight back.
Practical Implications
Guidelines for Reopening Tourism
Despite hard challenges in the tourism industry all over the world due to the spread of COVID-19,
the Government of Pakistan has acted responsibly and issued guidelines for the reopening of
tourism on August 8, 2020. Despite the fact, that many of the countries are yet fighting against the
pandemic (Lapointe, 2020).
General Measures
•
•
•
•
•

The potential tourists should ensure that all travelers are healthy and physically fit before
embarking on the journey.
The elderly (more than 65 years) should avoid any kind of traveling unless cleared by
their physician.
At all entry points to travel areas the local administration will arrange check posts where
all travelers must register and fill up a Health Declaration Form.
Filling up the specified form is mandatory for all travelers before proceeding further.
Travelers should ensure adequate supplies of masks and sanitizers before they embark on
the journey.

Preventive Measures for Hotel Administration
General Precautionary Measures
•
•
•

•
•
•
•
•
•

The preventive measures that should be followed are:
Ensure the hotel or resort is always clean and hygienic.
Ensure cleaning of spaces (lobbies, restrooms, hallways, public bathrooms, parking area,
hotel entrance, lobby, restaurant, and Spa) and shared items (door handles/knobs, elevator
buttons, stair banisters, tabletops remotes, light switches) with disinfectants. Disinfect the
surfaces (e.g., tables and chairs) and objects (e.g., telephones, papers, pens) with
disinfectant regularly.
Place sanitizer at entryways.
Put sanitizing hand rub dispensers in prominent places.
Refill dispensers regularly.
Display posters promoting handwashing and maintaining good respiratory hygiene
(cough etiquette advice).
Thermal screening of all the people coming to resorts or hotels.
Sanitize vehicles used by the tourists through a disinfectant spray.
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•
•
•

Always encourage social distancing of 6 feet.
Encourage the use of face masks.
It is the responsibility of the hotel administration for informing the tourists about the local
SOPs, precautionary measures, and available health-care facilities at nearby hospitals
from tourist spots.

Measures at Reception
•
•
•

Disinfect the reception area and hotel lobby at least once an hour and ensure adequate
ventilation.
Disinfect the reception desk, payment terminals, room keys after each check-in regularly
Mark out spaces using measuring instruments to make social distancing of 6 feet easy to
follow for the guests at the reception.
Encourage use and provide facemasks to all guests and employees.

Measures for Check-in procedure
•
•
•
•

Carry out thermal scanning and record temperature.
Carry out check-in individually, with the number of people limited to two from one
booking Minimize the reduction of procedures for check-in.
PPEs must be worn by reception staff while at work (e.g., disposable gloves, medical
mask) Availability of shoe sanitizing mat at the entrance to the hotel lobby.
Give single room of the hotel to not more than two guests and double room not more than
four guests.

Accommodation
•
•
•
•
•
•

Disinfect the space of each room thoroughly after checking- out, along with complete
disinfection of furniture and equipment available in the room, in particular a telephone,
mini bar, and TV with remote control.
Change the bedding according to safety standards.
Carry out detailed disinfection of bathroom rooms every day using single-use materials
and disinfectants.
Availability of hand sanitizers in all rooms Cleaning staff work must wear PPE e.g.,
gloves, masks while maintaining a safe distance from guests.
During cleaning works, protect the housekeeping carts with a protective foil.
Disinfect the vacuum cleaners and keep the cleaning material to only one room.

Restaurants
•
•
•
•

Open the restaurant and bar daily for a limited time (follow local administration SOPs).
Deliver meals preferably to the room.
Disinfect room service trolleys and waiter trays.
Sanitize the cutlery, porcelain, and glass each time following sanitary procedures.
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Measures for Tourism Operators
•
•
•
•
•

Protect staff wellbeing by ensuring staff and hygiene measures are in place as well as
ensuring workers are complying with health advice and are not unwell.
Provide all staff with a copy of these guidelines.
Have provisions in place to record visitor contact details on booking or entry (details of
tourists, including CNIC numbers, phone numbers, and home addresses).
The Tour Operators and Hoteliers must share bookings and visit information of each
tourist with the concerned district tourism office in the attached format.
The manager of the hotel shall be responsible to maintain all records. The AD Tourism
will further disseminate it with the Directorate/ Secretariat of Tourism and Concerned DC
on daily basis.

Preventive Measures at Public Space/Tourist Spots
•
•
•

All tourists must always wear face masks in public places and keep hand sanitizers on
their person. Similarly, drivers ferrying people to tourist spots are also required to wear
masks and gloves.
Before entry to a tourist spot, a thermal screening of each visitor is to be carried out.
Anyone found with an elevated body temperature should be subject to further
examination and if needed could be placed in quarantine, according to the SOPs direct
link of all tourist spots with the nearest health facility is to be formalized by the local
administration.

Current Policies: Domestic/Foreigner Tourists Entering Pakistan
According to the Ministry of National Health Services Regulations & Coordination, the
Government of Pakistan is taking proactive measures to bring back its nationals, who wish to
return as well as the foreign tourists who wish to explore the beauty of Pakistan whereas, since
October 5, 2020, all International travelers to Pakistan will require a mandatory negative COVID19 test that has to be taken within 96 hours of the travel date (Ministry of Health, 2020). The
government has also issued guidelines for domestic air travelers while the travelers entering
Pakistan must:
•
•
•
•

Provide traveler contact information through:
The Pass Track Mobile App or
An accessible web-based form
Undergo screening by a health official

The tourists from other countries are categorized into category A, B, and C primarily based on
epidemiological risk assessment reviewed fortnightly by the Ministry of National Health Services
Regulations & Coordination, Government of Pakistan (2021):
•
•
•
•

Travelers Coming from Category A countries:
No COVID-19 RT-PCR test required before traveling to Pakistan,
Travelers coming from Category B countries:
Show proof of a negative RT-PCR test not older than 96 hours before travel to Pakistan.
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Travelers crossing from Category C countries (UK and South Africa and mutant strain may be
added late. As a result of detailed understanding and our in-depth exploration of this phenomenon,
the following themes have been derived from face-to-face interviews with professionals on senior
positions in the tourism industry of Pakistan. It is worth mentioning that the best possible effort
has been made to collect and analyze the data in line with qualitative research standards. These
findings imply an underline four significant areas to be taken care of for the better performance of
the tourism industry in Pakistan. The researchers hope that these findings shall contribute to
scientific knowledge of the tourism industry and a guideline for tourism operators to devise
effective strategies to combat the continuous effects of COVID-19.
Conclusion
The focus on the Pakistani setting is an essential differentiating element of the study and the current
theoretical, as well as practical contribution, should be viewed as vital in the country’s context.
This holds relevance as the number of infections is on the rise, especially during the current 3rd
wave of a new variant of COVID-19. As discussed in practical implications, after an in-depth
exploration of the phenomenon, four dominant themes emerged from findings are Human
Resource Management, Health and Hygiene, Continuity, and Concerns along with the emergence
of important sub-theme i.e., role of social media and social media influencers in addressing the
pandemic issues in public. Pakistan has initially undergone a difficult time due to the pandemic.
However, the proactive measures of the government of Pakistan, responsible behavior of the public
institutions, and positive role of mass communication channels, economic activities in the tourism
industry have helped the country to face this challenge with dignity. The rest of the world can learn
from the smart lockdown experience of Pakistan as well as the role of the government of Pakistan
in empowering the tourism industry and all the stakeholders by extending pragmatic support. Last
but not the least, it is worth noting that the effects of COVID-19 are going to remain for a longer
duration, and sectors that thrive on social contacts such as tourism and hospitality need to embrace
for tumultuous times ahead. Going forward, it would be crucial for the governments and marketing
firms to research to analyze the effects of the current catastrophe on the industry. This research too
makes a case for raising awareness to view this pandemic as a wake-up call to prepare for the
aftereffects. Going forward other highlighted aspects in the current study such as a change in travel
and dining habits, careful spending, need for adaptability, market research, leadership roles,
population issues would be critical in preparing industry and stakeholders.
Managerial Implications
The most prominent theme that emerged was related to the capacity building of the employees.
This was visible in the way experts felt about the vital learnings from the ongoing crisis, where
multiskilling was considered as a latent solution to the issue of reduced redundancy and retaining
employees in the long run. This reflects that going forward managers must take cognizance of the
evolving practices related to the employees’ engagement in multiple job roles, which is expected
to become a norm in hospitality and tourism. The research in the past indicates that this may be
achieved by the delegation of additional responsibilities, on-the-job training, and across
departmental work projects. The added advantage of multiskilling may also reflect in the form of
retaining the usefulness of employees during lean seasons or in low demand (Kyriakidou &
Maroudas, 2010).
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Hygiene and Sanitation
Hygiene and sanitation remained a recurrent sub-theme throughout the responses, be it about
foreseeable consumer behavior or learnings for the industry and educators or trainers. The issue of
hygiene has been well documented in tourism and hospitality literature (Lodder & de Roda
Husman, 2020). However, for a developing country like Pakistan that deals with issues like overcrowdedness and congestion, it is too serious a concern to be overlooked where the researchers
have speculated the presence of SARS-COV-2 in human wastewater becomes more consequential
if not managed effectively. The seriousness of this issue cannot be emphasized enough and
regardless of the type and size of the establishment, the next crucial aspect that is likely to govern
the survival would be the presence of standards of waste management and effective sanitation
practices visible in all forms of hospitality operations. Hospitality management must consider
wearing masks mandatory until a sustained solution, for instance, the most contemplated solution
COVID-19 vaccine, is achieved. Irrespective of the type of operations, managers must consider
creating dedicated task forces among employees to address hygiene issues and related training and
awareness creation. Basing on the responses received it seems clear now that there is a stark need
of formulating national standards for tourism and hospitality enterprises, and their implementation
and monitoring should be effectively carried out, failing that should invite relative penalties.
Emerging Role of Social Media During COVID-19
Another important sub-theme that emerged from the study is how social media is being proved to
help create awareness among the public on COVID-19. Participants shared mixed opinions about
the social media response to the ongoing pandemic, where some lauded the Pakistani mass media
and social media’s role in bringing awareness about the COVID-19 outbreak, while others
expected it to be more unbiased. Recent press freedom ranking in 2020 placed the country’s media
at 145 positions, which may, to some extent, explain the variations in the way participants reflected
on the media’s role. Besides, the initial surges in infections were also linked to a religious
congregation in the country’s capital Islamabad, coverage of that triggered debates over the media’s
handling of an outbreak on the grounds of a particular community. The participants expected mass
and social media to remain unbiased and not target specific communities amid pandemics for
gaining viewership (Gretzel, 2018).
Theoretical Implications
The study’s contribution to the theory is in the form of various themes. These themes can be further
explored and testified as significant factors in future research on this subject. As a result of indepth interviews and rigorous data analysis of the participant’s responses, the four dominant
themes were underlined including Capacity Building of Employees in the tourism industry which
is related to Human Resource Management, Health and Hygiene which is related to SoPs,
Continuity, and Concerns which imply developing a positive and optimistic attitude among people
to fight pandemic and promote tourism in Pakistan along with devising penalties son violations of
the code of conduct. These should be taken as a crucial contribution to the current theory on
hospitality and tourism in the light of the existing pandemic. A surge in the theoretical contribution
is imminent during this time as well, to this end, this study adds to the existing body of literature
on the epidemiological crisis in the backdrop of tourism and hospitality. The study also presented
viewpoints of those who have the responsibility of preparing manpower with necessary skills
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training and education for tourism and hospitality. It also unveils the perspective of government
institutions on their future vision for the revival of the tourism and hospitality industry in Pakistan.
As evident from the theoretical implications of the study, the notion of retaining optimism and
hopes of revival remained high. This was particularly visible with the responses about manpower
development. This viewpoint of the experts in tourism and hospitality may be attributable to their
rich experiences, where they must have observed highs and lows in the industry. Although
COVID-19 presents an unprecedented case before all the sectors, in that the reduced demand and
revenues are obvious consequences, which can resonate with the previous crises that also had
detrimental effects. However, in previous health (e.g., SARS, Swine Flu, MERS, and E-bola) or
other sorts of crises (acts of terrorism, natural calamities) travelers mostly had alternatives at their
disposal. This time the entire planet has been held hostage to this severe pandemic, which has
brought an absolute halt on various activities, the leisure sector being the prominent casualty. From
the responses, it is evident that alike educators, industry managers too did not shy away from
highlighting human resilience and seemed hopeful towards the eventual recovery, meanwhile
reassuring individuals who have or intend to pursue careers in the industry.
Limitations and Future Research
Some of the limitations of this research are highlighted to direct future research in the same
domain. First and foremost, the research is based on the qualitative analysis that although uses
interview responses of senior-level professionals, may not justifiably work toward generalization
of the results. In the future, the researchers can take various variables exhibited as themes or subthemes that accumulated through perspectives obtained from the industry experts and may be
operationalized for future implications. Moreover, it is suggested that quantitative investigation or
even triangulation study in the subject addressed can bring deeper insights and help to enrich the
literature. As discovered in the sub-themes of this research, the role of social media and social
media influencers during the COVID-19 outbreak may be explored in future research. The
diffusion of information about the COVID-19 on Facebook, Twitter, Instagram, and YouTube may
be carried out to analyze engagement and interest in the COVID-19 topic and for provision of
differential assessment on the evolution of the discourse on a global scale for each platform and
their users. Another important limitation that may be addressed in future research is that the
perspectives reported in the current study are from Pakistan. Several other themes may surface,
and some factors manifested from current research may not apply in other countries due to different
geographical locations and socio-economic conditions. It remains a fertile area that could be picked
in future research by the academic community. Apart from this, random samples from diverse
geographical and cultural setups including other South Asian countries e.g., India, Sri Lanka,
Bangladesh, Nepal, and Bhutan may contribute toward newer findings. It is also pertinent to
mention that the COVID-19 situation is still evolving, and the world is already talking about its
2nd and 3rd variants which are more fatal and dangerous. Resultantly, the matters that were
prominent a few weeks or months ago may not be as influential now, for instance, the rise and
decline in the number of cases and its varied manifestation in various geographical settings. This
increases the relevance of studies that factor in the temporal change in the circumstances and the
subsequent research may take these evolving factors as significant variables to explore.
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Abstract
Food consumption motivations, which have an important role in understanding the food
consumption behavior of tourists, have a significant effect on the travel decision-making process,
destination choice and intentions to revisit the destination. Although food, which is an integral part
of the tourism experience, is essential to basic psychological necessity, it can sometimes be the
main motivation source for visiting tourism destination. In this study, which was conducted with
an interpretative approach, the food motivation of tourists visiting Mardin was revealed through
e-reviews. Descriptive analysis technique was used to data analyze in the scope of food
consumption motivations which were identified by Mak et al., (2012; 2013). In the case of Mardin,
the symbolic, contrast, extension, obligatory and pleasure motivational dimensions were
determined. Besides, motivation model concerning food consumption which was propounded by
Mak et al., (2012; 2013) was confirmed in the result of the research. The practical implications
and future research are discussed.
Keywords: food, food motivation. UGC, online reviews, Mardin
Introduction
Tourist motivation is defined as the driving force behind the reasons that push tourists to visit a
destination (Crompton 1979; Fodness, 1994; Iso-Ahola & Allen, 1982). Tourism motivation is
considered as one of main drivers of travel mobilities and in understanding tourist behavior. In
the theoretical framework of travel motivation, several studies were performed to understand
tourist behavior in the context of various alternative tourism types. Gastronomy tourism is one of
these kinds of alternative tourism. Besides, food consumption is considered to satisfy basic
physiological needs during the holidays (Lopez-Guzman et al., 2017), different tourist behavior
and consumption habits evoked to different meaning to foods which are consumed in tourism
destination. Whilst some individual pursuit the cultural experience by consuming local food, the
others may avoid unfamiliar food when travelling (Cohen & Avieli, 2004). Nonetheless food
consumption in travel and tourism is predominantly related to local or traditional cuisine and
inextricable with tourism experience. As aforementioned in the study of Quan and Wang (2004),
food is integral of tourism experience, whether it acts as a peak experience or supporting
experience, and foods are important destination attractions for travel decisions and tourist mobility.
In this context, several studies were performed to reveal local consumption motivations
theoretically and empirically (Choe & Kim, 2019; Fields, 2002; Kim, Eves & Scarles, 2009; Kim,
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Goh, & Yoon, 2010; Kim & Eves, 2012; Mak et al., 2012; Mak et al., 2013; Mak et al., 2017; Su,
Johnson & O’Mahony, 2020; Suntikul et al., 2020; Yurtseven & Kaya, 2011). In additions, more
studies on local food/non-local food consumption motivation are required to obtain deeper insights
into the motivations influencing the consumption of food, although there have been good number
of studies concerning food motivations in the relevant literature. Hence, research design of this
study used user-generated content analyses and data were analyzed via e-reviews tourist posted
about their experience related food in destination in the TripAdvisor.
Literature Review
Food tourism or gastronomy tourism is considered to be important source for regional and
destination economy as well as enhancing destination image, regional development and attraction
through promoting local food which reflecting local identity (Chang et al., 2010; Choe & Kim,
2019; Cohen & Avieli, 2004; Hsu & Scott, 2020). Besides, food is essential for anyone who is
travelling, and it is also becoming an attraction for some visitors. During holiday or travel, local
food is considered as an entertainment tool (López-Guzmán, & Sánchez-Cañizares, 2012), an
important cultural attraction because of its symbolic nature and a primary motivation source
(Hjalager & Richards, 2002; Quan & Wang, 2004).
A review of tourism and gastronomy literature shows that existing studies on food consumption
are generally related to local food consumption motivations (; Choe & Kim 2019; Fields, 2002;
Kim et al., 2009; Kim & Eves, 2012; Mak et al; 2013; Mak et al, 2016; Mak et al., 2017),
gastronomy/local food experiences, (Berbel-Pineda et al., 2019; Chang et al., 2011; Kivela &
Crotts, 2006; Mkono et al., 2013; Mohammed et al., 2020), factors affecting food consumption
(Carvache-Franco et al., 2021; Chang et al., 2010; Gurbaskan Akyuz, 2019; Mak et al., 2012;
Suntikul et al., 2020). As it has cultural, social, psychological, and sensory aspects, food
consumption is a complex behavior (Köster, 2009; Mak et al., 2012) and it has been argued that
food consumption in the scope of international tourism is a tourist paradox (Mak et al., 2012; Mak
et al., 2016). Similarly, Quan & Wang (2004) stated that food experiences are conceptually consist
of two main experiences which are described as peak and supporting experience. To have a unique
food experience is a principal motivation to visit a destination for some tourist, whereas consuming
traditional or local food is a secondary motivation to travel a destination for the others. As argued
by Cohen and Avieli (2004), local food may be sometimes as an impediment for tourist who wants
to keep their health. These tourists are generally consuming foods which are familiar to them. In
terms of food experience, Mak et al., (2012) and Mak et al., (2013) asserted that atractionalized
experience can be added in the food experience model when peak and supporting experiences are
high.
For many years, several studies have been conducted that reveal food consumption motivations
adhere to the theoretical framework of travel motivations. One of the first attempt to reveal food
consumption motivations is suggested by Fields (2002) but it required further empirical evidence
because of being theoretical. According to Fields (2002) food consumption motivations include
physical, cultural, interpersonal, status and prestige motivators and argued that these motivational
factors are important to intention to consume regional/local foods when travelling. After Fields’
(2002) theoretical proposition of four major motivators as suggested by McIntosh et al. (1995)
many quantitative and qualitative studies were performed to investigate to understand dimension
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of motivations to local food consumption (e, g., Kim & Eves, 2012; Kim, Eves, & Scarles, 2009,
2013; Kim et al., 2010).
Kim et al., (2009) aimed to build a model which explore the local food consumption motivations
using a grounded theory approach and found that nine motivational categories of local food.
According to the study findings of Kim et al., (2009), These motivational themes were identified
‘escape from routine; health concern; learning knowledge; authentic experience; togetherness,
prestige; sensory appeal; and physical environment. Also, they found that psychological (food
neophilia and food neophobia) and socio-demographical factors (age, gender, and education)
affected local food consumption. Following Kim et al., (2009) study, Kim and Eves (2012)
developed scale concerning local food consumption motivation and test Kim et al., (2009) model
of motivational dimension of local food consumption and they revealed five dimensions of
motivations which included cultural experience, sensory appeal, interpersonal relations,
excitement, and health concerns. In addition, authors not only utilized study based the theoretical
framework of travel motivations but also in food choice and preference literature. To illustrate,
Stepteo, Pollard, and Wardle (1995) conducted a study to determine individuals motivations for
food choice which included health, mood, convenience, sensory appeal, natural content, price,
weight control, familiarity, and ethical concern.
As suggested by Cohen and Avieli (2004), that food-related personality traits are also important in
shaping tourist behavior regarding local food consumption. For novelty seekers, local food are
more important destination attractions, whereas tourist who has low local food involvement may
avoid novel food as stated by Mak et al., (2013). In the study of Mak et al., (2017), it was found
that food-related personality traits significantly affected motivational dimension of local food
consumption which is identified as novelty and variety, authentic experience, and prestige,
interpersonal and culture, price/value and assurance, health concern, familiarity and eating habit,
and sensory and contextual pleasure. Mak et al., (2012) alleged that food consumption motivations
on holiday can be classified theoretically under five dimensions which are identified symbolic,
obligatory, contrast, extension, and pleasure. Similarly, Mak et al., (2013) has identified the
identical dimensions with through a combined repertory grid method (RGM), which is content
analyses, and generalized Procrustes analysis (GPA) approach. They found that authentic
experience, prestige, cultural knowledge; (symbolic), health concern, assurance, convenience,
price, and value; (obligatory), novelty, variety; (contrast), familiarity, eating habit; (extension),
sensory, social, and contextual; (pleasure) are sub-motivational factors underlying food
consumption.
Methodology
The purpose of this study is to uncover and test the dimensions of tourist food consumption
motivations based on classification of food motivations revealed in the study of Mak et al., (2013).
Present study was employed a qualitative study approach utilizing user-generated content (UGC)
based on tourist reviews posted about food and food experience in TripAdvisor websites. Majority
of tourists prefer social media network to have reliable and useful information and to share their
experience with tourism destination and business (Xiang & Gretzel, 2010). UGC is a vital source
for both customer and tourism business in providing useful information and assisting in travelers
trip planning process (Yoo & Gretzel, 2011). Also, UGC which included Instagram, Facebook,
TripAdvisor, and YouTube which has images, videos or text posted is used to gain deeper insight
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to understand tourist preference, choice, motivation experience etc. (Fatanti & Suyadnya, 2015;
Yu & Sun, 2019). With the advent of the Internet globally, numbers of tourist are users of social
media and are always in communication with other people to obtain information with positive or
negative reviews about tourism destination and tourism business which offer tourism product.
(Kodas, 2021). Participation of current study is chosen Mardin province, located in southeastern
Anatolia in Turkey as it has many traditional and local foods and contain characteristic features of
Mesopotamian cuisine. The whole important cuisines derived from Mesopotamia as Asian and
Chinese cuisine after the foundations of the art of cooking in Mesopotamia. (Düzgün & Özkaya,
2015). Besides, Mardin has a significant contribution to Turkey’s cuisine culture (Ceylan &
Özçelik, 2018). The data were obtained between 01 January 2016 and 28 February 2021 from
international tourist reviews in English- Language (n:232) posted in related independent food and
beverage establishment and hotels, food and beverage departments which are popular (First 10) in
TripAdvisor in Mardin and were analyzed in an interpretivist approach. Food motivations traits
and codes were comprised from relevant studies (Table 1) (Kim et al., 2009; Chang et al; 2010;
Mak et al., 2012; 2013).
Table 1. Themes and Codes of Food Consumption Motivations
Authentic food, Traditional food, Famous food in Destination, Unique,
internationally renowned dish, Represent local culture., Local food
(classic), Special food, Must-try food in destination, Popular in the media,
Status/Prestige
Cannot be easily found in my own country, Different form the food in my
Contrast (Novelty and Variety)
own country, Novelty, Interesting food, more variety, Not tried before,
Exotic food, Curious to try, Novelty
Healthy, Easy to identify ingredients., Certain that the food tastes good in
Obligatory (Health Concern,
destination, Understand the menu., Low risk (in choosing a good
Assurance, Convenience, Price and restaurant, Convenient, Inexpensive (good value of money, Certain of
Value)
ingredients, no unpleasant ingredients, recommended by others., Have tried
that in previous visits to destination., Easy to find, convenience location.
Personal liking/preference, Comfort food, Familiar cooking method Proper
Extension (Familiarity and Eating meal, Personal eating habit, Preferred flavor, Familiar food, commonly
seen in my own country, Staple food in my country, Gives me full feeling,
habit)
Preferred cooking method
Delicious, Good presentation, High food quality, Childrens preference,
Pleasure (Sensory Social and
Nice ambience, looks appealing, made from fresh ingredients, Looks
Contextual Pleasure)
delicate, Family members preference, Togetherness, Socialization
Source: Kim et al., 2009; Chang et al; 2010; Mak et al., 2012: 2013
Symbolic (Authentic Experience,
Prestige and Cultural Knowledge)

Findings
For the present study, the reviews posted by the international tourist through social media were
transformed into the findings using user generated content (UGC). To do this, codes emanated
from studies of Mak et al., (2012; 2013; 2017) Kim et al., (2009) and Chang et al; (2010), and
descriptive analysis which is one of the data analyses technics of qualitative research approach
were employed. Dimensions of food consumption motivation which are symbolic, contrast,
obligatory, extension and pleasure dimensions revealed by Mak et al., (2012; 2013) were tried to
be interpreted.
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Symbolic
Symbolic dimension which included explore local/traditional culture, authentic and unique
experience, enhancing cultural acknowledgement, prestige and status are signified the symbolic
meanings of food consumption for the tourists (Mak et al., 2012). The symbolic dimension has
authentic experience, cultural knowledge, and prestige which were identified as motivational
factors in the previous studies (Mak et al., 2012; 2013). Based on these factors, reviews try to be
interpreted to gain deep insight into food consumption motivation in the case of Mardin. Most of
reviews suggested that food in the destination is viewed by international tourist as a way of tasting
local food/or traditional food. It is clearly understood that local food consumption is more
important than eating food they accustomed to in their country as they want to have unique and
authentic experience to satisfy their psychological needs. A significant number of reviews denote
that local food consumption has important role in tourist food experience in culturally and their
satisfaction. And they used frequently a word of must try in their comments. Some of these
comments are below.
I saw the restaurant in reviews and my hotel was just next to it so decided to give it a try. Service was
fantastic and the food... oh I have travelled a lot in Turkey and the world, if you are in Mardin do not
hesitate to give it a try :)
Plenty of options on the menu which are cooked and prepared once ordered. You can taste Mardin
traditional dishes, but you can also find dishes that can be customized for vegetarian or vegan diets.
Dining under the night sky with a panoramic view I enjoyed the single best dish Ive had during my 2-week
trip in Turkey. True gastronomy is what you can expect. Definitely worth a visit.

Contrast
The dimension of contrast motivation is related to searching for new and different taste and
contrasts the daily routine experiences and is referred to peak tourism experience (Quan & Wang,
2004; Mak et al., 2013) and have two factors such as novelty and variety affecting food
consumption. Most of reviews in the study are related to have new and different local food
experience and some of them are shown as follows.
This might be one if the best dinners I have ever had. Tried different meals with my girlfriend and both of
us was amazed by the deliciousness.
The food was superb. Being able to try local cuisine from Mardin was a real treat. The staff was attentive
and helped make for a memorable meal. Didnt hurt to have live entertainment too.
It is hard to find room so booking is must. The ambiance and the food presentation and taste are excellent.
This was our first time trying Suryani food and even though it looks like other Turkish mezes the food
tasted completely different. In order to sample the different appetizers, the meze platter is a must.

In the previous studies, novelty and variety are important indicators of motivation in consuming
local food on holiday (Chang et al., 2011; Gyimóthy & Mykletun, 2009; Kim et al., 2009; Lee et
al., 2020; Mak et al., 2012; 2013; Mak et al., 2017; Mitchell & Hall, 2003; Sims, 2009). For
example, Kim et al., (2009) uncovered that physiological factors such as food neophilia and food
neophobia affected local food consumptions. Similarly, in the study of Mak et al., (2017)
novelty/variety is identified as one of tourist food consumption motivations.
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Extension
Although local food is main motivation resource to visit destination, sometimes tourist may not
consume local or traditional food reflecting regional culture (Cohen & Avieli, 2004). Relevant
literature with food neophobia demonstrated that tourist prefer food that they are familiar with,
and food prepared with familiar cooking methods (Mak et al., 2017). Food neophobia termed to a
reluctance towards and-or an avoidance of novel food (Pliner & Hobden, 1992, p.105). As
revealed by Mak et al., 2012;2013), extension is a significant motivator for tourist who does not
want to try novel food. Extension dimension of food motivation is referred that food experiences
which extend the tourist daily routine included searching for familiar food as well as basic eating
behaviors and eating habits (Mak et al., 2013; Mkono et al., 2013; Quan and Wang, 2004). For
these tourists who are termed as diversionary gastronomy tourists (Hjalager, 2003), seeking for
authenticity, or trying to taste different food are not important for their food experience. To put it
different way, these tourists generally prefer foods to which they are accustomed and avoid trying
local varieties on holiday (Mak et al., 2012; Torres; 2002). According to some comments posted,
extension dimension of food motivation is essential to understanding tourist behavior and have
been in below.
The food I tasted was very good, with varied menu I was able to choose a less spicy dish. And as in Turkey
everything is very spicy it is important to know what you are going to eat, and they have English menu.
Known food is important for me, I was looking for food I know in the menu, But I saw a few foods.

Obligatory
The obligatory dimension of food consumption motivations which included health concern,
assurance, convenience, and price/value factors is related to the essentiality of food consumption
in tourism (Mak et al., 2013) For these tourists local or new food may be an impediment and they
try to avoid different taste to keep their health (Cohen & Avieli, 2004) and their food-related
personality traits such as food neophobia are negatively tasting unfamiliar foods when travelling.
In a similar vein, Mak et al., (2017), Gurbaskan Akyuz (2019) and Khanna and Bagahat (2021)
demonstrated that food neophobia has a significant effect on food consumption motivations.
According to findings obtained via online comments about tourist sentiment concerning food in
destination they visited, it can be denoted that some tourist who visited the same destination
previously have consumed the same food that is familiar to them and prefer inexpensive food.
Some travelers stated that healthy food especially during Covid-19 is important for them and
denoted that location must be easy to find. Comments that are associated with obligatory
dimension category of food consumption motivation are presented in below.
On the main street going across Mardin. You can find all the local food including kebabs. The taste is
excellent, the service is very quick, and the prices are quite reasonable.
Delicious kebab with reasonable price but 0 hygiene. If your stomach is sensitive, watch out not to ruin
your holiday. There is one kind of kebab by the way, no varieties.
We had already had a meal in Mardin that was hard to beat and dropped in here on our way to the airport.
The service was efficient, and the food was excellent...chicken stew for my friend, and lamb with “black
plums” (prunes) and chickpeas for me. The combination of freshness and spices was brilliant. Also, the red
wine is to be recommended.
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This is local Turkish food restaurant which is cheap and delicious. easy to find and has friendly staff.
The place is somewhat fancy, and so are the prices, but dishes are very good, and the terrace has stunning
views of the plain below the town. Local wines are on offer for a reasonable price.

Pleasure
The pleasure dimension includes motivational factors such as emotional, sensory appeal,
togetherness delicious taste, high food quality and environmental factors (nice ambiance, food
presentation, etc.) and was divided into three themes (sensory pleasure, social pleasure, and
contextual pleasure). (Mak et al., 2013). Tourists who visited tourism destination desire to have a
good food experience whether local food or non-local food they consumed and pay attention to
quality of food and service. As cited (Peri, 2006, p. 4), quality can be described as the requirements
necessary to satisfy the needs and expectations of the consumer, quality of food is a very important
indicator of tourist satisfaction (Namkung & Jang, 2007). They want to consume food in a nice
atmosphere and have employers present food well. Related comments are shown in below.
The waitresses are very friendly, and food was served quickly. Great service. Maze was delicious. Lamb
cooked in plum is fresh.
Excellent!! I was not hungry, but I ate everything with such a pleasure because is really very attractive.
From the presentation of dishes to the good service and to the very tasty food!! Congratulations!!
We are French, and we went to this restaurant by chance because it wrote “La cuisine Orientale”... In the
end, we came back every day. The food is amazing, the dishes are carefully presented, the staff are very
friendly and the view that descends on Mardin facing the mosque is extraordinary. I sincerely think this is
the best dining experience I have had in Turkey; you can go with your eyes closed!

Conclusion and Implication
This present study which aimed to test dimension of tourist food consumption motivation in the
theoretical framework of Mak et al (2013) study. It was revealed that tourist food consumption
motivation is consisted of five dimensions which are symbolic, obligatory, extension, contrast, and
pleasure in the case of Mardin. This interpretivist study confirmed model of tourist food
consumption motivations as suggested by Mak et al., (2013). According to results of study, a large
comment of tourist is related to local food consumption (symbolic and contrast) motivations whilst
findings concerning obligatory and extension motivations are limited. As cited by Quan and Wang
(2004), food experience sometimes can be considered as supporting experience, peak experience
which based symbolic and contrast dimension of food consumption motivation was consist of vast
majority of reviews. As food is seen as a main attraction of destination, tourist try to experience
local food when visiting destination (Hall and Sharples, 2003; Quan & Wang, 2004).
In terms of theoretical implications, this study is the first attempt to understand key motivations
underlying food consumption and test the conceptual model of food consumption motivation
dimensions which was built by Mak et al., (2013) using user generated content (UGC). Although
there have been similar studies concerning these key dimensions of identified motivations, no
study is performed with an interpretivist approach via online reviews. Therefore, this study
theoretically contributes to the relevant literature.
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In the context of findings of study, there have some practical implications for destination
management and business management. First, when tourists visited a destination for some purpose,
their food consumption is not fully related to tasting local food of destination. They also seek foods
which they accustomed to and are healthy. Therefore, tourism business and marketers must take
into consideration these underlying food consumption motivational factors when offering
gastronomic product to the tourist. Second, whether local food or not, tourism practitioner must
pay attention to pleasure dimension which is an important motivator for the tourist who wants to
consume delicious and fresh food in a nice atmosphere. Third, destination marketers and tourism
business should not add only local food into their menu but also international foods. A lack of a
wider applicability of this study, there have been limitations in terms of methodology and
sampling. For this reason, future research is required to gain more evidence about food motivations
with empirical studies.
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Abstract
Penang is a state located in northern Malaysia. The capital city of George Town is a well-known
tourism destination due to the UNESCO World Heritage Sites, culinary tourism, natural and built
heritage the city possessed. Of current, the Penang state government has placed long-term plans
to transform the state into a smart city by the year 2030. In conjunction with the plan, the state will
also be a potential to be a smart tourism destination. Hence, a research study will be conducted to
investigate the potential and challenges faced by Penang state in becoming a smart tourism
destination. A qualitative research approach will be adopted where semi-structured interview will
be conducted on five representatives from Penang government agencies such as Ministry of
Tourism, Penang State Tourism, municipal council, Penang state exco and consultant for Penang
smart tourism policy. The data obtained will be transcribed, and the transcribed data will be
analyzed using Atlas.ti software. The finding will determine whether the current situation of
Penang is in par with smart tourism policy.
Keywords: smart tourism, destination, tourism city, Penang
Introduction
Smart tourism is a new term to describe the growing dependence of tourism attractions, the
industries, and tourists on information, communication & technology (ICT) which enable vast
quantities of data to be turned into marketing strategies (Gretzel, Sigala, Xiang & Koo, 2015).
Smart tourism is not just about measuring the number of tourist or visitors’ arrival to a place, it is
also how a destination can be effective for visitors to explore and experience the city’s natural
heritage, culture, and entertainment that are offered (Wai Ming To & Chung, 2014). Today, smart
tourism has enabled the hospitality and tourism operators linked with customers by using
smartphone. Hotels, airlines, and attractions are no longer performing traditional brick and mortal
business but also performs online marketing with customers using mobile application. Seamless
technology application has created efficiency for modern businesses to operates. To date, the
Fourth Industrial Revolution (4IR) has seen diverse technology developments. The 4IR is marked
by the convergence of the digital, biological and physical world, as well as the increasing use of
emerging innovations such as artificial intelligence cloud computing, robotics, 3D printing, the
Internet of Things and advanced wireless technology (Ndung’, 2019). With the advent of
technology such as the internet of things (IoT) and big data, the tourism services can design and
market their product and services to tourist across the world. Hence, the function of ICT in tourism
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is crucial provided the pervasive nature of smartphones’ technology are converged with various
sectors in the tourism economy.
Smart tourism technology (STT) is a new concept. The advancement of technology particularly
in the tourism industry has affected the growth of various sectors in Malaysia (Bakar, 2019). The
tourism sector has strong effect on the economy, in addition to increasing foreign exchange
income, gain new investment in the nation, and increase job opportunities (UKEssays, 2018). The
advanced and well-developed tourism industry represents a driving force for economic and social
development, encourages foreign exchange rates, increases job prospects and leads to social
growth that positively impact local communities and tourists (Puah, Jong, Ayob & Ismail, 2018).
The effectiveness of smart tourism is achieved using technology utilization at destination. Smart
tourism perspective describes technology-based interactions that incorporate personalization,
context-awareness and real-time tracking (Buhalis & Amaranggana, 2015). Hence, the marriage
of technology into the hospitality and tourism will continue to create outstanding growth for the
industry.
One of the examples of smart tourism technology usage is the European mobile application called
Ljubljana’s Nexto app. This app guides tourists around the city with a smart audio guide which
connects users via functions such as games and puzzles, and also the nearest water fountains in the
event when tourists become thirsty (Su Aziz, 2019). Other example can be seen on the
incorporation of smart tourism in the town Ravenna, Italy. The town has a Spotify channel that
tourists can listen to regarding the town’s histories using stories, songs and lyrics played on the
channel. Most of the technology employed in smart city is beneficial for tourism as promoting
the location through technology are cost-efficient. The tourism industry, particularly multiple
hotels and hotel chains, is already embracing sustainability technology that is great for the end
result, excellent for the consumer satisfaction and better for the world (Wayne, 2016).
Literature Review
Smart Tourism in Malaysia
The Malaysian government has introduced development plans for distinct duration to improve
sustainable growth in the country. Development of tourism industry has been one of the core
components for Malaysia’s strategic development plan. Throughout each planning period, the
government of Malaysia has given special emphasis on the tourism industry (Bhuiyan, Siwar &
Ismail, 2013). According to a local destination marketing organization’s website of Tourism
Malaysia, the advances in digital technology influence the way people travel and enable touristrelated companies to reinvent their way of working. In view of this, the Malaysia Smart Tourism
4.0 project was introduced by the Ministry of Tourism to push the industry to the new stage of
digitalization.
The former Prime Minister of Malaysia, Tun Dr Mahathir Mohamad stated that Malaysia needs to
accept the phenomenon of digital technology to enhance the nation’s tourism sector (Sivanandam,
2019). He concurred that the nation is making progress on a thorough digitalization route to
reshape Malaysia’s tourism sector into smart tourism destinations. As an endeavor towards smart
tourism destination, the government offers essential tools to help tourism sectors link
internationally, conduct comprehensive data analysis on tourism’s future, and reduce the supply
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chains if it adopts digitalization. In the former national policy called the 11th Malaysia Plan (20162020), the federal government underlined the growth of smart cities and highlighted the
complexities of handling large city populations (Tan, 2019). The complexities include congestion,
environmental damage, the inefficient integration of public services and pressure on transport
systems. The plan illustrates smart cities as the way to solve, referencing it as the next level
of approach to urban planning with alternatives that resolve these concerns and raise the standard
of living of urban dwellers (Tan, 2019).
Penang as a Smart Tourism Destination
The state of Penang in Malaysia aims to be a Smart State by the year 2030. To improve the
economy and create balance development in Penang, the state government has initiated the Penang
2030 plan with the theme A Family-Focused Green and Smart State that Inspires the Nation. The
structure plan seeks on making Penang a smart and prosperous hub that meets global
specifications. To acknowledge the readiness of Penang in becoming a smart state and a smart
tourism city, it is imperative to review the various angles of the policies and initiatives prepared
by the government. However, most studies that was conducted was done in the western region
and only limited studies on smart tourism destination have been conducted in eastern region,
specifically Malaysia. Concurrently the closest study on smart tourism in Malaysia is by Kee &
Tan (2020). However, the focal of the study is on existing smart cities’ progress in Malaysia rather
than smart tourism. Due to the new nature of smart city in the country, Malaysia’s current smart
city faces its own unique challenges including lack of communication between governments and
smart cities. Furthermore, it asserts that Malaysia requires between 2 to 5 years duration to prepare
the technology as the country has no technological advancement in comparison to overseas. Thus,
Kee & Tan (2020) posited that it is essential to understand what Malaysia has achieve during the
implementation and development to locate the issues and challenges faced by country. As such,
with the intention of Penang in becoming a smart state by the year 2030, it is crucial for an
investigative study to be conducted on Penang state. Based on above, this study proposes to
explore potential of Penang as a smart tourism destination from government perspective.
Specifically, the objectives of the study are as follows:
•
•

To explore the potential of Penang state as a smart tourism destination
To identify the challenges in transforming Penang into smart tourism destination

Literature Review
Smart Tourism Destination
Smart Tourism Destination may be define as locations that use the readily accessible technological
equipment and methods to allow production and consumption to co-create worth, enjoyment and
experience for tourism and wealth, profits and advantages for organizations and attractions (Boes
et al., 2015). It is also an environment where smartness is embedded in tourism destinations via
a technological channel in which information on tourism activities can be exchanged immediately
(Buhalis & Amaranggana, 2013). A study by Gretzel et al (2015) mentioned that several smart
tourism initiatives have emerged in Europe from smart city projects which resulting in a smart
tourism destination gradually becoming part of the European tourism landscape.
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One of the exemplary smart tourism destinations that can be adopted by other countries is Helsinki,
Finland. Helsinki is rated as one of the three leading smart cities in the globe in the 2020 Smart
City Ranking (Pajukallio, 2020). The European Capital of Smart Tourism records that Helsinki’s
visitor numbers hit record figures of more than 4.5 million people in 2017. This is due to the
destination’s incorporation of high-tech and sustainable architecture, such as the smart transport
project in the city. The ‘Uber Ferry’ model is presently under discussion and driverless busses
are being tested on open streets. In addition, the website also notes that its transparent approach
to public data, which has been widely accessible to everyone since 2009, has ensured significant
accomplishments on the MyHelsinki.fi website, showcasing local recommendations (Su Aziz,
2019). In Asia, South Korea is one of the countries that have implemented smart tourism. The
city Seoul has introduced a smartphone app known as Deoksugung in My Hands (Koo, Shin, Kim
& Chung, 2013). The function of this application is to offer visitors with important and entertaining
knowledge about the city and nearby attractions (Lee, Lee, Chung & Koo, 2018).
According to Buhalis and Amaranggana (2015), introducing smartness to tourism destinations
needs creative interlinking of stakeholders via a technological channel on which data on tourism
operations can be shared immediately. One of the obstacles in the tourism industry is the existence
of many stakeholders of different preference (Buhalis & Amaranggana, 2015). In Smart Tourism
Destination, tourism operators may use the centralized data framework to improve business
performance.
Tourism in Penang
Penang is a Malaysian state situated on the northwest coast of the Malaysian Peninsula. The small
state consisted of two parts which is the Penang Island where the capital city of George Town is
located, and another part of Penang is located on the mainland. The land and islands are linked
by two long bridge in Penang. Since before the 1950’s, the Penang state is the main tourism
destination in Malaysia which earned the title Pearl of the Orient (Weng, 2009). George Town is
one of the main tourism attractions as it is has been awarded with the UNESCO World Heritage
Site status since July 2008 (Chai, 2011). It was inscribed in the UNESCO World Heritage in 2008
due to its special architectural and cultural heritage unique in East and South East Asia. The list
of World Heritage sites describes the two cities (George Town and Melaka City of another state)
as outstanding examples of Southeast Asia’s architecture and multi-ethnic heritage and customs,
embodied in both tangible heritage and intangible heritage which lives cultural practices (Town,
n.d.).
Since the conquest of George Town as UNESCO World Heritage Site and the notable inclusion of
Street Art to the State of Penang’s cultural scene, heritage tourism has become the primary priority
of the Penang Ministry of Tourism (Li-Ling, 2014). Street Art has given rise to latest interest in
the acknowledgement of traditional culture and heritage in the streets of the George Town area,
with a flick of innovation.
Penang is also known as a melting pot for multicultural populations. This include the Baba
Nyonya (Chinese and Malay), Jawi Peranakan (Tamil Indian and Malay) and Eurasian (European
and Asian) which resulted in the diverse cultural influences on Penang’s culinary
(Authenthicfoodquest, n.d.). In a recent article published by British Daily The Independent
(2014), a well-known travel guide Lonely Planet has listed Penang as a top spot for culinary
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destination, which outdo other famous culinary places such as Victoria in Australia, the Deep
South in United States and Oaxaca in Mexico (ExpatGo, 2014). According to the commissioning
editor of the Lonely Planet, Robin Barton, hawker food is the main hotspot in Penang where he
recommended people to try the char kuay teow, Hokkien mee, air bandung and asam laksa.
Penang Moving Towards Smart Tourism
The Industry 4.0 such as Big Data Analytics, Artificial Intelligence, Robotics, Machine Learning,
Cloud Computing, and the Internet of Things (IOT) are vital aspects of Penang’s continuous and
sustainable growth. Penang can be called smart as investing in human and social capital and
traditional (transport) and modern (ICT) connectivity networks drives sustainable economic
development and a high standard of living, with sound control of natural assets via participatory
governance (Caragliu et al., 2011). Today, Penang is preparing for Penang 2030’s vision of state
development as a family-focused green and smart state to encourage the country. There are four
(4) key themes in this vision which includes to increase live ability to enhance quality of life and
upgrade the economy to raise household incomes. Next is to empower people to strengthen civic
participant and lastly is to invest in the built environment to improve resilience. It is a move to
transition Penang’s landscape into a new and smart state, as well as ensuring better incomes and a
higher quality of life.
The Chief Minister of Penang had once mentioned in his speech that BBC identifies the state as
Penang is Asia’s Silicon Valleys by noting how Penang is already beyond its capacity in the
technology world by hardware production. He stated that by associating Penang with the direction
of Silicon Valley grew, native developers from major technology companies quit to hit on their
own, building an increasing environment for technology start-ups (Intergrating Data to Future
Proof Tomorrow, n.d.). Multiple cities in Malaysia including in Penang are now switching to smart
traffic systems to establish smart parking strategies that allow the use of information and
communication technology to allow commuters locate parking spots more effectively (Lin, Rivano
& Le Muoel, 2017). These services are committed to enhancing traffic flow and will consequence
on the increasing urban transportation and rising the city’s limit to address its traffic problems
(Kee & Ching, 2020).
Public transport, green buildings and emergency management are among the main areas that the
government should look at but are not limited to. These are recommendations that can be
prioritized for the start of the transformation of Penang into a smart state (Tan, 2019). According
to Tan (2019), the potential improvements to the public transport app should include the provision
of real-time information, such as allowing users to monitor bus movements in real-time, their
arrival times and estimate exact bus fares. Similarly, the app will alert users of real-time road
traffic. For instance, when busses are stuck in bumper-to-bumper traffic or are involved in an
accident (Tan, 2019). This helps to foster Penang’s vision of smart mobility as the average
commuter could save 15 to 30 minutes in cities using Smart Mobility applications (McKinsey
Global Institute, 2018).
The Penang State Government may have to improve the required Smart City facilities, including
the implementation of a sensor network and software to allow networking and the smooth
integration of services (Tan, 2019). Improving the usability of such data and finding out what they
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are and by which platforms and to whom they are given access, is also a prerequisite for the state
government to shift to successful data-driven public policies.
Transformation of a Smart City Destination
Previous studies have identified few obstacles in the introduction of smart tourism in their cities.
For example, in China the development of the smart tourism framework has already begun since
2010 and throughout that period, milestones have been established (Yang, Ryan, & Zhang, 2012).
The idea of smart tourism is generally embraced by local citizens in China and initiatives have
been implemented in several pilot towns. However, present success is still a long journey.
According to Zhu et al., (2014), some of the challenges that they face includes the false
assumptions during creating of the smart tourism infrastructure. The development of a smart
tourism network is not only a challenge for the layout of an information technology plan but also
for the implementation of the project and the promotion of the travel and tourism sector, both in
economics and informatization. The government needs to play the role in recognizing potential
development at the design level and to keep up-to-date at the operational stage, such as promoting
the involvement of companies and investors, upgrading and adapting the framework to meet tourist
needs (Zhu et al., 2014).
Some of the common issues that are faced in transforming into a smart tourism destination is the
lack of publicity (Kee & Ching, 2020). For instance, most citizens were not fully informed of the
presence of the smart apps that are designed for smart cities, which implies that even though
residents were conscious of a shift in the structure, but they did not know how to respond.
According to Kee & Ching (2020) the underlying reasons is due to lack of sufficient coverage.
An insight to be learned from this is that local governments need to create more commitment to
publicize and notify the community about the existence of the apps. Therefore, more effort must
be made to spread awareness by television, fliers, banners, and other types of media.
Past studies of the smart tourism destination have examined the challenges and common issues
that are faced by different countries including false assumptions during creating of the smart
tourism infrastructure and lack of publicity by the government (Kee & Ching, 2020; Zhu et al.,
2014). In order to secure the excellence of a tourism destination, human resources and innovative
thinking in blend plays a crucial role at both local and regional level (Ritchie & Crouch, 2003).
However, there is a limited study discussing about how to transform and strategize regarding the
smart tourism destination. Hence, it is important to understand the potential and challenges in
transforming Penang into smart tourism destination.
Challenges in Smart Tourism Destination
The gradual growth of the urban community globally has given rise to obstacles for places around
the globe. Today, tourism destinations encounter a series of new obstacles stemming from
adjustments in both people and the environment as they are impacted by evolving technologies
(Buhalis & Amaranggana, 2013). Such obstacle includes popular tourism destination cities facing
environmental damage and residents’ concerns on tourism’s congestion (Lee, Hunter & Chung,
2020). In attempt to address such obstacles, the attractions must recognize exactly the sort shifts
that had already taken place and then efficiently and effectively react to them (Soteriades, 2012).
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A study by Falconer and Mitchell (2012) mentioned that in Saudi Arabia, the urban society is faced
with critical challenges where the city’s facilities is under immense tension because majority of
the global population lives in urban centres. In response to the challenges, the legislators designed
6 economic cities which will be transformed to a smart city that are intended economic
diversification and transformation with the private sector partnership (PPP) and foreign direct
investment (FDI) (Falconer & Mitchell, 2012).
The recent waves of technological innovation and the advent of emerging technology have
culminated in the Fourth Industrial Revolution (Industry 4.0) in which Robotics, Artificial
Intelligence (AI), Machine Learning, Virtual Reality (VR), Cloud Computing, Computer Science
can alter the way companies work. The repetitive and tedious jobs traditionally performed by
humans will be substituted and there is an increasing need to cultivate smarter skills which can
pass along the surge of Digital Transformation (Asia Pacific University, n.d.). The digital
technology era has also started opening a range of latest instruments for the tourism sector. The
development of a smart tourism city depends highly on local context factors. Smart tourism city’s
competitiveness can be increased by government leadership based on environmental quality, and
cities must identify their strong spots that can accommodate massive number of visitors (Lee et
al., 2020). From a tourism point of view, ICT may contribute to creating value-added experience
for tourists and at the same time improving effectiveness and encouraging process automation for
connected institutions (Ricci & Werthner, 2004). This way the advancement of Smart City can
promote the emergence of Smart Tourism Destinations. With technology integrated in the places
to visit’s surroundings, it can improve tourist experiences and help boost the competitiveness of
attractions (Boes, Buhalis & Inversini, 2016).
Methods
As the study seeks to understand the potential and challenges of Penang as smart tourism
destination, phenomenology qualitative research approach will be employed for this study. This
means that qualitative researchers investigate objects in their normal environments seeking to
make sense of, or perceive, events in context of the interpretations that people bring to them.
Qualitative analysis includes the examination of the use and compilation of a range of analytical
resources which includes case study, personal experience, introspective, life-story, interview,
observational, historical, interactional, and visual texts illustrating routine and problematic
moments and meanings in the lives of individuals (Denzin & Lincoln, 2005). This research
approach will be based on a constructive paradigm that will use an exploratory strategy to gain
more in depth understanding on the issue.
Non-probability sampling technique with purposive sampling will be employed to interview
representatives from the Penang state government office. The officers chosen will be based on the
access of knowledge and information they possessed on smart tourism in Penang. Penang state is
chosen for this study because it is parallel with the government’s vision. In comparison with other
states in Malaysia, Penang demonstrated great effort in aiming to introduce smart city. The Penang
2030 mission is to develop Penang as a sustainable state through smart governance and initiatives
by 2030. Whereas the objective of Penang 2030 is to formulate the implementation and monitoring
mechanism on smart state development (Penang2030, n.d.). This research will recruit five (5)
informants consists of representative from various agencies including Penang’s Municipal
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Council, Consultant for Penang Smart City Development Plan, Penang State Tourism, Penang
Tourism Exco, and Ministry of Tourism and Culture in Penang.
A semi structured interview is chosen and will be conducted using online meeting platform such
as Google Meet or Zoom interview. The interview question covers a wide range of information
including demographic characteristics of respondents, socio economic status and their general
knowledge about the viability of Penang as a smart tourism city, as well as challenges faced by the
governmental agencies. The screening process based on the criteria set by the researcher include
the respondent must be someone who understands the concept of smart tourism with at least five
years working experience in the selected agencies. Respondents who fulfilled the required criteria
could proceed for interview session. Prior to the interview, respondents will be briefed on the aim
of the study and sign consent letter as agreement for the interview. The interview will be conducted
in two languages which are English and Malay depending on the respondent’s comfortability. The
recorded interview will be transcribed into written form. The transcribed data will be analyzed
using thematic analysis assisted by Atlas.ti software. Peer debriefing, member checking and
disconfirming evidence procedures will be used to ensure the trustworthiness of the instrument
used and data collected.
Conclusions
The introduction of smart concept in a tourism destination is expected to enrich visitor experience.
Smart technology also can increase destination competitiveness level. As the smartness concept
embedded in a tourism destination, the findings for this study will establish whether Penang state
is potentially ready to implement smart tourism. Vital information such as the current potentials
and grouses faced by Penang can be identified. This is to determine the current state of Penang
towards becoming Smart City, and thus, smart tourism destination by 2030. This study will help
overview the current smart tourism destination policy for Penang state in Malaysia.
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Abstract
The concept of environmental sustainability is a leading research topic in the field of marine
tourism. Businesses need to take sustainable measures due to global warming, depletion of
resources, environmental pollution, social and many other effects. Industry shareholders develop
important sustainability strategies to minimize the damage to the environment due to the number
of passengers hosted, ships, and destinations. In this context, the purpose of this exploratory study
is to examine the practices of global cruise lines within the framework of environmental
sustainability strategies in line with the sustainability reports, environmental stewardship reports,
and the information provided on their websites. After the document analysis, the data were
obtained in the coding process of MAXQDA (Qualitative Data Analysis Software program). When
compared to non-group cruise lines, it is seen that the group companies include all practices,
projects, and management initiatives related to environmental sustainability strategies in reports
and on websites. The cruise lines have highly mentioned environmental sustainability practices in
their reports. In light of the information available in the reports and websites, it is seen that the
practices generally serve regulatory and economic strategies. Practices related to physical
strategies have less included in reports and websites.
Keywords: cruise line, environmental practices, environmental sustainability, strategy, document
analysis
Introduction
The concept of sustainability was first introduced in 1972 with the report titled Limits to Growth
2 published by the Club of Rome. This report focuses on the dangers that await humanity in the
21st century (Club of Rome, 2011). Sustainability, which is the ability to remain over time
(Narulla, 2014), has been the subject of discussion in many forums including the United Nations
(UN), indicating that there is a need to comprehend the importance of achieving sustainability in
business activities of organizations. 17 Sustainable Development Goals (SDGs) have been
developed by UN in The 2030 Agenda for Sustainable Development to struggle with climate
change and preserve natural sources (UN, 2015). According to the sustainability perspective, there
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is a need to establish a balance in protecting the environment, preserving economic growth, and
promoting equity (Govindan et al., 2020; Portney, 2015). More precisely, sustainability is the
framework that considers environmental, social, and economic pillars (Sachs, 2015; UN, 2005).
As in many industries, sustainability practices have critical importance for tourism, especially for
sustainable tourism.
The concept of environmental sustainability is concerned with the integrity of the ecosystem, the
carrying capacity of the natural environment, and productivity and flexibility to support human
life (Brodhag & Taliere, 2006; Mensah, 2019). United Nations Environmental Programme aims to
monitor and manage greenhouse gas inventory; waste, water, energy management, and staff
sensitization, etc. for environmental sustainability (UNEP, 2021). According to Holmberg and
Sandbrook (1992), an environmentally sustainable system should keep the resource base stable,
avoid the exploitation of renewable resource systems or environmental investment functions, and
consume non-renewable resources only those that have been adequately replaced by investments.
Environmental sustainability which is associated with the environment/nature theme includes
basic topics such as air/atmosphere, land, sea/ocean, soil, water, and biodiversity (global climate
change, air quality and degradation of forest areas, intense urbanization, drought, natural disasters,
natural and human pollution, migration and ecosystem degradation) (Özgen, 2019). Cruise Lines
International Association (CLIA) explained that cruise lines give great importance to
environmental sustainability practices and set a good example for the world maritime industry
(CLIA, 2020).
Within the scope of stakeholder theory, to meet the information needs of stakeholders following
the principle of accountability, there is a need for reports such as management reports,
environmental, social, and economic reports, sustainability reports, as well as financial reports.
According to the corporate accountability approach, the activities of the enterprises affect the
internal and external environment, so businesses are responsible for these effects arising from their
activities (Duran, 2018; Tüm, 2014). Today, stakeholders expect businesses to behave like a legal
entity responsible for businesses and demand more transparency information about how their
activities create added value (Aracı & Yüksel, 2016). The accountability approach explains the
necessity of reporting not only the financial performance of businesses but also their social and
environmental performance (Aracı & Yüksel, 2016; Duran, 2018; Tüm, 2014). Thanks to the
sustainability reporting, stakeholders and the public can both obtain detailed information about the
financial situation of the enterprise and they can examine the environmental and social
consequences of business activities in detail.
Awareness of the environmental sustainability for cruise companies and strategy implementation
about environmental sustainability of paramount importance. Cruise lines have great
responsibilities in minimizing the damage to the environment in the cruise tourism sector, which
attracts great attention with its large cruise ships and its visits to destinations with natural beauty.
In this study, the main research objective is to examine whether cruise lines include their practices,
projects, and management initiatives within the scope of environmental sustainability strategies in
their sustainability/environmental stewardship reports or websites prepared under the principles of
transparency and accountability. In this framework, the theoretical background of the study is
based on stakeholder theory and the corporate accountability approach.
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Literature Review on Environmental Sustainability of Cruise Industry
Cruise tourism has been one of the most important components of the tourism industry since it has
experienced rapid growth in recent decades (Sun et al., 2011). According to CLIA report,
approximately 30 million passengers were guests of cruise ships in 2019 and the most visited
destinations were the Caribbean and Mediterranean, and Europe. Considering the economic
impact, cruise activities created 1,177,000 jobs equaling $50.5 billion in wages and salaries and
$150 billion total output in the word. The industry, which had very good momentum in 2019, was
severely affected by the Covid-19 pandemic since the beginning of 2020. However, it is observed
that CLIA members continue to do their part for a cleaner and sustainable future. Investments of
$ 23.5 billion for environmentally friendly ships provide clues for future sustainability practices
in the market (CLIA, 2021).
As asserted in CLIA (2021) report, cruise lines made a global fleet-wide commitment to reduce
the levels of carbon emissions by 40 % by 2030 in comparison to 2008 levels. Accordingly,
environmental sustainability practices gain importance in the cruise industry considering the
potential environmental impacts caused by cruise ships (Friends of Earth, 2019; Stefanidaki &
Lekakou, 2014). In this sense, it has been detected that sustainability has drawn significant
attention from scholars recently. However, the results seem to be controversial in some cases.
Various studies have been detected in terms of the environmental sustainability of cruise tourism
in the relevant literature. These studies stand out within the scope of 1. Cruise Companies (e.g. De
Almeida Ramoa et al., 2018, 2019; De Grosbois, 2016; Jones et al., 2016; Pakbeen, 2018;
Vlasceanu et al., 2020), 2. Stakeholders (e.g. Bonilla-Prego, et al., 2014; James et al., 2020; Lester
& Weeden, 2004; Wang et al., 2019), 3. Destinations (e.g. MacNeill & Wozniak, 2018; Steward
& Draper, 2006), 4. Cruise Tourists (e.g. Han et al., 2019; Sanz-Blas et al., 2019). Moreover, some
of the studies examined more than one topic together. Specifically, Johnson (2002) examined
destination & cruise companies, while James et al. (2020), Lester and Weeden (2004) considered
destination & stakeholders together.
Vlasceanu et al. (2020) found that most cruise companies made great efforts to emit CO2.
Moreover, they made spent huge amounts on investments. Also, it was emphasized that companies
should have transparent operations to help protect the ecosystem, improve marine biodiversity,
and reduce air emissions. On the other hand, De Almeida Ramoa et al. (2018) investigated the
members of websites and various databases related to members of CLIA and found that 22.6 % of
the 31 cruise companies provide information on environmental sustainability practices on their
websites. This reveals the lack of environmental sustainability practices in cruise tourism and more
attention is needed in this respect. Indeed, Font et al. (2016) stated that cruise companies do not
respond clearly to the expectations of stakeholders in reporting, and some cruise companies do not
report. De Almeida Ramoa et al. (2019) discussed the14th Goal of the UN’s SDGs to evaluate
cruise ships and to propose an environmental model. Environmental sustainability requirements
and variables of cruise ship companies were determined as input management, waste management,
air quality, energy management, and water management. Results indicated that cruise ships should
primarily control input management for environmental sustainability, and accordingly, waste
generation, water savings, and air quality will be provided. Pakbeen (2018) also examined the
practices and actions of major cruise companies, their goals and strategies, and their cooperation
by contributing to life underwater, the 14th goal of the UN’s SDGs. It has been determined that the
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reports of AIDA Cruise Line, Carnival Corporation, Cosa Cruises, Norwegian Cruise Line, Royal
Caribbean Cruises, and TUI cruise companies are prepared directly or indirectly in line with the
SDGs and emphasized the protection of water, sea, and oceans. It has been determined that cruise
companies have actions on issues such as reducing energy consumption, using alternative fuels
and power sources, new technology shipbuilding, wastewater treatment technologies, reducing
water consumption, bilge water treatment (wastewater collected in machinery and engine spaces)
and ecosystem protection projects. Based on the reviews, it was stated that cruise enterprises
should be more transparent in their actions and make improvements in regulations concerning
waste handling and discharges to water. De Grosbois (2016) examined the sustainability reports
published by CLIA members within the scope of corporate social responsibility and determined
that although most cruise lines commit corporate social responsibility on their reports, there is a
piece of limited information regarding actions and their performances. At the same time, the most
cited matters were found as environmental issues, social and community well-being, whereas the
economic well-being and employment quality were mentioned relatively low. Jones et al. (2016)
examined the sustainability strategies of Carnival Corporation, Royal Caribbean Cruises,
Norwegian Cruise Line, MSC Cruises, Disney Cruises, Thomson Cruises, Star Cruises,
Hurtigruten, Crystal, and Silversea cruise companies in terms of environmental, social, and
economic aspects and found an increase on the sustainability in the reports compared to the
previous periods. Especially Carnival Corporation and Royal Caribbean Cruises are the most
sensitive to the issue, whereas Hurtigruten did not publish anything regarding their sustainability
perspectives. The authors alleged that the differences in details and the reporting process make it
difficult to compare findings quantitatively or in a tabular format. Speaking of ranking the
companies, the Friends of Earth (FOE) 2020 Cruise Ship Report Card evaluated 18 major cruise
lines on 4 environmental factors (sewage treatment, reduction of air pollution, water quality
compliance, transparency). The report examined 4 environmental factors with a scale from A to F.
Disney Cruise Line is the most sustainable company on the market out of a total of 18 companies.
Disney Cruise Line has taken C for sewage treatment, A- in air pollution reduction, A in water
quality compliance and, A in transparency. The company received a mean grade of B- in the
general. Besides, according to the report, all Carnival Corporation companies (Princess, Seaborn
Cruises, Holland America, Cunard, AIDA Cruises, P&O Cruises, Carnival Cruises Line, Costa)
committed criminal environmental violations between 2017-2020. These companies received a
mean grade of F in the general (FOE(a), 2020).
There are company-specific studies related to environmental issues that are important to external
stakeholders. For instance, Wang et al. (2019) examined the environmental efficiency of Carnival
Corporation and its subsidiaries by applying the Malmquist productivity index and found that
Carnival has made significant progress in emission reduction technology and innovation of energy
conservation, but not as efficient as its air emissions subsidiaries. Additionally, both Carnival
Company and its subsidiaries have provided solutions for water pollution and solid waste
management by MARPOL Annex IV and Annex V. However, reports may not always contain
complete information. Bonilla-Prego et al. (2014) claimed that the reports in the cruise industry
mostly ignore the dark side of the process, and they are unresponsive to stakeholders’ needs and
demands for transparent information. Studies examining the perceptions of stakeholders on
environmental sustainability at the regional level were also detected. For instance, James et al.
(2020) examined stakeholders’ perceptions of a sustainable cruise in Greenland and Iceland and
determined that economic sustainability is important for stakeholders in both regions. Lester and
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Weeden (2004) stated that for cruise tourism in the Caribbean to be sustainable, not only cruise
operators but also all stakeholders should play an active role in environmental protection measures.
Destination-based environmental sustainability studies are also detected in the literature in addition
to industry and company-specific studies. Johnson (2002) proposed four environmental
sustainability strategies as physical, regulatory, economic and educational, and management
initiatives for cruise operators and destinations. According to the results, some destinations and
cruise operators have adopted strategies for sustainability and implemented practices, but these are
not sufficient. At the same time, it is stated that consumers do not have enough pressure under the
name of environmental sustainability. Stewart and Draper (2006) focused on sustainable and
effective strategies for stakeholders affected by cruise tourism activities in Northern Canada. In
this context, an integrated ocean management framework has been established based on the
environmental sustainability strategies and management initiatives that Johnson (2002) has created
for cruise operations. Findings suggest that, the increasing importance of cruise tourism in the
Canadian Arctic Region and taking effective steps to ensure the minimization of individual,
cultural, and environmental risk are mentioned. MacNeill and Wozniak (2018) studied the
economic, social, and environmental impacts on a local community before and after the opening
of a cruise port Trujillo area in Honduras. According to the findings, garbage, sewage, and
ecosystem pollution reveal in some parts of the Trujillo region with the beginning of cruise
activities. Garbage also poses a financial threat to residents.
Sea contamination and excessive use of resources due to congestion and overcrowding could be
potential dangers for the environment in addition to pollution-related to cruise ship activities
onboard (Klein, 2009). In this respect, Sanz-Blas et al. (2019) evaluated the perception of crowding
in the ports of call and examined how crowding affects the experiences of cruise tourists. The
results of the study show that some groups are very satisfied with the crowd and some are not
satisfied with it at all. The authors also indicated that all organizations should develop sustainable
innovation practices to avoid the negative effects of the crowd at the ports of call and for the
sustainability of cruise tourism. Han et al. (2019) also confirmed that cruise tourists tend to travel
in an environmentally responsible manner.
In addition to scientific studies, it is understood that market players are also sensitive to
environmental sustainability to a certain extent according to their industry reports. For instance,
AIDA Cruises is planned stated use fuel cells and batteries on board in 2021 as part of
environmental sustainability, and that it could embark on the first emission-neutral ship journey in
2030 (AIDA Cruises, 2019). In the report published by the Norwegian Cruise Line in 2018, it was
stated that water consumption decreased by 4 % from 2015 to 2018, at the same time, there was
an 11.3 % decrease in energy savings compared to 2016 in 2018. The company has signed the
CLIA’s 2030 global carbon emission reduction commitment in the cruise industry for
environmental sustainability. (Norwegian Cruise Line, 2018). In 2019, Royal Caribbean Cruises
reported that it removed 60 % of single-use plastics from its supply chain and significantly reduced
its carbon footprint by 35 % and the average onboard waste litter. They also organized 1500 Global
Sustainable Tourism Council (GSTC) certified trips within the scope of sustainable tourism. In the
company’s 2020 sustainable goals; emission reduction, sustainable tours, sustainable seafood
supply, sustainable destination (public and private), sustainable resource use, plastic reduction,
and waste. Among these goals, waste and sustainable tours have been achieved before 2020.
(Royal Caribbean Cruises Line, 2019). To sum up, there is a need for efforts to respond to these
271

University of South Florida (USF) M3 Publishing

issues to a great extent to reduce the level of emissions and to increase energy efficiency (GTG,
2017).
Methodology
The study aims to examine and evaluate the implementation of global cruise lines within the
framework of environmental sustainability strategies in line with the sustainability reports,
environmental stewardship reports, and the information provided on their websites. This study has
been examined 23 global cruise lines in terms of all practices related to environmental
sustainability related to strategies. In this aspect, research articles in the literature have been
expanded in this study in terms of both the sample and the scope of the subject.
In the study, data has been collected through document analysis, which is one of the qualitative
research methods. In qualitative research, the event, person, or phenomenon, rather than the
measurable properties such as the quantity, average, and number, are more detailed and
comprehensible research that are tried to be revealed by questions such as how, why (Denzin &
Lincoln, 1998). Document analysis is a qualitative research method applied to analyze the content
of written documents diligently and systematically (Wach, 2013).
Sample and Data Collection
CLIA is the world’s largest cruise industry trade association with representation in North and South
America, Europe, Asia, and Australasia. CLIA classifies the cruise lines as a global cruise line,
global marketing affiliates, European regional cruise lines, European marketing affiliates,
Australasia regional cruise lines, and Australasia marketing affiliates. This study aims to examine
environmental sustainability implementation with a global approach. For this reason, the sample
of the study is global cruise lines determined by CLIA (CLIA, 2021). A total of 27 global cruise
lines have been identified by CLIA. Four of them have not been accessible from any reports and
information on websites and have not been included in the sample. The sample of the study covers
23 global cruise lines given in Table 1.
Table 1. Sample of the Study
Name of Global Cruise Line
Group Companies
Other Global Cruise Line
Carnival Corporation
Royal Caribbean Group
American Cruise Lines Windstar Cruises
AIDA Cruises
Azamara Club Cruises
Celestyal Cruises
SeaDream Yacht Club
Carnival Cruise Line
Celebrity Cruises
Crystal Cruises
Silversea Cruises
Costa Cruises
Royal Caribbean International
Disney Cruise Line
TUI Cruises
Cunard Line
Norwegian Cruise Line Holding MSC Cruises
Virgin Voyages
Holland America Line
Norwegian Cruise Line
Mystic Cruises
Pearl Seas Cruises
Princess Cruises
Oceania Cruises
Scenic Luxury Cruises and Tours
Seabourn
Regent Seven Seas Cruises
Ponant Yacht Cruises and Expeditions

The process of document analysis has developed by Kıral (2020) is adapted to this study as follows:
1- Selection of research subject, method, and technique (Document selection, document
access, and document restriction): This study covers sustainability reports, environmental
stewardship reports (reports which give information only about environmental
sustainability, projects, practices, etc.), and websites of cruise companies. Documents
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were available on the companies’ website. Data were collected only from the
environmental issues part of the reports and corporate websites.
2- Controlling the authenticity of the documents (trying to understand the document,
reading in detail and in-depth): The table which name is Environmental Sustainability
Strategies was developed by Johnson (2002) has been used, complied, and developed
with the author’s permission.
3- Content Analysis: The categories/themes are developed and determined based on the
strategies and management initiatives created by Johnson (2002) and analyzed using
MAXQDA 2020- Qualitative Data Analysis Software. Themes and categories are coded
by the MAXQDA program according to their availability in the sustainability or
environmental stewardship reports. Practices, projects, and management initiatives
related to the environmental sustainability strategies are searched in the sustainability or
environmental stewardship reports of the cruise lines. If the reports of the cruise lines are
not available, an analysis is made on the information provided on the website.
4- Using the data to evaluate documents and interpreting the results of the study: After
themes and categories are coded, code frequency analysis is implemented in the
MAXQDA program. In Table 3, the outputs of the MAXQDA program are given in the
general table with frequency (number of cruise lines) and percentages.
Findings
As a result of analyzing sustainability reports, environmental stewardship reports, and information
on websites related to environmental sustainability implementation of 23 cruise lines, the
MAXQDA program is used to encode environmental sustainability strategies. In Table 2,
environmental sustainability strategies and implementation are categorized as main and subPractices, Projects, and Management Initiatives for each strategy are coded based on the given
information in reports and websites.
The table named Environmental Sustainability Strategies and Management Initiatives for Cruise
Operators developed by Johnson (2020) is evaluated as a model and is revised by the authors. In
this study, implementations and projects specified under four main strategies have been examined
in the reports. The availability of subheadings in the reports and websites of 23 companies has
been analyzed. Strategies are analyzed in four main categories. These are physical strategies,
regulatory strategies, economic strategies, and educational strategies. Sub-categories of these
strategies comprise management initiatives, environmental practices, and projects. Coding is done
separately for each cruise lines. In this context, environmental sustainability awareness and
practices on a company basis have been primarily examined.
In Table 2, practices, projects, and management initiatives developed for environmental
sustainability strategies are examined on a company basis. Three groups and their companies and
non-group companies are the samples of the study. There are seven companies under the Carnival
Cooperation group. While these seven companies have been analyzed, the sustainability or
environmental sustainability reports of the two companies could not be reached, the information
on their websites and group reports have been examined. In this context, it has been observed the
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companies belonging to the carnival group do not include group and company reports and websites
regarding the limited number of passengers serving physical strategies except Seabourn Cruise
Line. All implementations that serve regulatory and economical strategies are mentioned in their
group reports and websites. In terms of educational strategies, the company’s environmental
sustainability information is provided in sustainability reports. Also, except for the Princess Cruise
Line, only crew training has been provided. When it is looked at the Royal Caribbean Group and
Norwegian Cruise Line Holding, it is seen that they do not give information about the limited
number of passengers and biodiversity-related to physical strategies. Besides, the Norwegian
group has not provided information about internal standards in their reports and websites. The
Norwegian group does not have a sustainability report, there is an environmental stewardship
report, a special report on environmental sustainability. Only Carnival group, MSC, and TUI
provided information about the economic impact in the sample. Besides, MSC and TUI have
included practices related to all economic strategies in their reports. The MSC Company has
provided the necessary information in its reports, and websites about the practices, projects and
management initiatives determined for almost all strategies. The reports of America, Crystal,
Mystic, Ponant, Scenic, and Silversea Cruise Lines could not be reached, so the information they
provided on their websites was examined. Disney and TUI Cruise Line mentioned each of the
management initiatives specified for educational strategies in their reports and websites. The
company has both sustainability and environmental stewardship reports.
Findings related to environmental sustainability strategies and management initiatives of global
cruise lines are given in Table 3.
Physical Strategies
Vary itinerary (optimized route, speed, and distances), limit passenger number, destination
conservation projects and biodiversity serve physical strategies. 17 of the 23 companies have
mentioned advanced route planning, optimized route, speed and destination in their reports or
websites. 73.91 % of global cruise lines’ reports/websites is available of information about vary
itinerary. Only 2 cruise line (8.7 %) have included information on limiting the number of
passengers in their reports and websites. 19 cruise lines (82.61 %) have developed destinationspecific conservation projects. The following issued related to destination protection projects have
been available in the companies’ reports and websites: protection of animal in a special destination,
developing a destination management plan for sustainable growth, environmental restoration plan
in a specific destination, coral reef restoration, conservation and protection of specific destination
and preserving cultural heritage. 19 cruise lines have mentioned biodiversity in their reports and
websites. The following projects or practices related to biodiversity are available in their
reports/websites: habitats protection, restoring Ocean Cay and sea turtle protection. Disney
Conservation Fund, CCL Bellona Fund and RCL Ocean Fund have established to protect marine
conservation and biodiversity. In general, 51.09 % of global cruise lines have referred to
implementation, projects, and information regarding physical strategies in their reports/websites.
Regulatory Strategies
Strategies related to regulation have divided the categories as corporate environmental policy,
internal and international standards related to environmental sustainability, availability of
environmental practices. When the availability of corporate environment policy of cruise lines has
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been analyzed, it is seen that 16 of 23 cruise lines (69.57 %) have a policy such as Sail & Sustain
Policy, Above and Beyond Compliance Policy and Sustainability Policy related to environmental
sustainability. The group companies have a corporate environmental policy. As a result of data
obtained, it can be said that group companies act more corporate in policy development and express
the importance of environmental issues in their reports. 14 cruise lines mention their internal
standards such as Discharge and Sustainability Standards related to environmental sustainability.
18 cruise lines mentioned international conventions such as IMO (International Maritime
Organization) Conventions and standards such as ISO (International Standardization
Organization). MARPOL (International Convention for the Prevention of Pollution from Ships),
Marine Environment Protection Committee, Ballast Water Convention which are the IMO
Conventions were available in their reports/websites of global cruise lines. The other regulations
which are available in their reports/websites are Baltic Discharge Standards, International Sewage
Regulations, Global Sustainable Tourism Council Standards, CLIA Waste Management Policy,
Alaska Clean Water Act and U.S. Resource Conservation and Recovery Act.
Availability of environmental practices has divided into (a) air and greenhouse gas emissions, (b)
waste management, (c) water management, (d) energy consumption and (e) fuel consumption.
Practices, projects, management decisions developed to minimize air, land and water pollution and
help preserve biodiversity and natural heritage are very important for a sustainable environment.
Practices related to air and greenhouse gas emissions which are available in their reports/websites
are cleaner emissions, cold ironing, carbon footprint, reducing CO2, sulphur oxides (SOx),
nitrogen oxides (NOx) and particulate matter (PM). 95.65 % of global cruise lines have stated
practices related to air and greenhouse gas emissions in their reports/websites. Cruise companies
generally implement purchasing new, eco-friendly, technological ships to reduce air pollution. All
the cruise lines in sampling mention water and waste management in their reports and websites.
Information related to reducing freshwater, bilge water, ballast water, grey water and black water
is available in their reports and websites. Practices are available related to reduce food waste, paper
and plastics usage, solid waste and hazardous waste. All the companies implement reduce, reuse
and recycle projects. Shipboard Energy Efficiency Management Plan (SEEMP), reducing energy
usage, shore power, electricity usage, and LED (Light Emitting Diode) Lighting are available in
22 global cruise lines’ reports and websites related to energy consumption. In general, 86.96 % of
global cruise lines are available policy, regulation, standards, practices, projects, and information
regarding regulatory strategies in their reports/websites.
Economical Strategies
The economic impact of environmental projects/practices, investment in clean technologies,
developing and using systems for environmental sustainability, awards for environmental
awareness, economic support of Corporate Social Responsibility (CSR) projects, and partnership
for environmental practices/projects are classified as economic strategies. 26.08 % of global cruise
lines have mentioned the economic effects of their investments, projects, practices in their reports
and websites. All global cruise lines indicate investment in clean technologies.
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Table 2. Availability of Environmental Sustainability Strategy-Related Practices, Projects, and
Management Initiatives in the Reports/Websites (1/2)
Environmental Sustainability
Strategies

AIDA
(1)

Physical
Vary Itinerary
Limit Passenger Numbers
Destination Conservation Projects
Biodiversity
Regulatory
Corporate Environmental Policy
Internal Standards related to
Environmental Sustainability
International conventions and
Standards related to Environmental
Sustainability
Availability of Environmental Practices
Air and Greenhouse Gas Emission
Waste Management
Water Management
Energy Consumption
Fuel Consumption
Economic
Economic Impact of Environmental
Projects / Practices
Investment in clean Technologies
Developing and Using Systems for
Environmental Sustainability
Awards for Environmental
Awareness
Economic Support of CSR Project
Partnership for Environmental
Practices/Projects
Educational
Corporate Environmental Report
Sustainability Report
Environmental Stewardship
Report
Information in websites
Incentive of Good Practices / CSR
Projects
Environmental Education and Training
For Crew
For Guests
For Community

Carnival
(2)

Carnival Corporation
Costa Cunar Holland
(3)
d (4)
America
(5)

Royal Caribbean Group
Azamar Celebrit
Royal
a (8)
y (9)
Caribbean
(10)

Princess
(6)

Seabour
n (7)

✓
-

✓
-

✓
-

✓
-

✓
-

✓
-

✓
-

✓
-

✓
-

✓
-

✓
-

✓
-

✓
✓

✓
✓

✓
✓

✓
✓

✓
✓

✓
✓

✓
✓
✓
✓

✓
✓

✓
✓

✓
✓

✓
✓

✓
✓

✓
✓

✓
✓

✓
✓

✓
✓

✓
✓

✓

✓

✓

✓

✓

✓

✓

✓

✓

✓

✓
✓
✓
✓
✓

✓
✓
✓
✓
✓

✓
✓
✓
✓
✓

✓
✓
✓
✓
✓

✓
✓
✓
✓
✓

✓
✓
✓
✓
✓

✓
✓
✓
✓
✓

✓
✓
✓
✓
✓

✓
✓
✓
✓
✓

✓
✓
✓
✓
✓

✓

✓

✓

✓

✓

-

-

-

-

-

✓
✓

✓
✓

✓
✓

✓
✓

✓
✓

✓
✓

✓
✓

✓
✓

✓
✓

✓
✓

✓

✓

✓

✓

✓

✓

✓

✓

✓

✓

✓
✓

✓
✓

✓
✓

✓
✓

✓
✓

✓
✓

✓
✓

✓
✓

✓
✓

✓
✓

✓
-

✓*
-

✓
-

✓*
-

✓
-

✓
-

✓
-

✓*
-

✓
✓

✓*
-

✓
✓

✓
✓

✓
✓

✓
✓

✓
✓

✓
✓

✓
✓

✓
✓

✓
✓

✓
✓

✓
-

✓
-

✓
-

✓
-

✓
-

✓
✓
✓

✓
-

✓
✓
✓

✓
✓
✓

✓
✓
✓

*Since companies do not have a specific report on sustainability, group reports were analyzed
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Table 2. Availability of Environmental Sustainability Strategy-Related Practices, Projects, and
Management Initiatives in the Reports/Websites (2/2)
Environmental
Sustainability Strategies

Norwegian Cruise Line
Holding
NCL Ocean Regen
(11) ia (12)
t
Seven
(13)

Physical
Vary Itinerary
✓
Limit Passenger Numbers
Destination Conservation
✓
Projects
Biodiversity
Regulatory
Corporate Environmental
✓
Policy
Internal Standards for
Environmental Sustainability
International Conventions and
✓
Standards related to
Environmental Sustainability
Availability of Environmental Practices
Air and Greenhouse Gas
✓
Emission
Waste Management
✓
Water Management
✓
Energy Consumption
✓
Fuel Consumption
✓
Economic
Economic Impact of
Environmental Projects /
Practices
Investment in clean
✓
Technologies
Developing and Using
✓
Systems for Environmental
Sustainability
Awards for Environmental
✓
Awareness
Economic Support of CSR
✓
Projects
Partnership for Environmental
✓
Practices/Projects
Educational
Corporate Environmental Report
Sustainability Report
Environmental Stewardship
✓*
Report
Information in websites
✓
Incentive of Good Practices /
✓
CSR Projects
Environmental Education and Training
For Crew
✓
For Guests
For Community
-

Americ
an (14)

Crysta
l (15)

Disney
(16)

MSC
(17)

Myst
ic
(18)

Ponan
t (19)

Sceni
c (20)

Silverse
a (21)

TUI
(22)

Virgi
n
(23)

-

-

-

✓

-

-

✓

-

✓
-

✓

✓
✓
✓

✓

✓

✓
-

✓
-

✓
-

✓

✓

✓
-

-

-

-

✓

-

✓

-

-

-

✓

-

-

✓

✓

-

✓

-

✓

-

-

-

-

✓

-

-

-

-

-

-

✓

-

✓

-

-

✓

✓

✓

✓

✓

-

✓

✓

-

-

✓

-

✓

-

✓

✓

✓

✓

-

✓

✓

✓

✓

-

✓

✓

✓
✓
✓
✓

✓
✓
✓
✓

✓
✓
✓
✓

✓
✓
✓
✓

✓
✓
✓
✓

✓
✓
✓
✓

✓
✓
-

✓
✓
✓
✓

✓
✓
✓
✓

✓
✓
✓

✓
✓
✓
✓

✓
✓
✓
✓

-

-

-

-

-

✓

-

-

-

-

✓

-

✓

✓

✓

✓

✓

✓

✓

✓

✓

✓

✓

✓

✓

✓

✓

✓

✓

✓

✓

✓

✓

✓

✓

✓

-

-

-

✓

-

✓

-

-

-

✓

✓

✓

✓

✓

✓

✓

✓

✓

-

-

✓

✓

✓

-

✓

✓

✓

✓

✓

✓

-

-

✓

✓

✓

✓

-

-

✓*

✓*

-

-

✓
✓

✓
-

-

-

-

-

✓*
✓

✓
-

✓
✓

✓
✓

✓
✓

✓
✓

✓
✓

✓
✓

✓
-

✓
✓

✓
-

✓
✓

✓
✓

✓
✓

✓
-

✓
-

✓
-

✓
✓
-

✓
✓
✓

✓
-

-

✓
-

-

-

✓
✓
✓

✓
-

✓

✓

✓

✓

*Since companies do not have a specific report on sustainability, group reports were analyzed
They develop and use systems for environmental sustainability. These are Exhaust Gas Cleaning

System (EGCS), Advanced Wastewater Purification System (AWWPS), Heating, Ventilation and
Cooling (HVAC) System, Ballast Water Treatment System, Waste Heat Recovery System,
Advanced Air Quality System (AAQS), Eco-Friendly Natura Water Filtration System and
Innovative Vacuum Food Waste System. All companies have managed technological systems
because of reducing environmental impact. 16 of 23 global cruise lines have included their awards
for environmental awareness they received in their reports and websites. Some of the awards that
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companies have received are as follows: environmental protection award, environmental ship of
the year, greenest ship-owner of the year, environmental excellence award, and golden pearls
award (for design, technology, environment, and safety).
Table 3. Findings Related to Environmental Sustainability Strategies and Management Initiatives
of Global Cruise Lines
Environmental Sustainability Strategies
Physical
Vary Itinerary
Limit Passenger Numbers
Destination Conservation Projects
Biodiversity
Regulatory
Corporate Environmental Policy
Internal Standards related to Environmental Sustainability
International conventions and Standards related to Environmental Sustainability
Availability of Environmental Practices
Air and Greenhouse Gas Emission
Waste Management
Water Management
Energy Consumption
Fuel Consumption
Economic
Economic Impact of Environmental Projects / Practices
Investment in clean Technologies
Developing and Using Systems for Environmental Sustainability
Awards for Environmental Awareness
Economic Support of CSR Project
Partnership for Environmental Practices/Projects
Educational
Corporate Environmental Report
Sustainability Report
Environmental Stewardship Report
Information in websites
Incentive of Good Practices / CSR Projects
Environmental Education and Training
For Crew
For Guests
For Community

No. of Company
51.09
17
2
19
9
86.96
16
14
18
97.39
22
23
23
22
22
78.99
6
23
23
16
20
21
62.11
60.87
14
5
23
21
53.62
20
7
10

%
73.91
8.7
82.61
39.13
69.57
60.87
78.26
95.65
100
100
95.65
95.65
26.08
100
100
69.57
86.96
91.3
60.87
21.74
100
91.3
86.96
30.43
43.48

86.96 of global cruise lines give information about donations, funds, and other support of projects
and foundations in their reports, and websites for positive usage of tourist revenue because of brand
power. Some of them are Vero-Water, Harvest Cage Conservation Foundation, Ocean
Conservancy, World Central Kitchen and Make-a-Wish. 21 of 23 global cruise lines have a partner
for environmental practices and projects. Companies partner with governments, destinations,
universities, non-governmental organizations, etc. for environmental awareness. In general, 78.99
% of global cruise lines have information about economic impact, investment, systems, awards,
donations, and partnerships regarding economic strategies in their reports/websites
Educational Strategies
Availability of corporate environmental reports, incentives of good practices, and CSR projects
and environmental education and training are classified as educational strategies. The corporate
environmental reports were analyzed in three categories. These are the availability of sustainability
reports, availability of environmental stewardship reports, and availability of information on
company websites. 60.87 % of sampling have sustainability reports. In sampling, Carnival
Corporation Group contains the companies AIDA Cruise, Carnival, Costa, Cunard, Holland
America, Princess, and Seabourn. Carnival and Cunard have not a company sustainability report,
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therefore Carnival Corporation’ report was used to analyze the availability of implementation.
Royal Caribbean Group contains Azamara, Celebrity, and Royal Caribbean. Azamara and Royal
Caribbean have not company sustainability and environmental stewardship report, therefore Royal
Caribbean Group’ report was used to analyze the availability of practices. Norwegian Cruise Line
Holdings contains the companies Norwegian Cruise Line, Oceania, and Regent Seven Seas Cruise.
They have not a specific report on sustainability, therefore the report of Norwegian Cruise Line
Holdings was used to analyze the availability of implementation. 6 of 23 global cruise line have
both sustainability and environmental stewardship reports. 86.96 % of global cruise lines cite
CSR projects for dissemination and incentive of good practice in their reports and websites.
Projects such as Vero Water, Ocean Conservancy, Make-a-Wish, Pan-American Development
Foundation, 4goodfood, MSC Foundation are among the good practices included in their reports
and websites. Environmental Education and Training divided crew, guests, and community. 86.96
% of global cruise lines educate and train their crew. Companies develop training programs such
as Save the Wave training and CSmart training. Most of the companies determine environmental
officers (EO) to increase environmental awareness. 7 of 23 companies educate and train their
guests for environmental awareness. 10 of 23 global cruise lines educate and train guests, staff,
and local communities about environmental and cultural issues. Marevivo builds a community of
Citizens of the Ocean and conserves marine resources. Disney’s animals, science, and environment
team gives education to the community for conservation animals. One company educates children
about the responsibility of the sea. In general, 62.11 % of global cruise lines have available reports,
incentives, education, and training regarding educational strategies.
Conclusions
The literature mentioned the following practices on environmental sustainability issues as air and
greenhouse gas emission and biodiversity (Vlasceanu et al., 2020); (1) input management, (2)
waste management, (3) water management, (4) energy consumption and (5) air quality (De
Almeida Ramoa et al., 2019). De Almeida Ramoa et al. (2018) have analyzed environmental
sustainability practices in cruise lines’ websites. Pakbeen (2018) has analyzed six cruise lines
within the scope of practices, goals and strategies. Jones et al. (2016) have examined three pillars
of sustainability strategies of 10 cruise lines.
Since a study containing all variables could not be reached, comparisons (similarities and
differences) related to past studies are the following:
Physical Strategies: Information on limiting the number of passengers in their reports and websites
is not available in this study, similar findings to De Grosbois (2016). According to Johnson (2002),
cruise operators do not charge environmental premium fees. They compete, reduce fares and
special offers, and significantly increase the number of passengers. Most of the cruise lines in
sampling have mentioned biodiversity in their reports and websites. The aim should be to achieve
the goal of sustainable tourism and help preserve the ecosystem, improve marine biodiversity and
equally support communities that rely on marine environments (Vlasceanu et al., 2020).
Implementation related to biodiversity is available in most of the reports/websites in the sampling
similar to Pakbeen (2018) findings.
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Regulatory Strategies: Implementation developed to minimize air, land and water pollution and
help preserve biodiversity and natural heritage are very important for a sustainable environment.
This suggests the need not only for formulating a strategy aimed at the adoption of the best
practices in the context of environmental sustainability but also for an actual implementation that
allows companies to grow within a sustainable development of business (De Almeida Ramoa et
al., 2019). Practices are available of cruise lines report/websites in sampling related to reduce food
waste, paper and plastics usage, solid waste and hazardous waste. According to Pakbeen (2018),
sustainability initiatives and practices of cruise lines concerning water conservation and
wastewater treatment showed notable similarity. Concepts of reducing, reuse, and recycle have
been proven to successfully influence cruise lines’ practices to similar findings to this study (Wang
et al., 2019).
Economic Strategies: Sampling of this study develop and use systems for environmental
sustainability in a similar finding to Jones et al. (2016). Most of the global cruise lines in sampling
give information about donations, funds, and other support of projects and foundations in their
reports, and websites for positive usage of tourist revenue because of brand power. Cruise lines
can donate part of investment funds to increase community assets (Macneill & Wozniak, 2018).
Educational Strategies: 9 of 23 cruise lines in sampling have sustainability reports. Although
sustainability reporting has become a standard practice among the largest companies in every
industry, there are still some cruise companies that do not report and report poorly (Font et al.,
2016).
Studies in the literature are generally on environmental practices and their effects on the
environment. There are a limited number of studies on practices, project and management
initiatives related to physical, political, legal, economy and education. In the current studies,
availability analysis has been not performed in detail or the sample has been not kept global. In
this respect, this study is carried out with a holistic approach and a global sample to fill this gap in
the literature.
Environmental sustainability is a very important concept for the future of marine tourism. In this
context, environmental sustainability is of great significance for cruise lines, which are a sub-sector
of marine tourism. Cruise lines are at the forefront in developing responsible environmental
practices, leading by example for the world’s shipping industry.
Cruise lines that have a high passenger potential in marine tourism, are in contact with many
destinations and play an active role in maritime transport. Awareness of cruise companies on
environmental sustainability and strategy implementation about environmental sustainability is of
paramount importance. Cruise lines have great responsibilities in minimizing the damage to the
environment in the cruise tourism sector, which attracts great attention with its large cruise ships
and its visits to destinations with natural beauty. Many companies provide information and
increase awareness on this issue in their sustainability reports, environmental stewardship reports,
and websites regarding the corporate accountability approach.
The study aims to examine the implementation of global cruise lines within the framework of
environmental sustainability strategies in line with the sustainability reports, environmental
stewardship reports and the information provided on their websites. In the study, data has been
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collected through document analysis, which is one of the qualitative research methods. This study
aims to examine environmental sustainability implementation with a global approach. For this
reason, the sample of the study is global cruise lines determined by CLIA. As a result of
analyzing sustainability reports, environmental stewardship reports, and information on websites
related to environmental sustainability implementation of 23 cruise lines, the MAXQDA program
is used to encode environmental sustainability strategies.
Strategies are analyzed in four main categories. These are physical strategies, regulatory strategies,
economic strategies and educational strategies. Sub-categories of these strategies consist of
management initiatives, environmental practices and projects. Vary itinerary, limit passenger
number, destination conservation projects and biodiversity serve physical strategies. Most cruise
companies are increasing the total number of passengers by adding new ships to their fleet rather
than limiting the number of passengers. Increasing the number of passengers generally increases
the damage to the environment. It is seen that companies do not give much information about
physical strategies in their reports and websites. More emphasis can be placed on practices and
projects in this regard, and more information can be included in the reports.
Availability of corporate environmental policy, internal and international standards related to
environmental sustainability and availability of environmental practices serve regulatory
strategies. In sampling, generally, Group companies have a corporate environmental policy and
internal standards related to environmental sustainability. Availability of environmental practices
is divided into air and greenhouse gas emissions, waste management, water management, energy
consumption, and fuel consumption. All the companies state waste and water management in their
reports and websites. Air and greenhouse gas emissions, energy, and fuel consumption are
available in most cruise lines’ reports and websites. It can be said that companies attach importance
to implementation regarding regulatory strategies and include them in their reports and websites.
Economic impact, investment, technology, economic support and partnership serve economic
strategies. Companies have not included the economic impact of environmental projects and
practices in their sustainability reports, environmental stewardship reports and websites. Global
cruise lines give information about the partnership, donations, fund and other support of projects
and foundation in their reports and websites for positive usage of tourist revenue because of brand
power.
Availability of corporate environmental reports, incentives of good practices and CSR projects and
environmental education and training are classified as educational strategies. Some global cruise
lines have both sustainability and environmental stewardship reports. It demonstrates the
importance that these companies attach to environmental sustainability, which is one of the
dimensions of sustainability. Cruise lines give importance to the education and training of the
crew. The concept of environmental officer who ensures an organization is following
environmental regulations and standards related to environmental sustainability has arisen in
consequence of analysis in cruise lines’ reports and websites. Environmental officer ensures that
an organization is following environmental regulations and standards related to environmental
sustainability.
The group companies take place in the practices, projects and management initiatives in their
reports and websites for all environmental sustainability strategies. Their environmental awareness
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is high due to their corporate identity and reputation, and they attach importance to environmental
issues and develop strategies in order to reach the SDG 2030 targets by complying with the
standards. In the light of the information available in the reports and websites, it is seen that the
practices generally serve regulatory and economic strategies because of brand image, customer
satisfaction, legal liability, and the economic impact of these practices. Practices related to physical
strategies are less included in reports and websites. Because cruise line competes, reduce fares and
special offers, and significantly increase the number of passengers and destinations.
Due to the principle of accountability, most companies are sensitive to the environmental
sustainability and transparently share this information with their stakeholders through reports and
websites.
Theoretical Implications
The academic contribution of this study is to fill the gap in the literature by looking at
environmental practices and projects holistically and providing a global approach. By combining
the practices, projects, and management initiatives in the current literature for environmental
sustainability strategies, a wider perspective has been tried to be provided.
Providing a strategic perspective to environmental sustainability approach, Johnson (2002)’s
model has been expanded, contributing to the literature and a model has been introduced that
expected to guide environmental sustainability studies on the cruise industry. It is anticipated that
the model prepared for the cruise lines can support the formation of similar models in different
sectors by leading to future studies.
Practical Implications
Strategies, related practices, projects, and management initiatives that serve them shed light on
strategists. This study can help the company’s benchmark practices and report. The authors expect
that the findings will provide the industry with output about environmental sustainability
awareness and suggestions for strategies to be developed.
In the study, both a company-based and a general assessment of cruise companies was made, and
a guideline was put forward for the sector authorized to make a general and private judgment about
the cruise sector. Thanks to the findings tables, the environmental sustainability perceptions of the
sector were analyzed, and the important issues were revealed.
Limitations and Recommendations
The research has been carried out only on the environmental sustainability practices of global
cruise lines. The study also includes only availability evaluation of implementation in
sustainability reports, environmental stewardship reports and websites. A comprehensive analysis
of the mentioned implementation can be made in the next studies. Strategies for cruise lines can
be developed and the study can be expanded in terms of other dimensions of sustainability named
social and economic. Also, the sample can be expanded by including not only global cruise lines
but also all cruise lines. This study contains document analysis as a qualitative method to analyze
the data. In-depth analysis using qualitative methods such as case studies and interviews would
help to understand the main meaning of sustainability reports and stewardship reports better.
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A Local Turkish Food: Igdır Taş Köftesi
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Abstract
Eating is a constant need for human survival. Meat, which is one of the food materials that have
an important place in human nutrition, is an indispensable element in the nutrition of Turkish
society as it contains high biological value, saturation and taste substances. Igdır Province is
located at Eastern Anatolia. Geographical conditions encourage animal husbandry for the
evaluation of large grazing areas. The fact that animal husbandry is a source of livelihood has
increased the consumption of foods based on animal origin. Taş köfte is one of the traditional
dishes made in Igdır. It is made from mutton or cow meat and chickpea in houses and sold in
restaurants all year around. Generally, tandoor lavash (a type of bread made in the province) is
preferred with consumption. Taş köfte attracts attention with its interesting cooking method,
service style and extraordinary taste. It is consumed with appreciation by both local people and
foreign tourists coming to the city. But there is an increasing demand in the introduction of Taş
köfte to more people. So, the aim of this research is to provide the details and tips related to home
cooked Taş köfte and to introduce this unique and tasteful dish to the World.
Keywords: Taş köfte, home-cooked, history, local food, sensory evaluation
Introduction
History and Lifestyle of Turks
The relationship between eating and drinking, which is based on human existence, has become a
way of life. People have to eat to survive. Influence of the society culture and being a social entity
led to a development of meal perception (Çetin, 2008). The Turks, who established many states
and interacted with many civilizations, have a rich cultural structure (Ertaş & Karadağ, 2013). The
most well-known states that were established by Turks before and after Islam are including Hun,
Gokturk, Uighur, Karahans, Great Seljuks, Anatolian Seljuks, Ottoman Empire and the Republic
of Turkey (Bloodystream, 2013). Central Asia is a large area of more than 8 million square
kilometers with a continental climate. The fact that climate conditions are not suitable for
agriculture has led the people to livestock raising.
Turks living in nomadic life constantly changed their location with their animals, tents and other
equipments. Because of the conditions of the region they live in and the excess of livestock raising,
the consumption of animal products is quite high in the Turks. The use of horses, sheep, goats and
other cattle as well as the use of prey animals have been included in the Turkish nutrition culture.
They made yogurt and butter from the milk of the animals they feed. On the other hand, they
benefited from cereal products such as wheat, barley and millet. Fruit usage is also high. Kımız
and ayran were used as drinks. Food culture products used by the Turks in Central Asia and

285

University of South Florida (USF) M3 Publishing

transferred to the present day are ravioli, yoghurt, ayran and kımız. Products made of grapes as a
drink has been used by various layers (Alpargu, 2008). When the Turks came to the Middle East,
barley, wheat and rice were cultivated in this region. Cattle, chicken and fish were also consumed.
The widespread of livestock raising has led to use of milk and dairy products widely. Fruit,
vegetables and sugar are also grown in the region. It has started to take place in the Turkish cuisine
that the Turks have learned with agricultural products brought from their past (Çetin, 2008). There
is diversity in meat consumption during the Karahanlılar period. Kebab varieties obtained from
meat, consumption of boiled meat and dried meat, and fish consumption also took place in the
cuisine of this period. Wheat and products produced from wheat are located at the first place as
agricultural food products. Butter, yogurt, ayran, cheese and cream obtained from milk are
important food sources. Consumption of honey and eggs is also common. Meat dishes, dishes
made from wheat products, rice and vegetable dishes, tutmac and millet dishes are among the main
dishes of Karahanlılar cuisine. Pear, apple, grape, peach, apricot, quince, mulberry, walnut and
peanut are among the fruits consumed in this period. The beverages known to be consumed during
this period are kımız, wines, boza and honey wine (Bayat & Yıldız, 2019; Cemal et al., 2019).
Dried fruits, molasses, fruit juices, salt, pepper are the products consumed in the cuisine of this
period (Çetin, 2008).
During the periods when Turks migrated in Central Asia, food was dried in summer and stored for
winter. Dried food was more easily transported to the place of migration and consumed in ready
form. Since Turkish tribes were in constant motion, they dried their beef like pastrami and ate them
on the horses. It can be said that the best-known example of this habit is pastrami, a type of food
left to us from the nomadic life. The word yazok meat is also used for pastrami. Another winter
food belonging to the Turks is kurut. Kurut, one of the most important food items in the steppe,
was made of yogurt, and it was believed that who have the kurut would not starve. Kurut, one of
the most important food materials of the warriors, includes all of the dairy products. Kurut was
often prepared and used, as it allowed the army to fight for months without trouble (Sandıkçıoğlu,
2018).
Eating Behaviors of Turks
Turks have preserved their social order throughout history and have united against the
environment. In ancient Turks, meeting the food and beverage needs of the people was the primary
duty of the Turkish kagan. It has become a tradition to feast on the public where the people come
together. The dear guests would be linked to the right, the lower-level guests to the left. According
to the customs of the Turks called ulüş, not everyone could eat where they wanted, for example a
fried sheep, in group meals. It was predetermined from where everyone would eat the sheep. And
this was determined by ancestral heritage or service. Guest tribes sat at the table according to their
place, and their meals were consumed according to the position they were seated. While the most
valuable parts of the cooked lamb, its head, brisket, rump, thigh meat, were regarded as the right
of those on the right; the thigh, hip and arm, paddle parts were the parts that fell to the left side.
Turks are a society known for their hospitality since ancient times. Welcoming the guests properly
has always been cared for, and the best food and drinks are primarily served to the guests
(Sandıkçıoğlu, 2018).
Animals and plants were used as a food supply in the period of Selcuk Empire. The milk of cattle
and, the meat and other materials of sheep were used. The meat of hunting animals and birds was
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also used. Chicken and fish were consuming in addition. Sausages and kebabs are the foods
obtained from the meats of this period. Eggs, milk and dairy products were used in abundance.
The use of plants was supplying from agricultural products, herbs or fruits. Wheat, barley and
millet which are agricultural products are important cereals of period. Many types of pastry were
made from flour. Examples of these are basal, donut, layer, gripper, dough bread, tandoor bread.
Noodles were used in this period and a soup called ‘‘ürge’ was made from noodles. Rice was
known; but bulgur was consumed more. Squash, garlic, onions, eggplant, radishes, carrots, onions
and black chard were the common consumed vegetables. For dessert, rice pudding, semolina halva
made from millet flour and bread dessert were consumed. The importance of table manners is quite
high in the period of Selcuk Empire. The presence of a seating order in written sources is an
indication of the importance given to table manners (Çetin, 2008).
It is a folk cuisine which contributes to the enrichment of Turkish cuisine during the Ottoman
Empire. The dishes of the local cuisine are mostly made of meat and cereals. Meat and vegetables
were stored freshly as well as dried and roasted. The fact that the people who have a hospitable
social structure endeavor to like all the dishes they prepared, contributed to the emergence of new
tastes and enriching the Turkish cuisine culture (Yar, 2008). According to the information obtained
from the Ottoman sources, it is stated that the Turkish society has a rich and deep-rooted food
culture and the presentations made with food and drinks at ceremonies and festivals are a cultural
heritage (Sürücüoğlu & Özçelik, 2008). Turkish cuisine in the Republican Era was a period of rich
past culinary culture and a period of significant changes. The increase in contact with the west in
the late Ottoman period was the beginning of some changes in the traditional cuisine culture
(Samancı, 2016). Although the Turks are recognized as a community of Central Asian origin, since
the 9th century, thanks to the life they lived in Asia Minor, the Caas, the Middle East and Anatolia,
this They have been in a very close relationship with the established cultures in the geography. Of
the period As the Ottoman Empire, one of its most powerful empires, expanded its borders, the
number of communities of different cultures that entered its history increased. Their own religion
and Various cultural exchanges were made with these communities, who were free to live their
culture es. From Inner Asia to the Balkans, from the Kaaslar to the Aegean coast, Turkmens,
Tatars, Azerbaijanis, Uzbeks and others are influential and it is obvious that they are passive
(Sandıkçıoğlu, 2018).
The general characteristics of Turkish culinary culture are determined as follows. Yogurt is one of
the most consumed foods in Turkish cuisine. Most meals are served along with yoğurt or is the
main ingredient of the meal, bread is a main ingredient used in tables and considered as blessed,
meat is usually added to vegetable dishes, kebabs, juicy meat dishes and pastries are widely
consumed, olive oil consumption is mostly in Western Anatolia, bulgur is widely consumed and
used in many types of food, fruit and dried fruits are used to sweeten the food, spices are common
in meals. The most preferred spice is a red pepper. Molasses are used as a sweetener.
The consumption of foods of animal origin is very common in Turkey. Taş köfte, a traditional dish
made from fatty mutton and chickpea is one of the foods consumed in locally and the taste of this
unique food is appreciated by people. Even though Taş köfte has a long history and is cooked both
in our homes and restaurants, there is an increasing demand in the introduction of Taş köfte to
more people. So, the aim of this research is to provide the details and tips related to home-cooked
Taş köfte and to introduce this unique and tasteful dish to the World.
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Culinary Culture of Iğdır
The province of Iğdır is located in the Erzurum - Kars part of the Eastern Anatolia Region. Igdır,
with a surface area of 3,588 km², is a neighboring province to Nakhichevan Autonomous Republic
of Azerbaijan in the North East, the Islamic Republic of Iran in the South East and the Republic
of Armenia in the North. Another feature that confers differences Igdir, Turkey’s Mount Ararat is
the highest mountain in the province’s borders. In addition to the geopolitical importance of the
region, climate, water, soil wealth and ease of transportation have attracted the attention of various
societies throughout history, as the importance of this geography has increased greatly. Various
tribes who came to this geography developed their production activities in parallel with their
economic and cultural developments. Since Iğdır is in a position that connects Anatolia and the
Caucasus and is in close contact with different cultures, its cuisine culture and diversity has
developed considerably (https://www.igdirtso.org.tr/). Although the vegetation of the region
where the continental climate is dominant is steppe; It has different climate characteristics
compared to other provinces of Eastern Anatolia. It is also called Iğdır Plain because it is the lowest
province in the region in terms of altitude. In the region where industry and tourism are not very
developed, the main sources of income are animal husbandry and agriculture. Due to its climatic
climate, many fruits, vegetables and herbs are grown in the region (Bayat, 2010). In addition, Iğdır
is the fruit and vegetable supplier of the surrounding provinces. Grown vegetables and fruits are
consumed fresh as well as dried and consumed in winter months. Geographical indications of Iğdır
are stone meatballs, omaç soup and Iğdır apricots ((https://www.igdirtso.org.tr/).
Igdır is in a very rich position in terms of agriculture and animal husbandry. The soil fertility of
this province, which is in the position of a plain, is quite high. Mount Ararat, Turkey’s highest
point, which is situated at the foot of the location of this province have a positive impact on the
culinary diversity and floor (Bayat, 2018). The most important activities that stimulate the
economy of the province are animal husbandry and cultivation. Cultivators are generally carried
out in the plain area, while animal husbandry is concentrated in the mountainous area of the
province (Ministry of Agriculture and Rural Affairs Publications, 2001).Igdır has developed in
terms of tourism with neighboring countries.
A local product is a product belonging to a specific geographic region. Local products formed by
the natural conditions, characteristics, experiences and traditions of the regions are used to advance
the economic development of the regions (Kelemci & Ceritoğlu, 2010). Local products are
produced in different regions and have characteristics such as taste, aroma and composition
specific to the region where they are produced in (Tan, 2009). In other words, local food is
agricultural and animal-based food products produced within the borders of the region, city or
province (Kang & Rajagopal, 2014). Consuming local foods, getting to know and experiencing
local culture are also effective. Presenting local cuisine products to tourists in their traditional form
is important for sustainability. Including local foods in local catering business menus will facilitate
access to local products and contribute to the development of the region. Locally grown products
are used to produce local food, thereby preventing food supply from outside and generating income
for the local community. (Bayat & İşlek, 2019; Bayat, 2020). One of the most important elements
of food and beverage experiences, which is an important part of tourism, is the local cuisine. The
concept of local cuisine can be defined as “all the foods and beverages that come out as a result of
combining local products with local customs, cooked in their own way by the local people and
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designed with religious or national feelings (Şengül & Türkay, 2015). Local dishes of Iğdır are
presented in Table 1.
Table 1. Local Dishes of Iğdır
gatığaşı, keledoş, ayranaşı,hörre, süt hörresi, sabahaşı, helise, perzana, soğuk
ayranaşı, omaç aşı
taş köfte (meatball), tandır şiş, ekşili et (meat), tavuk (chicken) şorva, bozbaş,
Meat foods
işkembe kavurma, cızdık, paça, yağ şorvası, etli sarma, saç kavurma, tavuk
(chicken) şorba
Wild Herb Dishes
cılvır, salmanca kavurma, evelik çorbası (soup)
ekşili pilav, kuru üzümlü pilav, sütlü pilav, mercimekli pilav, börülceli bulgur,
Rice
evelikli bulgur, tereyağlı erişte
Pastries
nazıknan, kete, döğmeç, hangel, haşıl, fetir
Desserts
omaç helvası, hasude, kuymak, kaysafa, kavut
Patlıcan reçeli (eggplant jam), kayısı reçeli (apricot jam) vişne reçeli (cherry jam),
Local Jams
gül reçeli (rose jam)
yemlik, meleçöyüt, iravan yemliği, yarpız, kazayağı, salmanca, guzu gulağı, evelik,
Edible Weeds
sarıkök, maş, gımıgımı, baldırgan, boğa dikeni, cüce gözü, çoban kirpiği, yağlıca,
kelemkeşir, bozoğlan
Source: Şen, 2012; Bayat, 2018; Acar, 2010.
Local Soups

Methodology
Preparation, Cooking and Serving of Taş Köfte at Homes Traditionally
The names and quantities of ingredients in recipe and preparation of Taş köfte traditionally are
given in Table 1 and Figure 1, respectively. The serving of Taş köfte is shown in Figure 2. In the
traditional preparation of Taş köfte, a round stone and a mallet are used to beat the meat, which is
frequently used in the oldest times. A home-made Taş köfte preparation mainly has five main
steps.
Table 2. The Ingredients Used to Prepare Taş Köfte
Ingredients
Meat (a piece of soft meat)
Lepe (broken chickpeas)
Red onion
Tomato paste
Bulgur
Potato
Dried plum (prune)
Basil
Saffron (yellow root)
Salt

•

•

Quantity
1000 g
200 g
3 medium size
A tablespoon
A cup
4 medium size
The same amount with meatballs
A bunch of
A tablespoon
Optional

Image 1a: The piece of meat shown in the figure is placed on a round stone. With the
help of a mallet, the meats are slowly pounded. Shredding should be done slowly and
equally. Otherwise, the meat may overflow. Meat shredding process continues for about
2 hours. The pounding process continues until the meat is reached to gum consistency.
Image 1b: Lepe (cracked chickpea) is put on the prepared meat gradually and beaten
slowly with the help of a mallet. This process continues until the chickpeas and meat get
a uniform structure.
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•
•
•

Image 1c: Dried onions are added to prepared meat and chickpea mixture and pounded
with a mallet. This process continues until the onions are thoroughly crushed and get a
uniform with meat and chickpeas.
Image 1d: The prepared mixture is put into a large container. Salt, and basil are added to
the mixture and thoroughly kneaded by hand. Then the bulgur is added and kneading
process continues.
Image 1e: This prepared mixture is made into pieces of meatballs approximately the
medium size of tangerines. One piece of prune is placed in the middle of each meatballs
and the meatballs are rolled by hand thoroughly.

These conventional procedures take approximately 3-4 hours. Prepared meatballs are put into a
container. The sufficient amount of olive oil, tomato paste and yellow root are put into a saucepan
and fry a little. Water is added to this mixture. Then the potatoes are divided into equal pieces of
meatball size and put into the pot. When the water boils in the saucepan, the meatballs are placed
in the saucepan. Taş köfte are prepared by cooking for about an hour at low heat.
Figure 1. Preparation of Taş Köfte Traditionally at Homes
a

b

c

d

The prepared Taş köfte was served hot in porcelain plate (Figure 2, Figure 3).
Figure 2. Serving of Taş Köfte

Figure 3. Taş Köfte Served in Restaurants
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Sensory Evaluation of Taş Köfte
Panelists (n = 12) were used to evaluate sensory properties of Taş köfte on 5th of March 2020. The
panelists consisted of bachelor students in the Department of Gastronomy and Culinary Arts at
Igdir University. This sensory evaluation of Taş köfte All 12 panelists were trained with a sensory
test at least once before sensory analysis, following the method of Min et al. (2003) with some
modifications. The sensory evaluation was performed in a practice hotel’s kitchen belongs to
Tourism Faculty of Igdir University, and hot taş köfte samples in a porcelain plate were served for
the panelists to evaluate sensory quality (Figure 2). The sensory parameters were chosen as
appearance, color, odor, taste, texture, chewiness, and overall acceptability. A 9-point hedonic
scale was provided to the panelists for their evaluation as follows (Yildiz et al., 2016): like
extremely (9), like very much (8), like moderately (7), like slightly (6), neither like nor dislike
(5), dislike slightly (4), dislike moderately (3), dislike very much (2), and dislike extremely (1).
Sensory analysis was done at day 0 after a while of cooking the dish (Kim et al., 2010). The higher
number represents higher preference of the attribute. A cup containing potable water and a piece
of bread were also provided to panelists to eliminate the residual taste. The sensory evaluation
form of Taş köfte are given in Figure 4.
Figure 4. The Sensory Evaluation Form of Taş Köfte
SENSORY EVALUATION OF TAŞ KÖFTE
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8
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8
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8
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8
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2) Color:
1

2

3) Odor:
1

2

4) Taste:
1

2

5) Texture:
1

2

6) Chewiness:
1

2

7) Overall acceptability:
1

2

3
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Findings
Table 2 shows the scores of sensory evaluations of Taş köfte on day 0. The sensory appearance,
color, odor, taste, and texture of Taş köfte were obtained good scores from the panelists, and the
highest scores were obtained for both chewiness and overall acceptability parameters (7.66 out of
9.0) (Table 3). No significant differences were found between the scores of male and female
panelists on the sensory attributes of the dish except the taste. In overall, home-made Taş köfte
was liked by the panelists.
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Table 3. Sensory Attributes of Taş Köfte
Sample

Appearance

Color

Odor

Taste

Texture

Chewiness

Overall acceptability

Taş köfte

7.16

7.58

6.75

7.42

4.58

7.66

7.66

Conclusions
The local and traditional dish of Iğdır, which is cooked and served in the same way, is consumed
with appreciation by both local people and foreign tourists coming to the city. Taş köfte attracts
attention with its interesting cooking method, service style and extraordinary taste. Serving Taş
köfte in a plate offers to the customer setting the dish to the service plate by themselves and eating
based on their preferences (with a lavash bread, rice, yogurt etc.). The way of eating the dish
usually consist up chopping bread on a serving plate and taste the water first, then eat the actual
food. Taş köfte has a long history and is cooked both in our homes and restaurants. But, there is
an increasing demand in the introduction of Taş köfte to more people. The preparation and cooking
conditions of Taş köfte should be become widespread and Taş köfte should be brought to its
deserved position.
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Abstract
With the intense urbanization, industrial tourism and industrial heritage museums, one of the
developing alternative tourism branches of the tourism industry, are becoming widespread. One of
the important aspects of this study, which is aimed to be a guide, is that there is no repetitive study
in the literature about industrial heritage museums in Izmir. In the study, answers were sought to
the questions of how industrial heritage museums can be used more effectively in city tourism,
what are the strengths and weaknesses, opportunities and threats of İzmir regarding industrial
museums. For this purpose, qualitative research method and criterion sampling method were used
in the study, and semi-structured interviews were conducted industrial museums with nine museum
directors and museumologists. The strengths, weaknesses, opportunities and threats of the
industrial heritage museums in İzmir were revealed with common themes with the data obtained.
Accordingly, the SWOT analysis and TOWS matrix was created with practical strategies. Findings
obtained from the research are given descriptively. As a result of the research, it was seen that
museums were lacking in strategic marketing and recommendations were made to practitioners for
this situation.
Keywords: urban tourism, cultural heritage, industrial heritage, industrial museology, museum
marketing
Introduction
To compete and achieve success in the developing world tourism industry, not just governments’
policies come to the fore but the perceptions which destinations create on the individuals becomes
prominent as well. In urban tourism, it is significant to specify the prominent and distinctive
features of the city at issue. Since cities are functioning as transit areas for the main destination,
highlighting the city’s characteristics will enable to increase the city’s competitiveness
(Laxmiwaty et al., 2021). Tourism industry has one of the important roles in the progress and
development of the country. In accordance with the various needs and demands of tourists, cities
try to show their potency. In this aspect, countries started to use their places that has industrial
history in the urban tourism due to awareness for the concept of Industrial Heritage (Chikurova &
Oshkordina, 2020). The existence of Industrial Heritage Museums are factors that increases the
competitive capacity and changes the perception of the city for tourists. It is obviously seen that
Poland realized these changes of the perception and took advantage of the Industrial Heritage in
urban tourism (Danylyshyn et al., 2021). These museums occupy an important position for the
cities moving away from transit destinations and becoming main destinations. Researchers have
not come across any study which is about role and influence of Industrial Heritage Museums in
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urban tourism in the field. This research has been regarded necessary to fill the gap in literature
and to introduce a direction for practitioners. The study was caried out within qualitative methods
with nine industrial museum officials in İzmir. SWOT Analysis, TOWS Matrix, and descriptive
analysis methods are applied in the analysis of the findings. In the view of obtained data, the
strengths, weaknesses, opportunities, and threats of the industrial museums of İzmir is listed with
the SWOT Analysis Method. After that, the strategies which is considered necessary to practice
were defined through TOWS Matrix. In the Conclusion and Discussion sections, findings are
summarized, the possible developments according to correctly applied strategies is mentioned.
Also, these were discussed and the task of stakeholders is defined.
Literature Review
Industrial heritage consists of industrial cultural remains, artefacts, structures, buildings, and areas
that carries historical, technological, social, architectural, and scientific value. Today, the places
where these artefacts are exhibited are called industrial museums. (McLean, 2007). In addition,
industrial museums are not just the places where the works are exhibited, but they can be a structure
and space on their own as well. These museums contribute societies in various ways. As keeping
tools, machinery, etc. that has industrial heritage value and tradition, the museums present different
experiences for all domestic and foreign individuals such as keeping alive urban memory and
creating center of attraction.
Most of the work in the field of industrial heritage has been done in the field of architecture (Kıraç
et al., 2018; Tırnakçı, 2020; Tülek & Özdemir, 2019). The common aspect of such studies is that
when industrial heritage sites are recycled and brought to the city, they increase the city’s quality
of life. In their study, Karadağ and İncedere (2020) examined industrial heritage sites and
structures registered in Izmir and stated that the old industrial and commercial areas in the Izmir
Alsancak Port area are important in terms of maintaining the urban memory when they are refunctionalized and included in urban life. Erkartal (2018) examined four different industrial
heritage sites in Germany in order to improve the city image, create new cultural attractions, and
diversify cultural experiences. He stated that buildings that have lost their function have turned
into cultural centers and industrial heritage sites have been preserved as a result of their refunctioning by remaining true in accordance with their originals. He stated that these areas offer
different experiences to people. As a result of the obtained findings, he claims that the industrial
heritage areas were damaged that harm the urban identity, however the other areas could be saved
with the cooperation of local and central government.
In urban tourism research, some researchers have discussed branding in terms of revealing the role
of tourism in cities. They argued that strategic branding and spatial planning approaches should be
considered as an integral element of urban administrations (Matoga & Pawlowska, 2018; Postma
& Schmuecker, 2017). A study conducted by Koens and Postma in 2017 among more than 2,600
residents in Northern Europe found that the most valued point in urban tourism is the preservation
and architectural restoration of the historical parts of the city, besides the positive atmosphere and
vitality that brought to cities. Van Loon and Rouwendal in 2017 examined the spending patterns
of various sightseeing tourists, including cultural tourism, in their study. Researchers conducted a
survey for tourists in Amsterdam, concluded that tourists do not only spend for excursions in urban
tourism, but also spend on special interests for different purposes in the city. The increase of the
welfare level of middle-income individuals in high-developed countries and developing countries,
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raise the willingness of individuals to visit other cities (Boom et al., 2020). The problem of the
research is the neglection of industrial heritage museums on the development of urban tourism, the
research question is whether museology contributes to urban tourism in Izmir.
Methods
The impact of industrial heritage museums on urban tourism was investigated and semi-structured
interview technique as a one of qualitative research methods was applied in the research. This
technique was preferred because its flexibility. Also, it can eliminate the limitations in the
questionnaires, and it allows in-depth information to be gathered on the subject (Yıldırım &
Şimşek; 2016). In this study, the criterion sampling method –one of the most purposeful sampling
methods, was applied. The main purpose of this sampling method is to create the sample from the
data of experts who are directly related to the research subject, have the required knowledge,
experience and qualifications (Creswell, 2017). Therefore, eight of the 14 industrial museums in
Izmir were interviewed for an average of 47 minutes. Only Museum 9 was contacted by e-mail.
Before the interview, all interviews were recorded with the consent of the participants, and all of
the data were recorded in writing. All interviews were conducted between 13 January 2021 and 20
January 2021. During these days, the measures are taken Covid-19 due to the pandemic in Turkey.
As a result of the precautions, researchers could not reach these museums, since three museums
were closed due to Covid-19 in Izmir. In addition to this, the other two maritime museums included
in the scope of the study are affiliated with the Izmir Naval Forces Command. In this situation
these two museums could not be included in the study due to their unavailability of short time for
permits. These situations are listed as the limitations of the study. Because of the fact that
researchers could reach Museum 9 via e-mail, they could not ask out of the research questions.
This situation was accepted as a limitation of the research. Table 1 provides summary information
about the research sample.
Table 1. Information About Participants
Museum
Museum 1
Museum 2
Museum 3
Museum 4
Museum 5
Museum 6
Museum7
Museum8
Museum 9

Position
Museum Director
Museumologist
Museum Director
Museum Director
Museum Director
Museum Director
Museum Director
Museum Director
Museum Director

Date
14.01.2021
19.01.2021
19.01.2021
20.01.2021
13.01.2021
19.01.2021
14.01.2021
14.01.2021
20.01.2021

Interview Style
Facebook Messenger
Zoom
Instagram
Zoom
Phone
Phone
Zoom
Phone
E-Mail

Interview Time
1,5 hours
51 minutes
1 hours
38 minutes
30 minutes
15 minutes
1 hours
30 minutes
1,5 hours

Code
K1
K2
K3
K4
K5
K6
K7
K8
K9

Researchers asked open-ended questions to the sample group. Questions were about the strengths,
weaknesses, opportunities, threats, planning and implementation of industrial heritage museums
in urban tourism. Participants were asked to speak freely without any restrictions on the length of
the responses. The interview questions during the interviews are as written below:
•
•
•

How are industrial heritage museums effective in urban tourism? How do you think these
should be planned?
What can be done to ensure that industrial heritage museums can be used more actively
in urban tourism?
What are the strengths and weaknesses of İzmir regarding industrial museology?
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•

What are the opportunities and threats of Izmir in the development process of industrial
heritage museology?

The data obtained from the interviews were documented in the first stage. Later, the researchers
continue to the systematic analysis stage of the data they collected, examined and classified the
data. Certain themes were revealed by making associations between them. Both researchers
obtained common themes by comparing their foundlings. Also, validity and reliability were
ensured for the obtained themes by another expert (Creswell, 2017). The themes obtained are
positioned in SWOT (Strong, Weak, Opportunity, Threat) analysis and TOWS matrix. SWOT
analysis and TOWS matrix is an important tool used to reveal and compare the strengths and
weaknesses of a business or a place with the opportunities and threats in the surrounding
(Weihrich, 1982). By making a SWOT analysis and TOWS matrix on the impact of industrial
heritage museums in Izmir on urban tourism, this research will provide a new perspective to
practitioners, institutions and organizations. In order to evaluate urban tourism in the context of
industrial heritage museums in İzmir, experts in the field were interviewed. Moreover, a SWOT
analysis and TOWS matrix was created by using secondary source data. The data obtained from
the research were presented with a descriptive analysis.
Findings
In this section findings of the research will be mentioned. The results of the research show the
brief and general views of the sample group working in industrial heritage museums in Izmir. In
the SWOT analysis and TOWS matrix presented in Table 2, the strengths and weaknesses of the
industrial heritage museums regarding urban tourism are given. Besides, the opportunities of the
museums that can be provided in urban tourism are presented. In addition, obstacles to industrial
heritage museums are given under the heading of threats. The results of SWOT analysis and TOWS
matrix are presented in a descriptive way in the findings section.
Findings related to SWOT Analysis TOWS Matrix
Strengths and Weaknesses
The inventories of both industrial heritage and industrial heritage museums of İzmir are quite high
according to the data obtained from the participants. When museums analyzed, Museum 1 is one
of the three Press museums of Turkey. Museum 4 is the only museum where an old kind of
weaving, which is called as beledi, is performed. An old version of a tractor which Ataturk used
the same type in Ataturk Forest Farm, in 1924, is seen only in this museum on Turkey. It is possible
to see the first examples of cameras in the Museum 8. Generally, all industrial museums are rich
in inventory. In addition, the fact that İzmir is a city of trade, industry and port makes İzmir robust
in terms of industrial heritage.
According to participants, In addition to İzmir’s strong inventory, İzmir has the potential to become
a brand city in the field of industrial heritage museums or industrial heritage. For example,
participant K1 argued that there are tourists coming to see the artifacts exhibited by museums as
well as recycled buildings around the world, and industrial heritage museums increase the prestige,
identity and brand value of the city. In addition, K1 stated that urban tourism developed as a result
of the museums of industrial inventories and production sites from the period of the first and
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second world wars. This situation is considered as a strength opportunity strategy in the TOWS
matrix.
Look, even a factory that is founded in Hitler’s period can be a museum in today’s Germany or Russia, or
anywhere else. I mean this is same in every country in the world. They turn an old automobile factory into
a museum and people come just to see that place. I mean this is happening in all the brand cities you see.
Paris, New York, Hong Kong, London… There are people who went Paris just for visiting museums. When
it comes to Industrial Museums, it becomes far more interesting. Same as here… For example, people only
come to our museum to see old technical press machines, history of publication and artefacts that displayed
in here. They come from other cities. I mean this is important. At first, it increases the prestige of the city,
perverse cultural identity, raise the brand value. The important thing is there are lots of things on local
authorities. To raise value of the promoting city, there is lots of task on their parts. It can be supported by
the local authorities. This was the first thing, Secondly, it needs to supported by the industrialist who gain
money on this city, Because Industrial museum are in their interest in the end. It is also within their scope
(K1)

Table 2. SWOT Analysis and TOWS Matrix

THREATS

OPPORTUNITIES

Industrial
heritage
museums

1. Collaboration of industrial
museums
2. Cooperation of institutions
and organizations
3. Entrepreneurs
4. Use of digital / media tools
5. Industrial heritage with
other types of tourism

STRENGTHS
1. Strong inventory
2. Industrial ocational education
3. Contribution to academic education,
raising awareness of museology
4. Public promotion
5. Creating urban memory / urban
culture
6. Geographical location
7. The city center is located in a
historical area
8. Sustainability of culture
9. Cultural diversity
10. Employment
Strengths-Opportunity Strategies
1. Being a brand city with its strong
inventory and industrial heritage
potential,
2. Attracting entrepreneurs to industrial
museums, creating employment
opportunities,
3. Using media tools to raise awareness
of the society, to introduce industrial
museums,
4. To create an industrial heritage route
that will cover cultural diversity and
tourism types together with
institutions and organizations, to
introduce the industrial heritage to
the society
5. Building an industrial heritage route

1. Epidemic and natural disaster
2. Local and central government
dispute
Strengths-Threat Strategies
3. Risk of fixed exhibition,
1. To use İzmir’s cultural diversity,
interior design of museums
industrial areas and inventory potential
4. Competitive potential
in a competitive way.
2. To adopt the concept of rotating
5. Non-recyclable industrial
heritage sites
exhibition
6. Unawering of Industrial
3. Creating a new image for Izmir
museums and museology
types
7. Unconverted industrial
heritage sites
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WEAKNESSES
1.
2.
3.
4.
5.
6.
7.

Physical facilities of museums
Lack of strategic plan
Lack of income and fundraising
Lack of united tourism management organization
Unavailable industrial heritage route
Decision-making mechanisms of museums
Lack of knowledge and skills of museum
managers

Weakness-Opportunity Strategies
1.
To create strategic plans with the cooperation of
institutions and organizations
2.
Improving physical facilities of museums with the
cooperation of institutions and organizations
3.
Getting support from entrepreneurs and
management to raise funds
4.
Encouraging entrepreneurs to open private
museums
5.
To transform industrial heritage sites with the
support of entrepreneurs, institutions and
organizations.

Weakness-Threat Strategies
1.
Creating plans without experiencing an epidemic
or natural disaster,
2.
Expanding the decision-making mechanisms of
museums,
3.
Introducing industrial museology to museum
employees.
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In addition to its strong inventory and its potential to become a brand city, businessmen and
notables in Izmir can make investments and take responsibility for the industrial heritage,
according to the participants. In addition, according to the participants, non-governmental
organizations, especially local government, and businessmen in the relevant industrial profession
should work together to use industrial heritage museums more effectively in urban tourism. This
collaboration can also be used to introduce the public to their industrial heritage. The statement of
the participant K3 regarding this situation is as written below:
They (local government or municipality) already need to do so. NGO’s and rich notables of the city need to
grab bull by the horns more. For industrial museums, cultural heritage museums, evaluation of the cultural
heritage, all the other museums, and for this whole city, the promotion of the city... (K3)

When the non-recycled industrial heritage areas in Izmir become functional, they help create a new
image in the city. Emphasizing that industrial heritage sites remain idle and their contribution to
the environment where museums are established, the participants stated that repurposed areas or
industrial buildings transformed into museums increase the city’s quality of life, tourism and create
employment opportunities. In addition, the participants expressed their common opinion on
encouraging entrepreneurs to invest in these areas with the support of institutions and
organizations. According to the participant K9, non-recycled areas can serve as a locomotive of
urban tourism. K9’s statement that both urban tourism and the existing industrial cultural heritage
can be protected by encouraging entrepreneurs to open private museums, the weakness of the
TOWS matrix is considered as an opportunity strategy. According to the participant K2, these
areas create employment opportunities and provide economic contribution to the city. These
expressions are considered as the strength opportunity strategy within the TOWS matrix in terms
of attracting entrepreneurs to industrial museums and creating employment opportunities.
Even if İzmir’s Cigarette Factory and Electric Factory haven’t turned yet, that area can be industrial
heritage museum complex, play active role in urban tourism. This cultural island can take the role
of locomotive of urban tourism. (K9)
It increases the employment rate of the city. Workers working in a previously closed factory are
unemployed, but later when it starts to function from here, when it turns into a museum, perhaps an
employment opportunity can be created and can contribute more economically. (K2)
...İzmir, Aydın, Nazilli. For example, the factory that Ataturk founded at Nazilli is so advance that you
would pay trillions of moneys for founding such a factory right now. We need to make this kind of wealth’s
alive, these are our opportunities, our potentials (K6)

The promotion and support of industrial heritage museums by related industry entrepreneurs,
NGOs, local governments, city councils, universities, and the Ministry of Culture and Tourism is
generally the common view of all participants. Additionally, these collaborations can be used to
raise awareness and inform the society. K3 stated that the transformation of industrial heritage
sites with the support of entrepreneur’s institutions and organizations is not enough, but when this
situation is corrected, the opportunities will increase. The following statements are considered as
weakness opportunity strategy within the TOWS matrix.
…For example, we tried to erode in this region, the local governments, especially the Metropolitan
Municipality, Konak Municipality, Ege University, local institutions TRT İzmir Office and other media
organizations all supported us. All journalists supported. I mean, the industrial museums that will be
established need to be in the same way as local government, related sciences, related companies, relevant
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government agencies, but with the support of local regional representatives and provincial representatives.,
Then, the museum can be established and become more beautiful with the support of the people working in
that industry. (K1)
...Consequently, NGO’s and local authorities, rich notables of the city need to grab bull by the horns but we
need to get them look from a different point while arguing about this. The biggest problem appears in this
part. When you succeed this, you succeed great deal of the work. Also, Universities’ support is an
important advantage. I really take it seriously. I make efforts to work with Universities. (K3)

All participants stated that its potential as a strong industrial heritage of Izmir. Participants believe
that in the development of İzmir’s industrial heritage, urban tourism will develop when it is carried
out in a planned manner together with other tourism types. Participants speaking of other types of
tourism, cruising, biking, emphasized the gastronomic and cultural tourism. The participants also
its entrepreneurs, city councils, guides chamber, institutions and organizations have stated that it
is necessary to have a project in cooperation with the city. However, industrial heritage trail can
be created with the cooperation of institutions and organizations the opportunity. This situation
was evaluated as strengths- strategy in TOWS matrix. For example, the views of the K3 coded
participant are as written bellow:
…The tools that are used, renewed meals, used ingredients, recipes… I believe in importance of them. I
think language phenomenon also can be added to industrial heritage. Because language is an intangible
cultural heritage that give voice to something defines the society. For example, parchment, production of
parchment. Bornova musk currant is one of the doyens of white wine, A place where the ancestors of the
musktail were found under the ground. If you ask me, all of them can be the topic of industrial heritage.
There is too much potential in İzmir, yet it is important to combine them all. Do you want to tour an 8500
years old city in a one day? Because it is possible to do it in İzmir. You can do this by combining it with
many branches of tourism. For example, when you go to Yeşilova mound, you can experience history.
Because there is a Neolithic village there. After there, you can go for a wine tasting made with muscat
grapes. Along with the making Mussel... Here you have Gastronomy Tourism. After that, Urban tourism is
evolving to a kind of tourism that use public transportation. Using subway, tram, metrobus, using tram to
go another place, here you have Urban Tourism. Consequently, for this reason I said all of them as a whole.
I think this would be a city project. (K3)

According to obtained data from the research, the fact that museums are non-rotating exhibitions
is seen as a deficiency in the interior design and design of museums. The participant with the code
K1 sees it necessary to cooperate with experts on this subject, and that studies in this direction will
increase the interest in museums. Besides the participants’ views on design and innovation in
museums, the fact that the museum’s exhibit a fixed display reduces the potential of industrial
heritage museums. Especially because of the lack of visitors to the exhibition changes not to visit
the same museum again leads to a decrease of interest in the museum. K3 coded participant stated
that, with the adoption of the rotational exhibition approach, museums can be visited repeatedly.
These statements are considered as strong direction threat strategies in the TOWS matrix. The
views of the participants regarding these situations are as written bellow:
I have an idea for the inventory that waits on the storage. They continuously change the exhibition in
abroad but we have a concept in Turkey which you put the exhibition and let it stay for donkey’s years until
you become retired. Sometimes I do the same thing in my museum. But I have been trying hard to change
the places of the works, to apply different displays, to change the ethnographic works we keep on the
sidelines within the scope of the concept and thus to create a different trend, wave and atmosphere since we
moved to our new museum. I believe this is quite right. In this context, everyone says there is too many
inventories in the storage. Let’s exhibit all of them, we need to exhibit all. No! There is not a such a thing.
(K3)
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We wanted to make a design along with the views of an expert of museology. If there is not expert, what
will we do, how will we do? What we will put and where we will put? This is not right. Because expert will
look from another perspective. Certainly, he will evaluate in a scientific way. He will think in detail to
question of how a museum should be… After them, interest to museum can be raised. (K1)

As a result of the data obtained, it was seen that although İzmir has the potential to create a
competitive advantage in industrial heritage, it does not use these power and scientific researches
in the field of museum studies are mostly conducted on metropolitan cities such as Istanbul. In
addition, it has been argued that the financing and initiatives are mostly directed to metropolitan
cities such as Istanbul and Ankara and that İzmir is rich in intangible cultural heritage compared
to other districts. Participants argued that Izmir will have the potential to compete with big cities
through the cooperation of entrepreneurs, institutions and organizations by using its cultural
diversity along with its strong inventory and adopting the concept of transformational exhibition.
This situation is considered as a strength opportunity strategy in the TOWS matrix. In case of
cultural diversity, industrial areas and inventory potential of İzmir are used in a competitive
manner, the necessary strategies K2 stated as written below:
…One of the downsides of Izmir, I think, is that we are not a developed city compared to Istanbul
compared to Ankara. When it comes to industrial heritage museum, the first thing that comes to mind is
Koç Museums. More like Istanbul Koç Museum, then Ankara Koç Museum. As İzmir, we have not yet
reached the level that can rival with the Museums in Istanbul or Ankara. Their coming to forefront causes
us to go backside. You look at theses, research topics, articles. They are mostly about museums in Ankara
and Istanbul. Indeed, museums in Istanbul are more prominent. There is no one who wrote article about
museums in İzmir. There is no one who research about it. Awareness is very low. In fact, much better
things will come out if they are studied. I exclude the ruins and archeological sites in this context. Because
Ephesus is a very special place, or Bergama, or sites like Metropolis. However, there is not many studies
about museums in Izmir. I think the development of other cities is a threat to us. (K2)

Participants stated that it is crucial to get the support of institutions and organizations in order to
ensure that the society is conscious and informed about industrial heritage and museology. It is
also crucial that the society is included in this plan during the planning stage. Industrial heritage
routes are created for promoting the industrial heritage to abroad and offer new experiences to
tourists. Moreover, the mutual opinion of the participants on this issue is creating a touristic route
in cooperation from local administrations to entrepreneurs. This route can be arranged to include
industrial heritage museums. Especially when creating these routes, it is important to ensure the
participation of the Izmir Chamber of Tourist Guides. The participant who is coded as K4 sees city
councils and non-governmental organizations as important stakeholders in promoting industrial
heritage museums to the public and creating an industrial heritage route. K1 stated that, together
with institutions and organizations, a museum route can be created to create an industrial heritage
route that will cover cultural diversity and tourism types, and to introduce the industrial heritage
to the society. These expressions were evaluated as strength opportunity strategy within the TOWS
matrix.
Once again, like tour routes, maybe a museum route can be created. I mean yes, it even started to change
the image of our district. Because this place was really a little bit problematic district. It was a very
problematic place and image started to change. So, the location of the museum has been chosen well and
the things done here have been chosen well. On the historical line, there is ease of transportation and great
contributions to the region where it is located. In my opinion, museum should be on the historical line that
museums deal with, I mean they need to be on that line and let to transportation. (K1)
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…We think that city council is an important stakeholder and society should be made aware of museums
that are thought to contribute to tourism, which are founded or planned to be founded through the agency of
non-governmental organization. After this public awareness, society should be included in the
establishment of these museums. I think that people should be encouraged to take part in the society not
only with tangible materials but also with verbal data in the protection of these museums. (K4)

Participants expressed that they found the use of media and digital tools important to use the
industrial heritage more effectively in urban tourism and to develop and promote industrial
heritage museums. Participants states that another reason why industrial museum are not known is
due to the fact that this concept and the types of museology are not known by the public. According
to the common opinion of the participants, media tools it can be used towards raising the awareness
of society. These media tools include using different tools from television to social media tools.
For example, K7 emphasized the necessity of promoting in different digital media. K3 said that
virtual museums are important and emphasized the necessity of using different technologies rather
than virtual museums. In order to raise awareness of the society by using media tools, K7 stated
that it would be possible to promote and raise awareness by using social media tools as a strategy
for promoting industrial museums. These expressions were evaluated as strength opportunity
strategy within the TOWS matrix.
…In this aspect, our task may be this one? Can we make here more interesting in digital way? I made
promotions on Zoom and Teams. These promotions can be increased. These promotions should be done on
the press media but on the internet, more like channels such as Instagram, Facebook, YouTube. Indeed, we
have our own social media accounts. We send posts over there. In this aspect, we are trying to attract
attention (K7)
In terms of promoting, I think virtual museums are effective as I said before. This is inevitable now. But,
seeing virtual museum rotating 360 degree or finding more different stuff, we can argue about that.
Because at 360 degree you can see everywhere. You click on it and then listen, read, make it bigger or
smaller. Doing these were amazing at 2008 but we are at 2021 now. Consequently, I think a different kind
of technology would be more effective. If you ask me what is that technology, I do not know either. (K3)

The data obtained from the participants show that the development of industrial heritage
museology and the effective use of it in urban tourism depend on the strategic plan to be made by
the administrations. K6 stated that, with the cooperation of institutions and organizations, plans
should be made in certain periods in order to create strategic plans, and the plans should be
implemented by determining their own sub-themes. This situation is considered as a weakness
opportunity strategy in the TOWS matrix. The statements of the participants regarding the lack of
such plans are as written below:
In the institutional sense governorship, with the leading of universities, under the leadership of it units and
institutions, information is periodically updated every 6 months every 3 months. Again, it can be offered to
people, the benefit of society and tourism. (K5)
How and where exactly these local governments are looking at this... It needs to be put forward in a
strategic way. Such local governments should be implemented by a unit within their own organization
regarding how to maintain industrial design, industrial processing, industrial knowledge, industrial assets
within the 1-year, 3-year, 5-year, 10-year plans. (K6)

The data obtained from the research shows that industrial museums have difficulties in finding
resources. This situation limits the activities of museums. Both entrepreneurs and institutions and
organizations should contribute to all kinds of activities of existing industrial museums according
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to the general opinion of the participants. This situation has been evaluated as a weakness
opportunity strategy in the TOWS matrix. K5 stated that they can easily sustain their own assets
by getting support from entrepreneurs and management to create resources.
Because this should turn itself back as a source of income. It is not always possible to transfer resources
from one location. These institutions need to give first life line support. Especially, municipalities, or local
institutions such as the Ministry of Culture or the projects to be made to international organizations… we
need to revitalize these, repair buildings tools and machines, we need granting them, advertising them,
organizing various competitions related to them. Schools should regularly add career planning courses in
their curriculum on this subject, and these should be opened to interested students from primary school.
Students should have project and hobby rooms and small mini-trainings should be given there. Not only for
high schools, but also disabled students should be made available to visit these places. (K5)

Opportunities and Threats
It is important to bring entrepreneurs and local governments together, to promote and develop the
industrial heritage in the transformation of industrial heritage sites in terms of the revival of urban
tourism. On the other hand, according to the participants, the range of decision making and
implementation of museums depends on whether the museum is a state or a private museum.
Depending on this situation, the common opinion of the participants is to encourage entrepreneurs
to open private museums. In this way, museums that have the status of private museums will be
able to make faster decisions. At the same time, this will contribute to the preservation and
sustainability of the industrial heritage opportunities. K2 stated that museums should be developed
and renewed in order to create a new image for Izmir, but procedures such as changing exhibitions,
took a long time especially in state-affiliated museums. Expressions of participants coded K4 and
K2 are considered as strong direction threat strategies in TOWS matrix. K2 stated that museums
are prevented from expanding their decision-making mechanisms. He also stated that if these
obstacles are removed as a strategic step, museums can arrange their exhibitions and provide more
services. The expression of K2 has also been evaluated as a weak direction threat strategy within
the TOWS matrix.
As in state museums, we cannot say that I will change this exhibition, make a temporary exhibition or
arrange a traveling exhibition. Their procedures take too long. Sometimes it can take months and
sometimes years, but private museums do not have such an obligation. There are huge obstacles to state
museums. They are really hard to overcome. Private museums can be increased. Entrepreneurs can be
encouraged. Of course, on the condition that it is managed better and the objects it exhibits can convey the
subject of the works to people better … Private museums and foundation museums can be really increased,
or exhibition halls can be increased. But it’s important to give people the topic dealt with, give that sense.
He needs to explain the culture and history well. If you cannot do these, there is no need to open a museum.
There really is no need. (K2)
For example, we will establish the National Forces Museum under our own museum and this will be
supported by the local government. In addition to being in the business of local government as well as I
think we need to encourage people. Private museums can also be established within this scope. Something
can be done in cooperation with local governments. We consider the city council to be an important
stakeholder. Public awareness should be raised about these museums, which are thought to contribute to
tourism, which are established or planned to be established through non-governmental organizations. This
awareness should be ensured in after the installation process of this museum community. I think the society
should be encouraged to take part in the society not only with tangible materials but also with verbal data in
the protection of these museums. (K4)
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The common opinion of the participants of the research is that the knowledge and skills of the
museum staff are insufficient. In addition, the experts’ view of museums from an archaeological
point of view during the planning phase of museums and the lack of the logic of city museology
emerged as an aspect of not being able to use museums effectively in urban tourism according to
the participant K3. According to the participants, industrial museums should be in cooperation
with each other in order to use industrial heritage museums more effectively in urban tourism.
Cooperation with institutions is very important for industrial museums to develop within
themselves. K4 stated that change would be possible by cooperating. This situation has been
evaluated as a weakness opportunity strategy in the TOWS matrix and the statements of the
participants are given below. In addition, K4 stated the weakness threat strategies to be created to
introduce industrial museology to museum employees as follows.
I think museums should support each other. I sent my museum staff to visit many museums, starting from
nearby museums. I want them to see Bursa Merinos Museum and Bursa City Museum. In this sense, one of
the very few well-designed museums in Turkey Merino Museum and the City Museum. Even a joint
workshop can be held in terms of museums. There should be no competition between museums. Each
museum has its own personality and personality. I think in this way. It should be a self-improvement
competition... A serious awareness raising work needs to be done in terms of museum. For example, we
have lessons. We were going to make a joint work with the Directorate of National Education to introduce
subjects such as what is museum and museology, but it was suspended. Unfortunately, the pandemic
disrupted us greatly in this. (K4)
Before I got the job, we had consultants from Izmir Archeology Museum and these consultants were
archaeologists. So, they knew the Archeology Museum very well and knew the restoration very well, but
they lacked the logic of a city museum. They were looking entirely at this as the Archeology Museum. So
that’s a wrong point of view. (K3)

According to the data obtained from the participants of the study, the reasons that disrupted the
action plans of the museums were seen as the pandemic and the 6.6 magnitude Izmir earthquake
on 30 October 2020.According to the participant K1, the local government transferred its resources
to the disaster area after the earthquake. Therefore, the works for the museums were disrupted.
Other participants stated that the reason for the disruption to their activities was the pandemic.
According to the K5 coded participant, the materials that are transformed into visuals for tourism
can be put into the digital environment. It can be introduced periodically and a plan can be created
with the cooperation of institutions and organizations such as the governorship and universities. In
addition, K5 stated that establishing corporate-level plans without experiencing an epidemic or
natural disaster will reduce the impact on the functioning of museums. These statements are
considered as weak direction threat strategy within the TOWS matrix.
In fact, not the pandemic, but the earthquake intervened. It would have been a little earlier. The
municipality shifted all its financial support to that area. When the earthquake breaks out, the Metropolitan
Municipality had to do so. The Journalists Association is not enough. After all, it is a society that works
with journalists’ dues. Reconstruction in a place like this museum requires a big expense. (K1)
In this situation, where we have turned to the digital system due to the current epidemic, with visuals and
documented materials, brochures, with a promotion...Under the leadership of the governorship and the
university, under the leadership of units and institutions...The information can be updated in every year
periodically every 6 months, in 3-month periods, and the information can be presented again for the benefit
of the society and tourism. (K5)
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Conclusion and Discussion
This study carried out for the purpose of examining the effects of industrial museums on urban
tourism. Nine museums are evaluated with SWOT analysis and TOWS matrix. Revealing the
strengths and weaknesses, opportunities and threats of the museums, the research was carried out
on what can be done during the implementation and planning process. One of the important aspects
of this study, which is intended to serve as a guide for studies on this subject, is that there is no
repetitive study in the literature and there is no other study examining industrial heritage
museology with SWOT analysis and TOWS matrix. Therefore, this study aimed to fill this gap in
the literature and to offer ideas for future research. In the study, criterion sampling method was
used because it requires expert opinion in order to use industrial heritage museums more
effectively and efficiently in urban tourism and to examine their contributions to the city. For this
purpose, in the research, eight of the 14 museums considered as industrial museums in Izmir were
contacted and semi-structured interviews were conducted with the directors and museumlogists of
these museums. Museum 9 included in the research sample, was contacted by e-mail. In order to
ensure the validity and reliability of the research, the researchers created the themes independently
from each other after documenting the data they obtained. Later on, both researchers exchanged
the themes and documents they created with each other. Finally, researchers came together and
compared the themes they found with each other and formed common themes. Moreover, validity
and reliability were ensured for the themes created by the researchers with the help of an expert.
Conducting a SWOT analysis and TOWS matrix regarding the impact of industrial heritage
museums on urban tourism in Izmir is thought to provide a new perspective to practitioners and
institutions. According to the findings obtained from the research, one of the strongest aspects of
the industrial heritage museums in İzmir is the inventory and the works exhibited. These works
have the potential to appeal not only to visitors but also to special interest tourism.
According to the information obtained from the research, the weaknesses of İzmir regarding
industrial museology are as follows: Participants states that the society does not know the industrial
museums and museum types. When the museum is mentioned, the perception of the society is the
works of archeological exhibitions. This situation decreases the interest of the society for
museums. The inadequacy of the physical facilities of museums is also seen as a factor for the
society to appeal to every individual. In addition, this situation reduces the interest of visitors to
these museums. For example, the fact that museums are historical buildings prevents ramps for
disabled individuals and permits take longer. Besides, it is important that museums are accessible
(Kotler et al., 2008). The limited urban transportation between historical places in İzmir limits the
accessibility to museums. The lack of a strategic plan for the museums emerged as a separate
problem. Museums, in particular, have difficulties in finding resources to carry out various
activities. Activities such as promotion, education, awareness raising, participation in the fair or
abroad events were stated by the participants that both a strategic plan and resources were required.
The fact that İzmir’s non-recycled areas remain idle can be seen as a weakness. However, the
participants see the evaluation of these areas as a great advantage in the development of the
industrial heritage and in competing with other metropolitan cities. The most important
opportunity seen by the participants in the development process of İzmir’s industrial heritage
museum is the cooperation of institutions, organizations, entrepreneurs, businessmen and
industrial heritage museums by the participants. These collaborations can be used to promote
museology, create employment, and raise awareness of the society on industrial heritage.
Participants also states that all the social media and media agents are going to make the industrial
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heritage more active in urban tourism. Non-recyclable buildings in Izmir were frequently
mentioned by the participants. They stated that entrepreneurs should cooperate with institutions
and organizations in order to recycle these structures. Moreover, recycled buildings have declared
that they will contribute to urban tourism. Reinstating the recycled buildings to the city and
opening them for public use is very important for the sustainability of the city’s identity. Industrial
heritage sites, abandoned by losing their function, have the potential to transform into recreation
areas and cultural centers that offer extraordinary experiences with the right planning process.
Besides, the transformation of existing industrial heritage sites using as little energy as possible is
very crucial in terms of sustainability and ecology (Oğuz et al, 2010). pla
Museums have aims that turned to missions. To actualize these aims, museums define a set of
goals that transform into a strategic plan for implementing the goals. A strategic plan is a series of
actions that enable a museum to achieve its goals. Strategic marketing is crucial to the strategic
planning process. It helps determine target markets and value offered to consumers. Strategic
planning allows a museum to see its strengths and weaknesses, competitive opportunities, and
external threats. Museums cannot meet the needs of all consumers (Kotler et al., 2008). They need
to decide how much effort they will put into each consumer group and then design their position
and value proposition for an increasing number of museums are hiring marketing professionals to
help them achieve their goals. Visitors and environmental objectives are external factors of
marketing (e.g., building potential audiences, improving museum visit experience, increasing
sales, developing competitive programs) are each group. Branding is a further step in consolidating
consumer support for museums. The range of marketing tools and techniques that can help
museums achieve their goals is described, and these include marketing mix and the factors that
influence consumer behavior. The following are the elements in the marketing mix that museums
should consider (Cheung et al., 2020).
•
•
•

•
•

•

Research can be conducted, including environmental and competitive analysis,
organizational evaluation, target audience and market research. Visitor surveys, focus
groups, and interviews can help them determine consumer satisfaction with museums.
Segmenting different visitor groups; develop techniques to target the groups the museum
wishes to attract and position the museum to provide the benefits that target groups seek.
Museums should develop products, including the management of existing products and
the creation of new ones. Museums should not be just placing where works are exhibited.
Cultural areas should be created where individuals can socialize. These cultural areas can
be seen as by-products of the museum.
Seek broad distribution of what a museum has to offer beyond the museum walls; internet
and airport stores are two examples of non-museum distribution. Apart from this, all
events outside the museum, such as fairs and festivals, can be counted.
Promotion consisting of advertising, public relations and direct marketing tools that
convey offers to different target groups, is significant for museums. Museums must
increasingly use digital media to raise their promotion. Media is not just a promotional
item. It is a tool that can achieve marketing goals.
It is necessary to determine the fee to be charged for pricing or different museum offers
that will increase the number of visitors and income. It generates a revenue stream to help
the museum fund its goals. In addition, pricing can be used as a tool to encourage target
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•

•

groups to join. For example, entrance fees differ according to the types of visitors. Free
admission is a trend in museums but requires donor support or public subsidy.
Service and relationship marketing aimed at establishing close ties with target groups;
museum staff are people who serve visitors and interact with a range of stakeholders in a
variety of contexts. A museum’s staff can increase or decrease the value of a visitor
depending on their behavior. In a museum, it is essential that the staff be hospitable,
courteous and informative.
Strategic planning and all of the long-term activities where the museum visualizes and
plans and prioritizes must be undertaken by museums.

These represent tools and techniques that museum administrators can apply to their specific
challenges and problem solving. The basic assumption behind marketing, fundamental to each tool
and technique, is that a transaction and relationship with museum visitors, members, and
supporters must reflect an exchange of benefits and costs for both the community and the museum.
Marketing’s ability to assist museums stems from both the tools and techniques it offers and the
ability of the marketing staff to influence the museum organization constructively in all its
operations. Marketing is a broader tool than promotion. Marketing staff can best facilitate a
museum’s goals and strategy. Marketing staff can take part in all museum missions, including the
museum’s programs, inside or outside museum training, the physical conditions of the museum,
interior design, strategy development, and can benefit museums with their expertise.
In summary, a more comprehensive study of the marketing strategies of industrial heritage
museums could be undertaken as a suggestion for future research. Especially a research using
mixed method will be useful. It will provide a more comprehensive perspective for practitioners
to use industrial museums in urban tourism more effectively.
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Abstract
Notwithstanding the magnetism of nature and increasing hustle-bustle of cities, major cities often
contour the predominant attraction among tourists. In light of this, the term urban tourism occupies
a significant figure in the development of resources across various Indian cities. But, the area is
yet to be acknowledged and explored with proportionate attention from academic circle. Although
urban tourism is still in its embryonic stage in various developing cities across the world, it is often
considered to be the economic force that drives many cities. With this background, it is thought to
be of substance to undertake a study to determine the impact of urban tourism in stimulating urban
development. For the purpose of gathering data related to the study, survey method was employed.
Kruskal-Wallis test was done to arrest the study objective. The results of the study indicated that
a well-planned urban tourism with special focus on responsible tourism can auger well for the
development of urban areas. Also, the findings of the study are expected to contribute in the form
of operational guidelines for the policymakers and administrators in strengthening tourism in urban
areas. The study solely focused on Guwahati city in Assam.
Keywords: Urban tourism, urban development, Literature, Guwahati.
Introduction
The inquiry in the field of urban tourism and the corresponding attention to tourist precincts within
urban areas is emerging as an area of significant interest as academics, practitioners, and
researchers attempt to comprehend this tourism occurrence within the urban vicinity. A large block
of the world’s tourism economy is urban driven and that, urban tourism depicts a notable associate
of the growing tourism business. The phenomenon enables a typical topography for exploration
by driving people, location, and consumption on the same platform and even merging cultures,
value system, projection and experiences. It basically aims to link tourism to cities and towns
(Hallyar et al., 2008). Considering the plethora of advantages cities has, it will not be an overrated
statement when it is said that cities have profound potential for development of sustainable
tourism, since they are well equipped with certain distinct edges especially airport facility, ample
hotels for accommodation, and the striking services and facilities that resonate with the tourist
needs and desires of various markets (Law, 1996).
Not surprisingly, urban environments for many years in the past have been amongst the most
pronounced of the whole tourist places. In fact, it is likely to develop a medley of parallel and
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common forms of tourism within the urban space (Lapko, 2014, p.208). The stimuli leading to
arrival of tourists in urban areas in their leisure time, according to Hall & Page (2006, as cited in
Lapko, 2014, p.208), involve sightseeing, taking part in cultural and sporting events, joining
religious festivals, entertainment, shopping, personal trip, visiting family and friends (VFR), and
study tours and participation in MICE. Further extending the argument, Kurek (2011) highlights
the elements that fascinate tourists to urban sites, which include architectural structures, cultural
belongings inherent to those places, city life involving commercial and administrative set-up, well
built catering, transport and accommodation facilities. The development of tourism worldwide is
knitted intimately with the paths of urban remodeling and urbanization. Going by World Bank
data, more than 50% of the world population resides in urban regions today, and by 2045, it is
anticipated that the world’s urban population will rise by 1.5 times to 6 billion. Based on this
ground, urban tourism is considered to occupy a key position in facilitating city development and
urban economy (UNWTO, 2012). Taking cue from Ashworth (2012, p.1), while stressing the
relevance of urban tourism, the current paper attempts to undertake an exploratory study on urban
tourism. The structure of this paper is first to conceptualize urban tourism through extant literature.
Second, the study intends to bring to the fore the relevance of Guwahati city as an urban tourism
destination.
Literature Review
The past few decades have witnessed an upsurge in academic papers and articles, published books,
and formal reports on diverse dimensions of tourism in cities and towns. Urban tourism has been
the topic of discussion at various fora since, it started to receive growing coverage by academics.
Urban areas designation as idiosyncratic and intricate places are normally marked by four foremost
qualities namely high structure, people, and functions densities, social and cultural mix; economic
multioperationalism, and a physical centrality within regional and interurban networks (Li & Wu,
2016). Edwards et al. (2008) throws light on urban tourism as a complex phenomenon and even
undermined it as a domain of constrained opportunities. Hence, any kind of discourse on the
growth in the pursuance of urban tourism is straight away confronted by a string of contrasting
propositions. Although it is a daunting task to identify the first urban tourists, Greeks and Romans
occasionally travelled sizeable distances to see urban sites for joy and majority of these
destinations were of artistic archaeological importance (Macdonald, 2000). Before 1980s, studies
on urban tourism were fractured and hardly had any kind of recognition as a distinct domain. Few
experts like Burgess (1975), Pearce (1977), carried out some of the initial research on this field.
But, it was 1980s, that witnessed the rise of urban tourism as a well-defined phenomenon and
considerable field of research. Vandermey (1984) puts it by saying that the absence of countable
data has posited urban tourism in the league of one of the most misconstrued and underrated
amongst all kinds of tourism. But, it was the work of Ashworth (1989) that was assumed to have
fuelled the furthering of the academic research in the subject. In his article titled ‘Urban tourism:
an imbalance in attention’, he asserts that majority tourists emanate from cities, many conceive
cities as destinations for spending vacations and the impacts of tourism in terms of social and
economic in urban places are profound. Notwithstanding the significance of urban tourism, the
conceptualization of the phenomenon has been imprecise and vague with little development of a
systematic structure of understanding (Ashworth & Page, 2011, p. 1). The table below depicts
some of the most recent literature on urban tourism to facilitate understanding of it in today’s
context (Table 1).
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Table 1. Selective Definitions of Urban Tourism
Author(s) & Year
Beedie (2010)

Cave & Jolliffe (2012)
Ashworth (2012)
UNWTO (2012)
UNWTO (2013)

Lerario & Turi (2018)

Definitions
Urban tourism refers to a form of tourism which is Ashworth & Page (2011)
defined by lack of season and that it depends on available tourism assets which
can be recycled to generate novel tourism related activities and tourism
products.
Urban tourism encompasses the activities of international and domestic visitors
as well as local residents in urban areas, contextualized by built and natural
landscapes, amenities and infrastructure.
Prefixing the adjective urban to the noun tourism gives the activity a spatial
context but does not in itself define or explain that activity.
Voyages undertaken by travelers to cities or destinations having high population
density.
A tourism activity which takes place in an urban space with inherent attributes
characterized by non-agricultural based economy such as administration,
manufacturing, trade and services and by being nodal points of transport.
Urban/city destinations offer a broad and heterogeneous range of cultural,
architectural, technological, social and natural experiences and products for
leisure and business.
Urban tourism can be referred to as a category which embraces cultural
tourism, conference tourism, sports tourism, and many other.

Additionally, urban tourism perspectives are understood or studied in various ways: a) carrying
potentials for economic and job spurt (Androniceanu et al., 2019; Berger, 2012; Heeley, 2015;
Ioannides & Petridou, 2016; Ioannides & Timothy, 2011; Kaleel, 2018; Koens & Postma, 2017;
Mustafa, 2010; Postma, 2017; Rogerson & Rogerson, 2014) b) supporting sustainable
management and marshalling of locally available urban resources (Estelaji et al., 2012; Roudies,
2013; UNWTO, 2014). Post 1980s, urban tourism begun to draw some interest from academic
circle, but unlike other tourism fields it still lacks proportionate attention from researchers (Darcy
& Small, 2008). However, a group of researchers label the entity as a distinct phenomenon and
area of research (Edwards et al., 2008). With the place competition gaining huge momentum, the
role of tourism has consolidated such that it embodies a dominant policy issue in relation to urban
development sustainability across majority of the matured economies (Rogerson, 2012;
Kagermeier, 2012). Tourism normally offers ample opportunities to cities that embrace service led
economy and information era in order to re-position and re-conceptualize their requisite tasks
(Chang, 2000; Ioannides &Timothy, 2010). Law (2000) highlights job generation and many other
broader economic privileges are the vital consequences of the urban tourism based regeneration.
This reflects that the scope of urban tourism is wide, as for many cities the nucleus of publicizing
urban tourism is to scale predominantly their prospects for business related tour, and travel and
tourism via MCME (Kerimoglu & Ciraci, 2006). Moreover, spending on local assets or tourism
related fortes are the sine qua non of effective and affluent urban tourism build out (Rogerson,
2012). Overall, urban tourism is gaining increasing attention as an ascendant form of tourism in
many parts of the globe (Hall & Page, 2009; Spirou, 2011). However, the academic discourse,
which deals with urban tourism as a new paradigm, is found to be inadequately researched and
weakly represented in literature in the Indian context and especially Assam. While summarizing
the aforesaid literature, it hints towards a lack of unanimous definition of urban tourism, and at the
same time advocates the relevance of the phenomenon in the current context. So, the present paper
mainly converges on two points which are thought to be apposite: conceptualizing the term urban
tourism and exploring Guwahati city as an urban tourism destination. Quoting Ashworth (2012),
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the rejoinder depends upon understanding the rise of the cities as hotspots of cultural fabrication
and consumption, and growing commoditization of cities as competitive marketable brands (p.1),
and other recognizable patterns and trends.
Research Objectives
The main objective of the current paper is to study the importance of urban tourism in driving
urban development in the context of Guwahati city in Assam.
Methodology
The empirical research was undertaken by employing a sample survey drawn from among 200
randomly selected local residents in Guwahati city of Assam. The data was collected in the period
between November 2 and February 12, 2021. Out of 200 questionnaires distributed, 164
questionnaires were found to be filled in all respects. The questionnaire focused on the effects of
urban tourism on the lives of local residents, infrastructural development, unemployment rate, etc.
The participants comprised mainly local unemployed youth, people employed in public and private
tourism organizations, and people from other organizations. The purpose of the current research
was to support operational guidelines for the policy makers for promoting tourism in urban areas.
The dependent variable i.e., urban development was measured on an ordinal scale hence, KruskalWallis test was conducted. The statistical analysis was done using SPSS package version 22.0.
Furthermore, the following hypotheses have been tested in the current study:
H1: Urban tourism positively affects urban development in the context of Guwahati city in Assam.
Tourists in Guwahati City, Assam
The city has witnessed a tremendous crowd in and around the vicinity of the Guwahati city for the
last many years. Moreover, there were improvements in terms of infrastructural developments,
tourism policy framework, etc. The number of visitors (both domestic and international) in
Guwahati City and percentage, year by year, from 2010 to 2019* is exhibited in Table 2.
Table 2. The Number of Visitors in Guwahati (2010 – 2019*)
Year
2010
2011
2012
2014
2015
2016
2017
2018
2019*

Domestic
tourists
40,50,924
43,39,485
45,11,407
46,84,527
48,35,492
54,91,507
56,42,950
59,34,791
47,10,971

Improvement

Percentage

----288561
171922
173120
150965
656015
151443
291841
-1223820

----7.12
3.96
3.84
3.22
13.57
2.76
5.17
-20.62

International
tourists
15,157
16,400
17,542
17,638
21,725
24,673
26,320
31,739
25,739

Improvement

Percentage

----1,243
1,142
96
4,087
2,948
1,647
5,419
-6,000

----8.20
6.96
0.55
23.17
13.57
6.68
20.59
-18.90

Note: * Up to Dec. 2019,
Source: Department of Tourism, Govt. of Assam

Urban areas in Guwahati city are evolving to be significant tourist places and at the same time key
recipients of both dwellers activity and tourism. The city has been successful in offering places for
individuals to carry out daily activity, social cohesion and provide space for entertainment or
recreation. Although Guwahati city may be considered to be small in size when compared to other
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cities across the globe, it presents a better quality of life for its residents and attempts to erect a
favorable image as one of the prime tourism cities in India.
Results
Table 3 displays the demographic characteristics of the studies population.
Table 3. Demographic Information
Demographic Variables
Age
Gender
Education

Occupation

18 – 40 years
41- 60 years
Above 60 years
Male
Female
Matric
Higher Secondary
Graduate
Post Graduate
Others
Local unemployed youth
People employed in public and private tourism
organizations
People from other organizations
Others (Auto drivers, sop owners, etc.)

Frequency
90
64
10
120
44
10
45
90
19
0
20
65

Percentage
54.87
39.02
6.09
73.17
26.82
6.09
27.43
54.87
11.58
0
12.19
39.63

30
49

18.29
29.87

Table 4. Ranks
Urban Tourism
Urban Development

Highly Positively Correlated
Positively Correlated
No Correlation
Total

N
44
101
19
164

Mean Rank
90.14
118.57
23.64

Test Statisticsab
Kruskal Wallis Test
Chi-square
df
Asymp.

Lives of the local residents
37.034
2
.000

Independent variable: Urban Tourism

The Kruskal Wallis Test, Table 2, confirmed the hypothesis of the current study i.e., urban tourism
positively affects urban development in the context of Guwahati city in Assam.
Conclusion and Implications
The principal assertion in this article is that the developing city of Guwahati has the potential to
grow via development of urban tourism. This may ultimately open a likely pathway for inclusive
development. The rise of urban tourism as a distinct approach to facilitate urban health and well
being is taken seriously by the government as a source of social and economic value creation.
While a number of social and economic problems exist in Guwahati city, the intention of elevating
the socio-economic life of the people by urban tourism is a new paradigm that leads to
sustainability. Notwithstanding the magnitude of challenges, urban tourism plays a substantial role
towards catapulting the city to the national platform as a coveted tourism destination. However,
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it is equally significant that, local policy makers in Assam take into account the significance of
well-knitted planning or sustenance for urban tourism. In the context of Guwahati city, the current
evidence is the manifestation of substantial growth prospects of tourism, wherein tourism products
can be displayed from a variety of various urban resources. This offers tourism sector a source of
local economic value creation in Guwahati city. But, there remain certain unsettled matters
involving urban tourism and inclusive growth in Guwahati city. First, there is a need for new policy
formulation linked to urban tourism in Guwahati city. Second, how to enhance the capacity within
Guwahati city to monitor or administer the tourism business in sustainable ways, so as to avoid
putting excessive pressure on the environment and to allow flourish of future tourism business.
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Abstract
The concept of customer participation in value co-creation first appeared in professional literature
ten years ago and is widely covered in marketing research. However, there is currently no
agreement on what constitutes customer involvement in value co-creation and how it should be
classified. The goal of this article is to establish the benefit of value co-creation through consumer
involvement by examining previous work with a special focus for (tourism destination) branding.
Thus, this study reveals the direction of research adopted by the field of customer interaction in
co-creating value for branding throughout the last decade. A variety of addressed research gaps
provides promising future research direction. A part from these, a framework of value co-creation
in branding is presented with several key propositions referring to how customers engage and
interact with a brand to co-create value. Expected contribution from the study will provide a
cognitive view of customer engagement in co-creating value literature and managerial implications
for the (tourism) marketer and policymaker to offer platforms for this type of co-creating value.
Keywords: customer engagement, value co-creation, destination branding, brand value
Introduction
In modern marketing literature, value is among the most important elements to ensure brand
success and brands also represent value for customers. When a customer perceives that a brand
offers a solution to fulfill their needs and expectations, value is created. Today, customers take
part more actively in the process of co-creating value by participating in planning and executing
business activities. As the result, businesses and scholars have paid utmost attention on customer
engagement and co-creation, resulting in a remarkable surge in academic research on the topic in
the 15 years since Vargo and Lusch’s first observation (2004). Although value co-creation has
been defined under multiple approaches, it is predominantly based on service-dominant logic (SD logic). According to Grönroos and Voima (2013), customers and brands or organizations interact
and work together to create value in S-D logic. Despite the growing literature base, there is
currently no agreement on how to define and categorize consumer interaction and involvement in
co-creating value (Lei, Ye, Wang, & Law, 2020) and the concept that customers can engage and
co-create value from and for brands is still new and fragmented in research (Guzmán et al., 2019).
Customers engage and interact with brand experience has gained utmost attraction in tourism
literature. Tourism and hospitality are characterized by high-contact services as it deals with
experiential products, in which tourists engage and experiment, co-create value in the entire
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consumption process at the destination (Vargo & Lusch, 2014). In the tourism context, the concept
of co-creation is extremely relevant through offering unique and memorable experiences for
tourists to gain competitive advantages. Hence, destination marketers aim to create unique
experiences in which involve tourists participation and link them to experience and share it (Shaw
et al., 2011; Xu et al., 2020).
Despite recent attention in research, the process by which tourists can co-create and share
technology-enabled value on destination branding is still a new research field in tourism context
(Gomez et al., 2019). This paper first examines the previous work on customer engagement in
value co-creation literature to form a broader view of co-creation. Next, this study offers a typology
of value co-creation in branding and presents the building blocks for model development with
several key propositions referring to how customers engage and interact with a brand to co-create
value. The expected contribution from the study will provide a cognitive view of customer
engagement in co-creating values and managerial implications for the tourism marketer and
policymaker to offer platforms for this type of value co-creation.
Literature Review
Theory of Value Co-Creation and Customer Engagement
Co-creation is conceptualized as the process of collaborative engagement and participation
afforded by a/an (virtual) interactive platform or across interactive systems (Ramaswamy &
Ozcan, 2016); between two or more parties to contribute to others’ well-being and to create value
out of products and brands (Merz et al., 2018). The conceptualization of customer involvement
and participation is based on theories of co-creation and interactive experience within marketing
relationships (Harmeling et al., 2017). Hence, value co-creation is identified as one of the three
benefits of customer engagement to be applied to customer relationship management: customer
individual, resource development, and co-creation (Zhang et al., 2018). As technology
improvements become more widely used, especially in the time of industrialization 4.0, customer
engagement is strongly supported in online environments which have been studied and debated
among practitioners and academics about the conceptualization of value co-creation.
The study of value co-creation has been divided into two categories: service-oriented and
customer-oriented. All these highlight the importance of customer involvement and participation
with other stakeholders such as organizations, platforms, or other customers (Xu et al., 2020).
Recent research showed a confirmation on the active participation of customer and the procedural
nature of value but not on the definition of value co-creation or the process that goes along with it.
The terms value, co and creation may refer to a variety of distinct forms of value created by
different actors (the company, customers, and other stakeholders) through a different process such
as B2B, B2C, C2C or C2B (Alves et al., 2016). Ranjan and Read (2016) cataloged value cocreation in co-production and value in use and proposed dimensions for each. Experience,
relationship, and personalization are dimensions of value in use to describe the value gain from
the consumers use context and process and arises through a process of consumption independently
from the companys intervention or exchange. The experience offers intrinsic value as consumers
liking an artifact of products and services provided by the firm across their physical, cognitive,
and affective dimensions (Edvardsson et al., 2005). Personalization outlines the value being
contingent on individual characteristics and cultural reforming and strengthening via the
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uniqueness process (Neuhofer et al., 2015). Customer are empowered to generate solutions,
thereby create value as the result of the mutual, reciprocal, and interactive collaboration and
participation (Ranjan & Read, 2016).
In tourism industry, the importance of value co-creation and customer engagement on a successful
process of co-creating value is confirmed both in conceptual and empirical studies. Value cocreation exists throughout three stages of experience (before, during and after the travel) (Frías
Jamilena et al., 2016); on a social interactive format with multiple stakeholders (e.g. guests,
managers, other tourists) or reflects a positive relationship and evaluation on a new
services/products (Xu et al., 2018) and customers willingness to pay for this service (Tu et al.,
2018). Recent studies emphasize the importance of active customer participation in exchanging
information and exploring opportunities to co-create the experience (Lei et al., 2020) or enhance
employees’ innovative behavior (Stamolampros et al., 2020).
Service Dominant Logics and the Determination of Brand Value
As theoretical and empirical work of value co-creation has blossomed in a different direction, in
contrast, the concept of value co-creation becomes more ambiguous (Ranjan & Read, 2016).
Among these perspectives, service-dominant logic with the first influential study by Vargo and
Lusch (2004) has gained great attention in research which gives utmost priority to interactive
relationship of the firm and its consumers. Service dominant logic is the emerging approach to
branding as a new marketing paradigm that emphasizes intangible resources and the importance
of consumer-centric interaction-driven concepts for creating value. In other words, S-D logic
provides a possibility to examine brandings from the standpoint of customer participation in cocreation and their experiences. Vargo and Lusch (2004) first emerged the seminal work to state
that value is both defined and created by consumers. In the co-creation ecosystem, a relationship
shared between brands, customers and stakeholders create value for all (Iglesias et al., 2017; Vargo
& Lusch, 2017). It was a consumer revolution in which the perception of businesses and consumers
as co-creators of value shifted radically. As the result, strategic brand communication has evolved
from telling stories to customers to sharing stories with customers (Pongsakornrungsilp &
Schroeder, 2011). Despite the importance of brand value co-creation is widely supported in
research but the mechanisms by which value emerges is still vague (France et al., 2020).
In S-D logic, value is not only created as value-in-exchange when customers encounter services
provided and firms gain profit in exchange as in traditional view (Skålén et al., 2015). Indeed,
value is also created through the use of customers as value-in use (Greer et al., 2016). Basically,
companies can only offer platforms for this type of value co-creation but not directly create this
value. These collaborative actions of co-creation are embedded in the context as value in context,
e.g., referring to the lifeworld of the customer and his/her experience as the value in experience
(Hansen, 2019). Over the last five years, the current studies have tried to address these gaps by
emphasizing the focus role of customers in co-creating value, exploring the co-creation process
from a customer perspective, and this impact on the co-created brand (France et al., 2015).
However, other perspectives from customers such as customers brand knowledge, skill, their
investment of time and customers psychological inputs are also entailed in co-creation that is still
negligible, suggesting a significant gap in the literature (Tuan et al., 2019)
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S-D logic highlights the importance of service, stating that tangible items cannot provide value
unless they are utilized to experience services. Thus, co-creation is considered as a process in
which the company and its consumers collaborate to create and exchange value. From S-D logic
approach, value is considered as a dynamic, situational, meaning-laden and phenomenological
construct that emerges when customers use, experience or customize marketers’ value propositions
in their own experience contexts (Rihova et al., 2015). Hence, according to S-D logic, Customers
are collaborators in the creation of value and firms offer only a value proposition.
The customers perceived the brands worth will influence their decision-making process and
establish the significance of value to the firm and to the customer. Customers’ perceptions of a
brand’s worth will influence their decision-making process and establish the significance of value
to the company and the customer. Though this concept remains unidimensional and
multidimensional perspectives, the four critical as emotional, social, financial and quality value
dimensions proposed by Sweeney and Soutar (2001) remains one of the most extensive and
broadly-accepted approaches to measure perceived brand value of customers (France et al., 2020).
Thus, there is now a shift in brand concept which emphasizes the collaborative process (Gordon
et al., 2013) and the customers experience with the brand in variety of different contexts and their
engagement in value emergence (Ind et al., 2020). Hence, customer perceived brand value and
their brand co-creation behavior are the two fundamental elements within the branding domain to
understand how value has emerged from customer co-creation. (France et al., 2020).
Guzmán et al. (2019) proposed evidence to prove that customers who actively co-create has
significant difference in their ways of interactions with the brand and that actions toward the brand
drives an adjustment of the brand. This co-creation behavior is driven by a variety of intrinsic and
extrinsic forces and influences brand performance and resulted in enhanced value perceptions (Ind
et al., 2020) and increased loyalty (Cossío-Silva et al., 2016). Feedback behavior, advocacy
behavior, helping behavior and development behavior are four-dimensional views to capture
customer behavior in brand co-creation based on empirical research of France et al. (2018) which
are accepted widely in research. In other words, the connection among value of a brand and value
co-creation measurements will identify how co-creation behaviors influence customer perceptions
of value, leading to a more comprehensive understanding of the co-creation concept and its
application.
Methodology
Extant publications of customer engagement in co-creating value in tourism branding are collected
and evaluated to present synthesized insights in this field for a contingency framework (Denyer &
Tranfield, 2009). The objectives of this review paper are to answer the following questions:
•
•

RQ1: How customers involve and participate in co-creation of brand value? What exactly
is the act of co-creating brand value?
RQ2: As a result of customer involvement and interaction with a brand, what platform
(digital or otherwise) undertakes brand value co-creation?

Databases of Google Scholar, ProQuest, Web of Science, Springer, Science Direct were used to
search articles written English with titles or keywords including brand or branding and Value and
Co-creation, customer engagement. Despite the significant attention of research in co-creation
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literature recently, there is the scrutiny of studies that emphasizes the importance of consumer
participation on co-creating brand value. Importantly, this paper focuses mainly on customer
engagement in value co-creation for tourism branding. Previous studies on this topic must meet
three requirements to focus on value co-creation, customer engagement and tourism branding. In
these limited number of previous studies, the theory on customer engagement in value co-creation
for branding is still in its infancy, leading to difficulty in applying the co-creation concept. Yet to
date, no studies have undertaken systematic review to acquire a better grasp of the customers
participation to generate brand value.
Findings
Research Streams in Customer Engagement in Co-Creating Value for Branding
Based on the review analysis, the findings can be organized on three main research themes: (1)
papers identifying customer-brand engagement to co-create value; (2) Technology-enabled
platform for customer engagement in brand value co-creation; (3) Customer engagement in cocreating value for tourism destination brand.
Customer-Brand Engagement to Co-Create Value
The review result showed a move towards a more emergent, constructivist, and network-based
perspective in embracing and managing brands in the mind of customers. This development started
to emphasize the influence of customer participation (Nysveen & Pedersen, 2014); customer
engagement behavior (Jaakkola & Alexander, 2014); psychological effects (Hsieh & Chang,
2016); entertainment and customization interactivity (Cheung, Pires, et al., 2020) on value cocreation, customers brand satisfaction, and brand loyalty. Customer-brand engagement positively
enhances consumer-brand relationships, thus strengthens consumers perception on value of a
brand (France et al., 2018; France et al., 2015). Contributing to the customer engagement in
branding literature, some papers discussed and interpreted the active side of customers to engage
and co-create a brand such as their engagement behavior or their co-creation participation.
Jaakkola and Alexander (2014) conceptualized the importance of customer involvement and
collaborative behavior in value co-creation in a multi-stakeholder service system. In this work,
these authors identify four types of customer-brand engagement and value outcomes experienced
by various stakeholders. The impact of customer co-creation on brand satisfaction and loyalty in
the context of the banking industry was discussed to conclude that co-creation positively influences
dimensions of brand experiences, thus, consequently affecting brand satisfaction and loyalty
(Nysveen & Pedersen, 2014). Black and Veloutsou (2017) emphasized the engagement between
the brand- individual consumers – and the brand community. Thus, the actions of these of highly
motivated working consumers predominantly help co-create their identity. Cheung, Pires, et al.
(2020) confirmed key factors significantly influence consumer-brand engagement to co-create
brand value or to repurchase that brand whereas Hsieh and Chang (2016) emphasized the
psychological effects such as brand-self connection, perceived brand co-creation benefits in the
process of consumer-brand engagement for value co-creation. There is a scarcity of research and
frameworks for consumer interaction in brand value co-creation in the existing literature.
Additionally, most of these previous work just focused on tactical rather than strategic guidelines
for successful strategy how to get customers to engage in brand value co-creation. There is also an
emphasis on the importance of customer engagement behavior and co-creation participation,
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without offering a specific framework that displays intertwine and interaction between a customer
and other stakeholders on active (virtual) engagement platform, thus, consequently affecting brand
value co-creation.
Technology-Enable Platform for Customer Engagement in Brand Value Co-Creation
An increasing number of empirical studies examine the conceptual and practical implications of
customer engagement in brand value co-creation on social media. Cheung, Pires, et al. (2020)
conceptualized a firm-level antecedent of customer-brand engagement and value co-creation by
introducing three different features of brand interactivity via social media (Entertainment
interactivity; customization interactivity; cognitive up-to-date information interactivity), as well
as assessing their usefulness in establishing customer-brand interaction, co-creation, and intention
to repurchase. Brand interactivity refers to two-way communication between customers and brands
facilitated by social media that enables collaboration and content sharing between members of the
brand community or any online application, platforms. Seifert and Kwon (2019) examined how
consumer participation in brand value co-creation and brand trust alteration can be influenced by
social networking site sentiment and eWOMs branding. Other work highlighted that value cocreation practices in the brand community positively influences the consumer-brand, consumerother consumer, consequently affecting brand loyalty (Hajli, Shanmugam, et al., 2017; Hajli, Sims,
et al., 2017; Luo et al., 2015; Ramaswamy & Ozcan, 2016). In the context of social commerce,
Bazi et al. (2019) looked at how customers might be a part of the brand with their co-creation. The
findings revealed that brand co-creation intention influenced by social support, social commerce
information sharing, and social commerce value will increase customer-brand engagement.
Customer Engagement in Co-Creating Value for Tourism Destination Brand
Most studies in this field focused on place branding, city branding, or brand equity of a destination
to identify the way tourists perceive a country or a place as a tourist destination (Oliveira & Panyik,
2015) and how other stakeholders involved in this value co-creation, co-branding process
(Hjalager & Konu, 2011). Shen et al. (2018) investigated how customers co-create value on the
brand equity of online travel agencies by applying the DART theory of value co-creation. Value
can also be co-created during tourists’ entire experience of a destination (Frías Jamilena et al.,
2016; Hakala & Lemmetyinen, 2011; Rachão & Joukes, 2017; Seljeseth & Korneliussen, 2015),
thus, it leads to increase overall destination or place branding. Other studies emphasize co-creation
of value as a destination branding strategy through interactions and collaborations among different
stakeholders in specific tourism situations. Hakala and Lemmetyinen (2011) and Vallaster et al.
(2018) focused on the concept of value co-creation as a place branding strategy whereas
Giannopoulos et al. (2020) propose a stepwise process for a strategic destination co-branding. Frias
Jamilena et al. (2017) emphasized value co-creation for a destination brand equity during tourists
entire process in a tourism context that leads to an increase in the overall value of a tourist
destination. Customer participation in destination brand value co-creation is represented in the
literature by a small number of research. In tourism, value co-created between actors in this service
system is grounded mainly in service dominant logics but there is still a need to define customer
centric-role in order to involve and participate on value co-creation for a destination brand. As a
result, there is currently a lack of a defined and formal concept of customer-brand value cocreation. Scholars mostly accept wide definition of value co-creation which involves the customer
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shaping part of the brand with their engagement which entails customers’ efforts developing a part
of brand through their involvement.
Research Clusters
Research clusters used in previous work were summarized and illustrated in table 1 below.
Table 1. Research Clusters for Customer Engagement in Value Co-Creation for Branding
Categories of Value co-creation in
branding
Technology enabled customer
engagement in brand value co-creation

Theory
Service dominant logics
Attribution theory
Consumer Culture Theory
Value co-creation

Customer engagement in brand value
co-creation

Marketing theory
Brand engagement
Service dominant logics
Customer engagement
behaviour

Customer engagement in co-creating
tourism destination brand

Destination branding
Co-creation theory
Service dominant logics

Dimensions/Items
1.Social commerce
2.Customer-Brand engagement
3.Co-creation intention
4. (Virtual) Brand community
5. Social support
6. Relationship quality
7. Customer interactivity
8. Brand image
9. User generated content
10. Brand awareness
11. Attitude towards the Ad
12. Brand loyalty
13. Brand cognition
14. Learning, sharing, co-developing, socializing,
advocating
15. Brand intimacy
16. Brand satisfaction
1.Brand identity
2.Consumer identity
3.Brand community identity
4. Customer motivation
5.Customer-owned resources
6. Customer Co-creation value
7. Satisfaction
8. Loyalty
9.Sensory, Affective, Cognitive, Relational Behaviour
10. Co-developing behaviour
11. Brand-self connection
12. Brand co-creation engagement
13. Corporate Influencer
14. Brand Ambassador
15 Consumer-brand engagement
1.Customer based destination brand equity
2. Value-creation for the experience of the tourist
destination
3. Overall value creation for the experience of the tourist
destination
4. Knowledge
5. Experiences
6. Mutual effects
7. Brand choice
8. Brand image
9. Brand awareness
10. User-generated content

Research Implications and Limitations
Previous studies have empirically examined customer engagement in co-creation of value in
general rather than co-creation of value for a brand, especially in tourism brands where there are a
paucity and fragmentation of literature. The primary goal of this study was to look at brand value
co-creation from the consumers perspectives, rather than from standpoint of corporate strategic
management. Our paper contributed valid premise for the industry as well as academic
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implications by providing some critical insights and forming a broader understanding in this field.
This paper also categorized three research themes emerging of the previous literature, in which
key findings and research gaps are demonstrated for future research possibilities. The proposed
framework for tourists engagement to co-create destination brand value addresses important
features in this destination branding domain. Hence, the paper provides a foundation that integrates
relevant features for mechanisms of customer engagement in brand value co-creation. Our findings
have several implications for managers of firms and marketers. One of them is to understand the
important role of customers as active co-creators of value for a brand through their co-creation
activities. Secondly, there is need to establish and well manage more proactive channels that
facilitate collaboration, networking and interactions among customers and a brand. In general, our
paper findings can contribute an insight that may help managers gain contributive customer
engagement to achieve competitiveness in marketing strategies. Inevitably, our study also contains
some limitations. This paper processed on only a small size of surveyed papers due to strict criteria
in the selection process for example: only English written article, peer-reviewed paper from some
main research database. However, these restrictions are crucial i to reflect the objective of our
study. Another limitation is the interpretation of review results may be somewhat subjective and
less flexible applying structured approach of synthesizing literature.
Discussion for Future Research Possibilities
The primary goal of this study is to review papers in the field of customer engagement in value
co-creation for branding, especially in tourism industry. The analysis results highlight some
research gaps that call for more insights into literature. Firstly, the notion that value is co-created
by customers and service providers is presented in co-creation literature. This interaction is not
dyadic but rather considered as a multi-actor phenomenon (Vargo & Lusch, 2016). Nonetheless,
previous studies examined values mostly from the perspective of service providers, and partly from
that of customers, albeit without taking into consideration some factors, including how these actors
can integrate in a joint process to create shared values (Grönroos & Voima, 2013), what
environments influence such process (Cheung, Ting, et al., 2020), and how various stakeholders
interplay to create brand values. Secondly, before addressing the crucial topic of how customers
co-create value, especially in the tourism destination context, it’s critical to comprehend the
consumer’s active participation in co-creating value for a brand. By engaging with a brand,
consumers experience greater emotional and social value that, in turn, helps increase brand loyalty
and value of branding (Kuvykaite & Piligrimiene, 2014). Previous studies focused to analyze
consumer-brand engagement behavior but an integrated evaluation for consumer-brand
engagement –what and how they should be engaged in co-creating value for the brand- is still
neglected. Thirdly, previous studies began to highlight the importance of technology-enabled
platforms in facilitating networks of relationships between providers, consumers, and other users
in a relationship with a brand. In this direction, future research should explore how customers make
use of this type to connect and interact with the brand communities and how to maintain an ongoing community-brand relationship that promotes and allow consumers to experience emotional
engagement with a brand. Lastly, consumer-brand engagement allows a company to gain
competitiveness by using consumers competencies in brand value co-creation. In tourism context,
the concept of customer engagement revolves around tourists’ interaction with tourist attractions
or activities that emphasizes on customer investment in their brand interactions (Brodie et al.,
2011). It is critical to clarify components of the value co-creation: value in use (customer-centric)
and value in exchange (service provider-centric) to put in value in context in co-creation network
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throughout the value co-creation process. Accordingly, application to the tourism industry, tourists
interact with a destination brand, with other customers and tourism service providers through an
engagement platform before, during, and after their trip can help co-create new value of destination
brand. This opens a need for future research possibilities to measure value co-creation for a
destination brand with active engagement throughout their travel experience. Based on the results
of this theoretical analysis of existing studies on this consumer-brand engagement in value cocreation concept, the framework below is adapted to demonstrate tourist engagement/ customers
engagement to co-create (destination) brand value framework.
Figure 1: Framework for Customer Value Co-Creation in Branding
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Abstract
Internet, one of the major actors of the digital age, have radically affected the tourism industries.
New web technologies such as Web 3.0, which are in contact with many areas with Internet
technology, have come to the fore as the factors that affect web pages, which are one of the most
important communication channels for businesses to keep up with digital dynamics. It is prominent
for businesses to use corporate websites effectively and to provide one-to-one communication with
the consumer instead of the intermediary companies in this digital field that consumers are most
in contact with. As communication in the main philosophy of digital transformation provides
instant and most effective information, many criteria such as purchasing hotel businesses on web
pages, price information, fast menus, virtual tours, mobile compatibility web technology design
have come to the fore. In this sense, it is a necessity to examine websites, which are the easiest
mechanisms that can provide two-way digital communication within the framework of digital
transformation. In this regard, the aim of the study is to conduct a comparative analysis on the web
pages of hotel businesses in the Sultanahmet region, which is one of the most visited touristic
regions in İstanbul and to offer solutions by creating a digitalization roadmap for corporate
websites that are one of the most important contact points.
Keywords: technology, tourism, online, web
Introduction
The use of constantly developing internet technology can offer different features to users every
day or can be personalized by users. In the tourism sector, where personalization is significant
factor, the compatibility of websites as online platforms with new technology developments is
significant. With the development of information technology and digital transformation in recent
years, the way of doing business in the tourism industry has begun to change and the necessity to
keep up with technological developments has emerged (Ho & Lee, 2007). New technologies have
become a major strategic dimension in increasing the competition and organizational performance
especially for accommodation businesses (Wang & Qualls, 2007). Among these technologies, web
page technologies, one of the first contact points with the customer, have taken an important place.
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Websites that serve consumers with 24 hours should be attractive and easy to use and should be
capable of collecting data about the consumer. Corporate websites, which are an important part of
digital marketing, are among the first contact points with customers. In the growing online market,
hotels are in search of an effective way to enable travelers to make their reservations directly to
the websites of the hotels, and they try to develop their websites in these contents (Morosan &
Jeong, 2008).
Law and Cheung (2006) emphasized that most online bookings are still made by third-party
websites and that hotels use strategies such as a lowest price guarantee to attract visitors to their
websites. In this context, considering the commission expenses given by hotel businesses to
intermediary institutions, the strategy of providing this as a discount to their customers and treating
some of them as profit can be applied. Therefore, corporate websites should be developed as part
of digital marketing, especially in small and medium-sized hotel businesses. It is significant for
organizations to design and present websites with a high level of usability to users who want to
obtain information from their own websites in order to reach more customers and to ensure
effective use. However, users who try to get information or make use of website functions may
encounter web pages that are difficult to use and that are not successful in terms of design, or they
may encounter inadequate pages from the perspective of hotel businesses (Fang & Holsapple,
2007).
Specifically, accommodation businesses want to benefit from the advantages of the internet with
the changing and developing web technologies and sites day by day, and they develop their
corporate websites by aiming to make a difference in their websites every day. In the digital age,
where the digital marketing approach is very popular, there are many advantages for
accommodation businesses to update their evaluation criteria for website content and to make their
marketing through websites instead of intermediaries. The study, which determines these criteria
by providing a comparative analysis of websites, also selected the Sultanahmet region
(İstanbul/Turkey), one of the most popular tourist destinations in İstanbul and where many hotels
are located in the same place. In that direction, the most popular hotels in the Sultanahmet area
were ranked on Google, and the websites were examined in detail and subjected to content
analysis. In this way, the initiatives of small and medium-sized hotel enterprises and big hotel
enterprises related to websites in the same region were examined and their adaptation to the new
current criteria in the digital age was measured.
Literature Review
It became a significant issue to ensure that the website of the enterprise has content and
presentation that can answer consumers’ questions about goods and services. In most of the
accommodation businesses on the internet, marketing activities are carried out by different
brokerage websites rather than sales through their own website. In this sense, success in the digital
platform depends largely on the website regulations of the hotels. It is stated that users and tourists
decide to stay or go within the first few seconds of visiting the web pages. One of the most
important factors for users to make this decision is the aesthetics of the page (Robin & Holmes,
2006). According to Cox and Dale (2002), it has been emphasized that the most significant feature
of qualified websites is site design. It has been emphasized that the use and convenience of menus
are necessary in the design of the site, as well as the necessity of targeting consumers to visit the
site again. Bayram and Yaylı (2009) evaluated the web pages of 286 hotels and their common
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features on the websites are useful menu, pictures, communication, multi-language option. It is
stated that hotel businesses are fewer common features on their websites, such as currency
converter, frequently asked questions, and search engine. Web 2.0 is a group of technological,
social and economic trends that characterize the foundations of the next generation internet with
user engagement, openness, and network effects (Musser & O’Reilly, 2007). This also reveals new
dynamics related to websites and these dynamics are also examined in studies. Consumers pay
attention three factors about the websites of the hotels. These factors are information quality, time
and content (Wong & Law, 2005). There is a direct relationship between website design and the
consumer’s perception of the company. In this sense, businesses should frequently evaluate the
content of their websites and determine consumer needs (Wu, 2004; Bayram & Yaylı, 2009).
According to Yılmaz (2017), the main result of the evaluation criteria, which consists of 50
statements in total, is that domestic groups have more features on their websites than foreign
groups; however, it was stated that they failed in terms of ease of use.
Law and Hsu (2005), among the many variables used, there are also the following dimensions
suitable for digital developments such as reservation information, access information, information
about the services provided, the hotel transportation map, hotel services photographs, hotel
promotion, promotions, web tours such as virtual tours. have revealed the dimensions of the site.
Aesthetics is also one of the factors that increase the reliability of the page. In order to increase the
usability of websites, attention should be paid to design issues. As design items, web page
information content, time spent uploading files, ease of use and ease of navigating between pages
should be taken into consideration (Tarafdar, 2005). Baloğlu and Pekcan (2006), examined the
websites of hotel businesses within the marketing element in their studies. According to Liu and
Arnett (2000), the success of a website can be evaluated with the help of the quality of information
service, system usage, design quality and site enjoyment criteria. Since web content systems are
prepared for a specific purpose and a specific target audience, the system must be designed in
accordance with the characteristics, purposes and usage characteristics of the target group. For this
purpose, at the level of planning the design of the system, the usage purposes of the interface
should be analyzed well (Maguire, 2001). Lee (2002) emphasized that it constitutes the first and
most important stage of online sales activity and that easy access should be provided in order to
make direct sales on hotel sites. Kent and Taylor (1998) presented a theoretically based strategic
framework that will facilitate developing relationships with the public on the web. However, this
framework has become the basic framework of social media with the development of social media
tools, and it has also affected web tools as digitization steps.
With the detailed literature search for the websites, the following features on the websites are
beneficial for costumer:
•
•
•
•
•
•
•
•

Corporate Information
Service Information
Price Information
Address-Location Information
FAQ
Access to Social Media Accounts
Site and Click Speed
Pandemic Notifications and Safety Certificates
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•
•
•

WhatsApp Button
Online Support
3D or Augmented Reality View of Virtual Tour or Rooms

Digital marketing activities conducted over the internet reduce transaction costs and increase the
quality of the service offered to customers. The widespread use of the internet and the rapid
adoption process of marketing applications on the internet encourage businesses to use this
environment and drive them to include digital elements on their sites.
Digital Elements of a Corporate Website of a Hotel
Websites offer customers the opportunity to shop among many alternatives after making
comparisons in a short time (Gupta et al., 2004). The best alternatives in this sense are the corporate
websites of hotels. Providing a fast and effective website will surely provide great advantages in
digital terms. In this context, it is also important for websites to adapt to digital transformation.
Social Media Access and Security
With rapid the development of technology, tools and techniques in public relations have started to
change. Active and instant use of social media; particularly in the tourism sector, increases
business success. It is also important how social media, which is actively used to convince the
target audience, is used. At the same time, it is of great importance where and how social media
advertisements are made. Since websites are the easiest digital tools for ease of access and direct
message delivery, it is useful to be able to access social media accounts through these channels.
According to Kellner (2010), social media is a part of public relations. Access to these accounts
on websites can be seen as a prominent criterion in digital marketing. It also makes the following
contributions to social media content (Lerman, 2007; Duğan & Aydın, 2018):
•
•
•
•

Users can create or contribute content in various media types.
Users can tag the contents.
Users can rate the content through active or passive use.
Users can create common interests with other users.

Chakraborty et al. (2003), were placed the website features in the order of importance; the features
that internet shopping sites should have in order of importance, design took the first place and
customer service, privacy/security, information, ease of access to the site, personalization of the
site and enjoying the site. Digital elements on a corporate website are social media, security, virtual
tours, photos and videos, up-to-date information and access buttons. The use of these elements on
websites will be discussed in this section.
Online Transactions and Web 3.0 (Digital Usage Components)
Most of the mobile website interface designs are based on the website models prepared for the
desktop. However, these interfaces cannot fully adapt to mobile screens and pose a number of
difficulties for users. Considering the popularity of smart devices and phones in digital
transformation, mobile compatibility of websites as digital criteria is also significant. A website
should have features such as sitemap, in-site search, and if it is a multi-page web site, it should
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have routing options specially designed for the use of visitors. In this regard, the internal search
engines of the sites are considered as a sub-dimension for digital use as a criterion for all hotels
(Muylle et al., 2004). Optimizing a website for mobile devices means reformatting it for mobile
devices (Edwin, 2013). According to Miller (2016), more than half of mobile users leave the
website that takes more than three seconds to load, and website optimization shows larger
navigation buttons, reformatted content, and resized images when opening a website from a mobile
device. In limited areas on the mobile screen, the content should be organized in the best way. In
this regard, the use of mobile sites over the phone was also examined in this study. It is necessary
for the users to both access the content smoothly and interact easily with an order that they can
focus on (Budiu, 2015). In the study of Law & Hsu (2005), among the many variables used, there
are also the following dimensions suitable for digital developments: reservation information,
access information, information about the services provided, the hotel transportation map, hotel
services photographs, hotel promotion, promotions, web tours such as virtual tours. have revealed
the dimensions of the site. Web 3.0 concept of accelerated human-mobile interaction with the
advent of the agenda and the concept of the web as a result reached is a very different dimension.
Sensitive designs have come to the fore in web sites and with the emergence of new web
technologies, mobile compatible designs have come to the fore as software. In this context, web
designs have come to the fore as responsive designs. Many features such as language options,
design, site map, search button and easy accessibility are significant in terms of the place of
corporate websites in digital transformation (Goodman, 2013; Budiu, 2015; Harris, 2015).
Images, Videos and 3D or Augmented Reality View of Virtual Tour (Visual Digitality)
One of the digital items on hotel web pages is the pictures and videos on the web pages. In this
sense, these criteria, which are very important in terms of digitizing the visuality, should be used
gradually in order not to create confusion on the page. Frank (2003) stated in his study that too
much information on the main page would cause confusion and confuse the site, and also
emphasized that excessive sound and animation should not be used. Augmented reality: to create
the physical and real-world environment and to provide the appearance of a new perception
environment by producing video, sound, graphic or GPS data by computer and increasing with
emotional input (Öztuna, 2017). Augmented reality aims to enrich the real world with virtual data.
In this context, it offers three-dimensional virtual environments where the real world is modeled
(Somyürek, 2014). Augmented reality applications were first formed with wearable devices,
simulators, and head-mounted imagers. There are many areas of use such as mobile applications,
smart glasses, holograms, and tourism is also included in these areas of use (Altınpulluk & Kesim,
2015). In addition to the areas of use of augmented reality technologies in tourism, there are areas
that affect many tourism areas such as art, marketing and advertising, entertainment, museums and
health (İçten & Bal, 2017). Some features such as the 3D view of hotel rooms and virtual tour on
the websites have been added to the sites recently.
Search Engine Optimization (SEO)
Search Engine Optimization (SEO) is another major tool that hotel businesses that want to make
their websites more visible is search engine advertising. Green (2000) defined SEO: A database
that contains massive amounts of data about websites. In this sense, search engines are the primary
search tools and search engine advertising, which is defined as the process of positioning small
ads that appear on search engine results pages, makes web pages accessible to potential customers
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when users click on the keywords that businesses buy from search engines with a special payment
(Spink & Xu, 2000; Arslan, 2013).
COVID-19 Information
Service quality is the most important factor in online shopping as activities such as making
purchases (Zeithaml et al., 2002; Ahn et al., 2007) making reservations and purchasing over the
internet do not require face-to-face contact, and a direct sales transaction through the hotels’ own
websites is of critical importance in digital marketing dimensions. Due to the Covid-19 pandemic
outbreak, it is critical that the hygiene points, which play an important role, will continue to be
valid in the coming years and in this sense, this information should also be included on the
websites. Issues such as information in terms of physical location, being open during the pandemic
process, and hygiene services have also emerged as areas that should be specified on the websites.
In addition to the dimensions of Boisvert and Caron (2006), such as secure login, security
certificate and secure payment, issues such as current hygiene certificates and accreditations have
become the details that customers want to see on the websites.
Method
The relevant literature is examined, it has been determined that although there are articles
evaluating the websites of hotel businesses in accordance with the new digital transformation, the
articles in the sense of digital marketing of websites are not sufficiently examined. It reveals the
importance of the study in terms of examining the development of accommodation businesses,
which constitute the most important part of the tourism industries and contributing to the literature.
Cox and Dale (2002), emphasized in this regard that the main responsibility of e-sellers should
ensure consumer safety and privacy in order to create trust in website users’ purchases. It is one of
the significant tools as a corporate website marketing tool, but it is very important to adapt it to
online platforms and to create a consumer-oriented web platform in order to use it effectively (Gao
& Bai, 2013). Design takes the first place in the website evaluation criteria; customer service,
security-confidentiality, informing, ease of accessing the site, personalization of the site and
enjoyment of the site come after (Chakraborty et al., 2003). While creating the components and
tables; literature review, Chakraborty et al. (2003), Law and Hsu (2005), Bayram and Yaylı (2009),
Cox and Dale (2002), Baloğlu and Pekcan (2006), Yılmaz (2017), Ghandour et al. (2008) were
taken as a source. In the study, besides the research dimensions in the literature, new web
technologies dimensions are added and corporate websites that can be a tool for digital
transformation are discussed. The existing features were scored by content analysis, and the digital
criteria of 20 hotel businesses were determined and interpretations were made. The websites were
analyzed according to the sub-dimensions of the dimensions and a comparative analysis was made
with the literature and the web developer’s 2 expert opinions in the basic three main digital
dimensions framework. Within the framework of the main objective, answers are sought for the
following questions that constitute various dimensions of the subject:
1. Do hotel businesses in the Sultanahmet region (İstanbul/Turkey), one of the most popular
tourist attraction centers in İstanbul, feature new digital tools on corporate websites?
2. Does the content of the corporate websites contain information regarding the use of social
media and security/privacy?
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Following the literature review as a research method, content analyzes were used from qualitative
research methods and scores were made on the dimensions. In this sense, the official websites of
the organizations were searched and identified through the Google search engine. It is among the
limitations of the study that the top 20 hotels in the Google score ranking were taken. Due to the
combination of small and medium-sized and big hotels in İstanbul/Turkey, particularly in the
Sultanahmet region, the sample was based on meeting the criteria in terms of comparison.
Sample
It is the objective of this paper to analyze and compare the information and content on the websites
of the hotels operating in the Sultanahmet region of İstanbul which is one of the most visited
touristic regions in İstanbul and to offer solutions by creating a digitalization roadmap for websites
that are one of the most important contact points and having the highest score in the Google
ranking. In this context, the first 20 hotels were taken as the sample in the Google ranking and in
the Sultanahmet Region/İstanbul search criteria were selected as the sample by activating the
highest scoring criterion in the Google algorithm by searching the Google search engine as
Sultanahmet hotels. The reason for the determination of the Sultanahmet region as the sample
selection is that it is one of the regions hosting small-medium sized and large hotel businesses and
receiving the highest number of visitors / tourists.
Findings
In the research, together with the content analysis, the basic dimension criteria were examined,
and the number 1 was determined if there were existing features and 0 if there were no existing
features. Multiple options (such as foreign languages) are numbered. (For example, if the language
option is three, it is 3). The analyzes were carried out by coding the Hotels as H1, H2, H3 etc.
Table 1. The Star Categories of the Hotels
Hotel
H1
H2
H3
H4
H5
H6
H7
H8
H9
H10
H11
H12
H13
H14
H15
H16
H17
H18
H19
H20

Star
5
4
3
4
5
4
3
4
4
3
4
4
3
4
5
3
2
3
4
4

Sample 3 out of 20 hotels; 5 star hotels, 10 of them; 4 star hotel, 6 of them; 3 star hotel and 1 of
them; 2 star hotel. In this context, the number of small and medium-sized hotels and big hotels will
provide an adequate criterion for comparative analysis.
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Table 2. Digital Components of Social Media Accounts and Security
Facebook
Hotel
H1
H2
H3
H4
H5
H6
H7
H8
H9
H10
H11
H12
H13
H14
H15
H16
H17
H18
H19
H20
Total

1
1
1
0
0
1
1
1
0
1
1
0
0
1
0
1
1
1
1
1
14/20

Instagram
1
1
0
0
0
1
1
1
0
1
1
0
0
1
1
1
0
1
1
1
13/20

Twitter
1
0
0
0
0
1
1
1
0
1
0
0
0
1
0
1
1
1
1
1
11/20

YouTube

WhatsApp
Button

1
0
0
0
0
0
0
1
0
0
0
0
0
0
0
0
0
0
0
0
2/20

0
0
1
0
0
1
1
0
1
0
1
0
0
0
0
0
0
0
0
0
5/20

Foursquare
0
0
0
0
0
0
0
0
0
0
0
0
0
0
0
1
0
0
0
0
1/20

Security/Privacy
Policies
1
0
0
0
1
0
1
1
1
0
0
1
0
1
1
0
1
0
1
1
11/20

Table 2 is analyzed, the dimensions of:
•
•
•
•
•
•
•

Facebook
Instagram
Twitter
YouTube
WhatsApp Button
Foursquare
Security / Privacy Policies

The popularity of Facebook and Instagram quick access buttons on the hotels’ corporate website
in general has been determined. Mostly 3- and 4-star hotel businesses have more places on
corporate websites in these contents, which are determined as the most used social media accounts.
WhatsApp button has added only 5 hotel businesses to their website designs as a fast button. In
this sense, it is possible to say that live support is very little in site access in general. At the same
time, only 1 hotel business uses a Foursquare account and provides a website link. Only 2 hotel
businesses were identified in terms of using YouTube social media accounts and being featured
on the site. Privacy principles are found on sites with a rate of 50 percent, and it is a website feature
that must be increased. It has been determined that small and medium-sized hotel businesses are
more active in adding their social media accounts to the site. Although there are social media
access buttons, there are 4 hotel businesses that do not have a direction when clicked; so, this
content of the hotels’ corporate website components must be filled in.
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Table 3. Digital Components of Design
Hotel

H1
H2
H3
H4
H5
H6
H7
H8
H9
H10
H11
H12
H13
H14
H15
H16
H17
H18
H19
H20
Total

Language
Option and
Quantity

Address
and
Contact
Information

Animated or
Musical
Opening

1 (3)
0
0
0
1 (2)
1 (2)
0
1 (8)
0
0
0
0
0
1 (2)
1 (2)
0
0
0
1 (7)
1 (4)
8/20

1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
20/20

1
0
0
0
0
0
0
0
0
0
0
0
0
0
0
0
0
0
0
0
1/20

3DVirtual
Tour
0
0
0
0
0
1
0
0
0
0
0
0
0
0
0
0
0
1
0
0
2/20

Hotel and
Room
Images
1
1
1
1
1
1
1
1
1
1
1
0
0
1
1
1
1
1
1
1
18/20

Hotel
Promotional
Video
1
0
1
0
0
0
0
0
0
0
0
0
0
0
0
0
0
1
0
0
3/20

Mobile
Compatibility
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
20/20

FAQ

0
1
0
0
0
0
0
1
0
0
0
0
0
1
0
0
0
0
0
0
3/20

Table 3 is analyzed, the digital elements of:
•
•
•
•
•
•
•
•

Language
Address and Contact Information
Animated or Musical Opening
3D-Virtual Tour
Hotel and Room Images
Hotel Promotional Video
Mobile Compatibility
FAQ (Frequently Asked Questions)

In the language option item, it has been determined that small hotels, where 4- and 5-star hotels
offer more options, are inadequate in this regard. From this point of view, it will be an important
component that is missing for customers who want to reach directly through the website. The most
preferred language options are English, Russian, and German. Considering the international tourist
flow in this region, the sites are insufficient as a language option. All businesses included their
address information and digitally added a map. Virtual tours can be a decisive criterion for the
target customers, the ability to show rooms or parts of the hotel. Only 2 hotel businesses offer the
3D-Virtual tour component. Visuality has become a major factor in digital tools. There is only 1
hotel business that uses visual and musical animated opening along with virtual tours.
Activities carried out via mobile devices are much easier and more effective, and users often prefer
their mobile devices. Mobile compatibility is crucial in digital transformation and 20 hotel business
websites are mobile-friendly. The FAQ (Frequently Asked Questions) component is only available
on 3 hotel business’ web pages.
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Table 4. Digital Components of Content
Hotel

Online
Reservation

Online
Payment

Online
Prices

Promotions

Online
Support

Other Links
(Airline,
Destination,
Rent a Car etc.)

Covid-19
Information,
Certificates

Search
Button

H1
H2
H3
H4
H5
H6
H7
H8
H9
H10
H11
H12
H13
H14
H15
H16
H17
H18
H19
H20
Total

1
1
1
0
1
0
1
1
1
1
1
1
1
1
1
1
0
1
1
1
17/20

1
1
0
0
1
0
0
1
1
1
1
1
0
1
1
1
0
1
1
1
14/20

1
1
0
0
1
0
0
1
1
1
1
1
0
1
1
1
0
1
1
1
14/20

0
0
0
0
0
1
0
1
0
1
1
0
0
0
0
1
0
0
1
1
7/20

0
0
0
0
0
1
1
0
1
0
1
0
0
1
0
0
0
0
1
1
7/20

0
0
0
0
0
0
0
0
0
0
0
0
0
0
0
0
0
0
0
0
0/20

1
0
0
0
1
0
0
1
0
1
0
0
0
1
1
0
0
1
0
1
8/20

0
0
0
0
0
1
0
0
0
0
0
0
0
0
0
0
0
0
0
1
2/20

Table 4 is analyzed, the digital elements of:
•
•
•
•
•
•
•
•

Online Reservation
Online Payment
Online Prices
Promotions
Online Support
Other Links (Airline, Destination, Rent a Car etc.)
Covid-19 Information, Certificates
Search Button

Along with being accessible on a website, online activities that customers can perform on the site
are the most important components. While providing digital marketing, it is significant to have the
content that can be sold at the same time on corporate websites. In this context, even though 80
percent of the sites recognize the opportunity of online booking, it is possible to redirect to other
sites. The role of intermediary sites is great, but a purchase made directly on the hotel’s website
will be much more profitable and effective for the consumer and the hotel. It is an important
component that customers can get online support while browsing the site. Only 7 hotel businesses
provide this facility.
Covid 19 notifications have also been an important factor affecting the purchasing preferences of
consumers. In this regard, 7 out of 20 hotel businesses offer this information and 3 sites are notified
when the site is first opened. In this sense, it is important to be easily accessible. In order to easily
search the site, only one hotel business (4 star) has added the option to search on the site. Easy to
use is prominent to make the site user-friendly, the search button in a website is among the
elements that help this. This dimension, which is a factor in terms of accessibility, has been found
to be on the sites of only 2 hotel businesses out of 20 hotels.
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Discussion and Research Implications
The data encoded in Table 2, Table 3 and Table 4 are designed to explain the relevant design
features of corporate website usage and digital elements, as well as website capabilities such as
social media, data security and privacy, accessibility, which are parts of digital transformation.
Both the effective use of corporate websites and the ability of customers to perform many
transactions through these channels without an intermediary were examined. As a result of the
qualitative data set, the aim of the study is to reveal the basic deficiencies in the websites of the
hotels in keeping up with the digital transformation and to present an effective website design draft
that includes digital elements in order to guide the hotels in the high score ranking in this sense.
Hotel businesses that develop these features will be able to make their direct marketing and sales
by using corporate websites. As a result of comparative analysis, the contents of websites of many
sizes, including web information on pandemic process and certifications, were discussed. In this
regard, it has been investigated whether the websites have some basic and important criteria in the
direction of consumer expectation, and the benefits of the corporate website have been revealed
by activities such as SEO instead of intermediary companies. Among the main results of the study,
it has been determined that the tendency to social media channels has increased and especially 3star and 4-star hotel businesses use these accesses on websites. There are many studies on the
content of websites, but more studies are needed to understand the nature of these systems and to
increase customer communications through this channel within the framework of digital
transformation.
Conclusions
It adopts two way communication in relations with customers in tourism businesses. One of the
most basic tools in this matter is the website. It is important that the website is up-to-date and that
it is known to consumers. In this regard, the main channel for hotel businesses to communicate
without intermediaries is corporate websites. In this regard, they need to give importance to
dynamism and keep up with digital transformation in order to use websites as a marketing tool.
Eliminating the errors on the website, designing the interface according to the user experience,
ensures customer satisfaction as well as providing direct access to the hotel, thus providing easy
access to information for customers. It is the use of the internet as a customer relationship.
Nowadays social media tools come to the fore. There are also entrepreneurs who make frequent
sales through social media sites. With an effective social media management, hotel businesses will
be able to become more visible in the digital world (web, semantic web-web 3.0, search engines
etc.). In addition, corporate customers must allow them to make on-line payments. It is an
important issue to be able to easily reserve rooms that are sold online. Considering that marketing
activities conducted over the Internet reduce transaction costs, it will be possible to achieve
significant savings / gains. In this regard, small and medium-sized hotel businesses need to develop
themselves in particular and all hotel businesses must provide an easy purchasing platform to their
customers by fixing security. In order to provide strong customer relationships and make corporate
websites more usable, hotel businesses should pay attention to the following:
•
•
•
•

Effective reservation-sales transactions must be feasible,
Ease of use is an important issue,
There should be buttons and connections suitable for smart phones,
Mobile site integration should be provided,
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•
•
•
•

Language options should be increased, especially in small and medium-sized hotels,
Realistic photographs should be used and customer web experiences should be increased
by adding digital 3D tours,
Prices must be instant and up-to-date,
There should be more detailed options for instant notifications and promotions.

The results obtained from the research revealed that the vast majority of the top 20 hotels that were
selected according to the highest score ranking in the Google search engine did not fully equip
their websites in terms of the sum of the general criteria. In particular, it has been determined that
components such as virtual tours and systems providing instant communication among new web
technologies are used less. A few of the small and medium-sized hotel businesses have been found
to have almost no features on their websites. It is among the important outcomes of the study that
all hotel businesses have designed their websites to be mobile compatible. The evaluation of the
web sites of 20 hotel businesses is among the limitations of the study, and only the city of İstanbul
and the Sultanahmet Region were selected as a sample. Adding digital elements to the design
dimension of websites and keeping accessible areas on corporate websites strong in terms of online
support are also among the suggestions in the study. The system security and privacy of users is a
frequently mentioned issue in web content criteria, but in the example examined, it was determined
as a dimension that is not included in many corporate websites. While virtual tours and augmented
reality elements are frequently encountered in digital transformation, especially in studies related
to museums, there are no detailed examples for this dimension in hotel businesses. The design
criteria of websites, online support, personalization and increasing the number of online
transactions within the scope of security are among the main results of the study.
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Abstract
Casino tourism is a type of special interest tourism that is a tourist tour offered to casino visitors,
inspired by the desire to have fun and gain experiences and a sector has billions of dollars turnover
around the world. This study evaluates the intellectual structure of casino tourism by analyzing
articles on casino tourism with bibliometrics. Science mapping technique, is one of bibliometric
analysis methods and has different stages such as data acquisition, preprocessing, net extraction,
normalization, mapping, analysis and visualization, was used. To achieve this aim, 31 articles with
casino tourism from Scopus database were chosen and analyzed. The results reveal that the time
of first article was published, the most productive and cited journals, the most productive authors
and affiliations, the most frequently used keywords, the most collaborative countries in publishing
articles on casino tourism. Also, the number of publication clusters according to co-citation
network analysis was revealed. The results of the study could be useful for tourism researchers to
understand the main lines of the casino tourism and what the trends are, by presenting a panoramic
view of the articles written in the field from a broad perspective.
Keywords: science mapping technique, bibliometric analysis, casino tourism, scopus
Introduction
In bibliometric research reveals the current situation and development course of a science field or
sub- discipline, its trend, the contribution made to that field or discipline. One of these disciplines
is tourism. In order to show the maturity level of tourism, bibliometric studies have been carried
out in the field of tourism to determine the intellectual structure, academic basis, field of
knowledge or social structure of the area and to array the most productive academics, institutions
and publications (Koseoglu et al., 2016). Different references like thesis (Bao, 2002), journals
(Benckendorff & Zehrer, 2013) and papers (Durán-Sánchez et al., 2016) could be used for
bibliometric analysis. In this study, international articles written on casino tourism and searched
in Scopus database has been discussed with bibliometric analysis. Casino tourism is a type of
special interest tourism that is a tourist tour offered to casino visitors, inspired by the desire to have
fun and gain experiences (Bulatovi´c et al. 2017) and a sector has billions of dollars turnover
around the world. There are some previous bibliometric studies of gambling research (Baxter et
al., 2019; Eber & Shaffer, 2000; Moon et al., 2017; Shaffer et al., 2006). However, there is not
much study conducted to show scientific evolving of casino tourism mainly. So, this study
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purposes to reveal the intellectual structure of casino tourism by bibliometric analysis of articles
searched in Scopus database. For the aim of study, the research questions below were tried to reply:
1. How is the distribution of the publication numbers of the articles published on casino
tourism by years?
2. How is the single and multiple author distribution of the articles published on casino
tourism?
3. Which journals are the most productive on casino tourism?
4. Which journals are the most cited on casino tourism?
5. How often is the use of keywords in articles on casino tourism?
6. Who are the most productive authors on casino tourism?
7. How are the references used in the articles on casino tourism related to each other?
8. Which universities are the most productive on casino tourism?
9. How is the cooperation between the countries where the authors on casino tourism are
located?
Literature Review
Casino Tourism
Casino is a public building or room where people play gambling games for money (Oxford
Dictionary, 2020). Gambling could be described as any activity (for example, a game of chance or
skill) where a valuable item is put at risk in an attempt to achieve something more valuable.
(NYCPG, 2021). Casino tourism is a type of special interest tourism and it is growing potently
year by year. It could be defined as a tour of the tourists inspired by their desire to entertain and
gain experiences offered to casino visitors (Bulatovi´c et al. 2017). The casino gaming sector has
witnessed rapid growth worldwide in the past three decades (Wan, Li & Kong, 2011).
Internationally, the casino industry market is about 495 billion US dollars in 2019 (Calvinayre,
2021). According to the latest estimates, the market size of the global casinos and online gambling
industry totaled $ 227 billion by mid-2020. However, the real-venue casino industry is still facing
challenges due to the rise of online gambling sites and the coronavirus (COVID-19) outbreak that
has caused many casinos to close their doors (Statista, 2021). The United States of America and
Macau are recognized as leading destinations for casino tourism. The gross annual revenue of the
casino industry in Las Vegas is $ 43.6 billion, while Macao’s gross revenue is $ 36.7 billion. The
most famous and successful casino companies in the US are Las Vegas Sands (US $ 13.74 billion
in annual gross revenue) and MGM Resorts (US $ 12.9 billion) (Statista, 2021). Some of other
casino gambling destinations around the world are Monte Carlo /Monaco, Salzburg/ Austria,
Nassau/ Bahamas, London/United Kingdom, Marina Bay / Singapore, Australia, New Zealand,
South Korea, Cambodia, Myanmar, the Philippines. Casinos are important travel attractions, but
they are often overshadowed by hardcore gambling behaviors (Wong & Rosenbaum, 2012).
Coulter et al. (2013) state that gambling is an economic activity and isolating social effects from
broad economic effects could be problematic. According to Richard (2010) casinos are generally
the biggest employers in many areas; they pay higher tax rates than many companies and bring
thousands of tourists to areas that may not otherwise attract the tourist population. Coulter et al.
(2013) explain the positive and negative effects of gambling. For them, gambling is a lucrative
activity that is both a benefit and a curse for a community. The positive effects consist of increased
tax revenues, which theoretically translate into more dollars for education, housing and healthcare,
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and higher salaries for local residents. The negative effects consist of moral concerns as well as
various social costs, including crime and gambling addictions. Park et al. (2002) revealed the
profiles of gamblers in their study. They segmented casino gamblers by four different gambling
typology clusters titled Low gambling involvement group, High centrality gambling involvement
group, High enjoyment gambling involvement group and High self-expression gambling
involvement group. People in the first cluster, low gambling involvement group, are not too
interested in gambling activities. Individuals in the second cluster, High centrality gambling
involvement group, see casino gambling as a highly central activity in their lives. People of the
third cluster, High enjoyment gambling involvement group, enjoy participating in casino gambling
activities. Individuals of the fourth cluster, highly self-expression gambling involvement group,
see the casino gambling activity as a means of expressing and being themselves.
Bibliometrics
The term of bibliometrics was first used in the article titled Statistical bibliography or bibliometrics
of Alan Pritchart in 1969. Pritchard (1969:348) defines bibliometrics as the application of
statistical and mathematical methods to books and other communication media. These mainly
include books, monographs, reports, theses, articles in periodicals and today also e-books and ejournals and - in the broadest sense - the WEB (Glänzel, 2003). Bibliometrics, which is a
quantitative analysis method in general terms, articles published in journals and citations are
analyzed statistically (Godin, 2006; De Nicola, 2009). Kasemodel et al. (2016) indicated that the
bibliometric study methodology has proven useful in measuring the literature and evaluating
emerging concepts (hot topics) and allows one to find trends regardless of interest. With this in
mind, bibliometric studies have wide potential future applications for different and new questions.
In addition, this method is an effective method in terms of identifying previous studies from
bibliographic databases, determining their structures, revealing their quantitative information and
theoretical foundations (Omerzel, 2016). According to McBurney & Novak (2002) bibliometry
could be descriptive, such as looking at how many articles an organization has published, or
evaluative, such as using citation analysis to look at how those articles affect subsequent research
by others. Benckendorff & Zehrer (2013) observe that the various techniques in bibliometrics can
be categorized as either evaluative or relational. Evaluation techniques often evaluate the impact
of scientific work to compare the performance or scientific contributions of two or more
individuals or groups. Relational techniques, on the other hand, explore the relationships between
published studies, taking into account their citations, authors, author relationships and keywords
in order to make co-occurrence analyzes (Koseoglu et al., 2016). A field or a discipline could be
examined in dept in bibliometric researches conducted within the frame of different parameters
like number of publications of the studies in the relevant field by years; authors, journals,
institutions, countries that contributed most to the field; the most frequently used keywords in the
studies, the citation analysis for the references and the association analysis, so that new ideas are
presented to the researchers who will work on that field in the future. The bibliometric analysis is
considered to be a very important method for the development of the tourism industry due to the
development of tourism-related research areas, which are increasingly important in tourism. With
this method, the performance of tourism-oriented research, its contribution to science and the
sector, information collection and accordingly, it provides an opportunity to make future-oriented
evaluations and develop strategies (Hall, 2011). One of the issues of bibliometric studies is
tourism. Koseoglu et al. (2016) indicate that as seen in other disciplines, since tourism studies were
deemed fragmented, dispersed and / or eclectic, there have been ongoing attempts to debate
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whether tourism in tourism is a scientific discipline, field of study or specialty. Different references
like thesis, journals, papers and proceedings on tourism could be used for bibliometric analysis.
For instance, Bao (2002) examined tourism geography as the subject of doctoral thesis in China
between 1989-2000. Benckendorff & Zehrer (2013) studied the scientific journals related to
tourism in Scopus. Durán-Sánchez et al. (2016) carried out a bibliometric analysis of 166 articles
published on wine tourism. In this study, a bibliometric analysis of international articles written
on casino tourism in the Scopus database has been carried out.
Methods
The purpose of this study is to reveal the intellectual structure of the articles on casino tourism.
For this purpose, international articles on casino tourism scanned in Scopus database between
1996-2021 (February) were analyzed with science mapping technique which is one of bibliometric
methods using R-Studio software. Science mapping technique is a kind of bibliometric analysis
which has different stages such as data acquisition, preprocessing, net extraction, normalization,
mapping, analysis and visualization. At the end of this process, the analyst must interpret the results
and derive some results from them (Cobo et al., 2011). Data of the study consist of 31 documents
(articles) obtained by searching Scopus database. While documents were being searched,
parameter TITLE-ABS-KEY ( casino tourism ) AND ( LIMIT-TO (DOCTYPE , ar ) was used.
Thus, a total of 31 articles were reached by filtering the articles with casino tourism in the titles,
abstracts and keywords. In addition to descriptive data analyzes, co-citation analyzes were
implemented to data. Bibliometrix R-package (RStudio software) bibliometrix library and
Biblioshiny were used in the implementation of the aforementioned analyzes.
Findings
In Table 1, it is seen that there have been 31 articles on casino tourism published for 25 years
(between 1996-2021) in 28 different journals by 47 authors. Moreover, while rate of average
citations per documents is 11,13, average citations per year per documents is 1,272. Besides, as
rate of authors per document are 1,52; rate of documents per author is 0,66. The number of articles
with multiple authors (n = 40) is considerably higher than the number of publications with a single
author (n = 7).
Table 1. Main Information About Data: Timaspan 1996-2021
Description
Sources (Journals)
Documents
Author’s Keywords
Average citations per documents
Average citations per year per doc
Authors
Authors of single-authored documents
Authors of multi-authored documents
Documents per Author
Authors per Document

Results
28
31
103
11,13
1,272
47
7
40
0,66
1,52

Although there is no year limit in the search results, it is understood that the first publication with
the concept of casino tourism entered the literature in 1996 (n = 1). The second article was

343

University of South Florida (USF) M3 Publishing

published 5 years later in 2001 (n = 1). The highest number of publications on casino tourism were
published in 2014 and 2020 (n = 4) (Figure 1).
Figure 1. Annual Scientific Production of Articles

Figure 2 shows the top 20 journals that publish the most articles on casino tourism. As seen in
Figure 2, Journal of Convention and Event Tourism, Journal of Sustainable and Tourism
Management are the most productive journals published 2 articles. Each of other 25 journals
published only 1 article on casino tourism.
Figure 2. Most Productive Journals on Casino Tourism

Figure 3 shows the top 20 journals have the most citation on casino tourism. The most cited journal
on casino tourism is Journal of Travel Research (n=74). The second one is Tourism Management
(n=72) and the third journal, has most citation on casino tourism, is Annals of Tourism Research
(n=50). Then, the other most cited journals are respectively Journal of Gambling Studies (n=26),
International Journal of Hospitality Management (n=17), Unlv Gaming Research and Review
Journal (n=15), International Journal of Tourism Research (n=13), Journal of Gambling Business
and Economics (n=13). Journal of Sustainable Tourism (n=13), International Gambling
Studies(n=12), Journal of Convention and Event Tourism (n=12).
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Figure 3. Most Cited Journals on Casino Tourism

Figure 4. Number of Keywords Used in Articles Themed Casino Tourism
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Figure 4 shows the most frequently used keywords in articles themed casino tourism. When the
figure is viewed, it can be seen that, keywords used most frequently are casino tourism (10 times)
and macao (6 times). Then casino (4 times), casinos (3 times), tourism (3 times), economic
inequality (twice), casino tourism development (twice), housing bubbles (twice), impacts (twice),
social costs (twice) are other most used keywords.
Figure 5 shows the top 20 authors that publish the most articles on casino tourism. As seen in
Figure 5, Gu, X is the most productive author has 9 articles. Respectively, Li, G. and Mccartney,
G. are other most productive authors have 5 articles. Tam, PS. has 4; Lei, CK. has 3; Chan, X. and
Zhaoq, Q. have 2 articles. The other 40 authors have only one article on casino tourism.
Figure 5. Most Productive Authors on Casino Tourism

Figure 6 shows co-citation network of articles themed casino tourism. In co-citation network
analysis, whether two documents (eg article) appear together in other documents are checked.
According to the frequency of the mentioned documents in other documents, the nodes in the
citation network also grow and get closer to each other (Atabay et al., 2019). It is seen that the
important articles on the network are clustered in green, blue, turquoise and brown colors. It can
be stated that the articles represented by the same color and close nodes are seen together more
frequently in the bibliography of other documents. For instance, the paper Anderson j.e. 2005 of
publications in blue cluster is the most common with Liu x.m. 2011, Eadington w.r. 1999-2 in
green cluster is the most common with Matlack j.l. 2008, Pizzam a. 1985 is the most common with
Long p.t 1996 in other documents.
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Figure 6. Co-Citation Network of Articles Themed Casino Tourism

Figure 7. The Most Productive Schools on Casino Tourism
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As seen in Figure 7, University of Macau, has 17 articles, is the most productive affiliation on
publishing articles themed casino tourism. Then Institute for tourism Studies is the second one
with 3 articles. The all-other affiliations have only 1 article.
Figure 8 shows the international collaboration emerged in the preparation of articles on casino
tourism. According to figure, the most collaborationist country is Korea. She has totally 2
collaborations with Hong Kong and Singapore. Moreover, China has 1 collaboration with USA,
Slovenia has 1 collaboration with Montenegro, Hong Kong has 1 collaboration with Singapore,
and Turkey has 1 collaboration with United Kingdom.
Figure 8. Collaboration Network Between Countries in Casino Tourism Articles

Conclusions
Casino tourism is a type of special interest tourism that is a tourist tour offered to casino visitors,
inspired by the desire to have fun and gain experiences and a sector has billions of dollars turnover
around the world. In this research, it is aimed to reveal the trend and development of the articles
on casino tourism indexed in the Scopus database for the last 25 years (1996-2021). The
intellectual structure of casino tourism field was discussed by science mapping technique which is
one of bibliometric analysis methods. Considering the prominent findings as a result of
bibliometric analysis using various parameters, it’s seen that the first article about casino tourism
was published in 1996. There are totally 31 articles written by 47 authors in 28 journals searched
in Scopus database. The number of articles with multiple authors (n = 40) is considerably higher
than the number of publications with a single author (n = 7). The most productive journals are
Journal of Convention and Event Tourism, Journal of Sustainable and Tourism Management,
author is Xinhua Gu, has 9 articles and affiliation is University of Macau. The most cited journal
is Journal of Travel Research. The most frequently used keywords in articles themed casino
tourism are casino tourism and Macao. According to the co-citation network analysis, 4 different
clusters of the publications that were referred to as reference in other studies, were formed. In
terms of collaboration between countries in the emergence of articles on casino tourism, it has
been determined that Korea has most collaboration with other countries. Turkey has only 1
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collaboration with United Kingdom. This study is limited to only articles on casino tourism in the
Scopus database, and bibliometric analyzes can be made in different databases and not only for
articles but also for other scientific publications such as books and papers in further research on
this issue.
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Review of Youth’s Leisure Activities and
Their Reasons to Participate According to
Socio-Demographic Variables
Tuba Türkmendağ
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Abstract
In this study, it was aimed to determine the levels and reasons of university students studying
tourism to participate in leisure activities, and to examine them in terms of socio-demographic
variables. The sample consists of students who study at Atatürk University Tourism Faculty. In
this research; data were obtained by convenience sampling method, quantitative research method
was used, and frequency analysis, gap analysis and correlation analysis were performed through
SPSS. The findings of the study show that the participants’ levels and reasons for participation in
leisure activities differ according to gender, education time and class. In addition, it was
determined that the most leisure activities they participated were listening to music, surfing the
internet and walking. Finally, it was concluded that the participation in active leisure activities was
related to the interest and appeal, the desire to get rid of monotony, to acquire and use new skills
and to enter a new environment. In the research, it is important to examine the participation levels
of young people in leisure activities and the reasons for their tendency not only because leisure
activities are important for their own health and development, but also affect the society they live
in.
Keywords: leisure time, tourism students, participation in leisure activities, quantitave method
Introduction
The leisure phenomenon, one of the most valuable concepts that today’s technology brings to
societies and individuals, and its evaluation are becoming increasingly important and accepted as
one of the criteria of development (Öçalan et al., 2013). The concept of leisure constitutes a
structural feature of the modern industrial society (Eruzun &Türkmen, 2018). Conscious
utilization of leisure can be considered as a holistic effort that will yield positive results (Demirel
& Harmandar, 2009). Advances in technology have changed the nature of leisure activities, and
the leisure activities commonly performed by young people have become more passive and
individualistic in nature (Hamid et al., 2016). Today, the intensive use of devices such as
smartphones and tablets, especially by young people, negatively affects the healthy lifestyle by
taking away the quality time that young people can use to actively participate in leisure activities
(Sidi & Radzi, 2017). For the young people receiving university education, using their time
efficiently and providing a physical, spiritual and socio-cultural development is as important as
their mental development (Özdilek et al., 2007; Bahar, 2008). University education is the most
important period which the forms of behavior are formed and continue for years. For these reason,
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leisure activities should be included as a part of academic education throughout university
education, and students should perceive the importance of leisure time activities in their lives
(Ardahan & Yerlisu Lapa, 2010; Balcı & İlhan, 2006).
The leisure time of young people who receive university education can be considered as their
remaining time from lessons, studying for exams, homework projects and exams. In addition, since
people in the young age group do not yet have to take on a family responsibility and do not work
in a regular job, they are thought to have more leisure time and more energy to participate in leisure
activities. Tercan Kaas et al. (2019) state that perceived freedom is also a decisive criterion for
leisure. On the other hand, while rise in the income level increases the participation in activities
that require spending money (Müderrisoğlu & Uzun, 2004), the leisure activities of the young
people may be limited due to their limited income (Binbaşıoğlu & Tuna, 2014).
In addition to the effects of technology on the participation of young people in leisure activities,
their demographic characteristics and their perception of freedom on their leisure choices; it is
thought that being physically and mentally healthy is important for the young people as they are
representatives of the future. In the study, it is aimed to determine the leisure activities which the
university students participate in, and to examine them in terms of gender, age, department and
program variables. In addition, it is aimed to determine the relationship between students’ level of
participation and reasons in leisure activities.
Literature Review
Within the literature review of the research, the titles of Leisure/free time, leisure (recreation)
activities, reasons for participation in leisure activities and related studies and hypothesis
development are included.
Leisure/Free Time
The common feature for all objective definitions of leisure/free time is the element of time. The
values used for time may be in the form of a year, a month, a week or a day; and even a lifetime
(Voss, 1967). The inability to store, sell, borrow, speed up or slow down the time makes it
invaluable. With these features, every hour, minute, second reaches from the future to the present
and blends into the past. Therefore, the process of intelligently organizing and planning time is a
critical issue (Gajewska & Piskrzyńska, 2017).
When examinig the literature, it is remarkable that the concepts of leisure and and free time are
frequently used interchangeably. In some studies, it can be stated that the concept of recreation is
also used in the same sense as these concepts, so there is a confusion arising from the intertwining
of these concepts. Although these concepts have different meanings, it is not possible to consider
them completely separate from each other due to their relationships. In Ancient Greek, the word
skhole is used to mean free/leisure time (Bouwer & Van Leeuwen, 2017). The word Leisure in
English is derived from Licere, which means to allow or to be free in Latin, Loisir meaning leisure
time in French, License and Liberty in English (İbrahim, 1991; Torkildsen, 1993).
Leisure is a period of time that a person can spend as he wishes, without feeling any economic,
legal, moral, social or physiological obligation. Here, one is free to choose among alternative uses
of his time (Voss, 1967). The concept of leisure includes actions that take place at a certain time,
https://digitalcommons.usf.edu/m3publishing/vol16/iss9781955833004/1
DOI: 10.5038/9781955833004
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where a definable activity is realized and perceived as a pleasant experience (Ateca-Amestoy et
al., 2016). Leisure includes three basic elements: time, activity and experience. Leisure activities
usually provide satisfying, enjoyable and self-rewarding experiences in individuals, and take place
at optional times (Lobo, 2006). Kelly (1990) defines leisure as a time that includes activities about
the individuals’ relaxation, relief, expanding knowledge and social participation, and using their
creativity freely, apart from liabilities related to work, family and society.
Leisure activities are important for the psychological and physical well-being of young people,
who are the future of society (Müderrisoğlu & Uzun, 2004). Studies have suggested that leisure
time activities contribute to increasing life satisfaction and quality of life (Hartman et al., 2020; ;
Mansfield et al., 2020; Neulinger, 1982) by promoting positive mood, contributing to spiritual
(Akyol & Akkaşoğlu, 2020; Heintzman, 2020) and psychological well-being and positively
affecting health (Bouwer & Van Leeuwen, 2017; Hartman et al., 2020; Paggi et al., 2016), giving
happiness (Demirbaş, 2020; Bouwer & Van Leeuwen, 2017; Liu & Da, 2020) and reducing stress
(Chang et al., 2014; Henchy, 2013; Iwasaki et al., 2014). Leisure activities have also been
associated with physical benefits such as rest, lower hypertension, reduced heart rate, prevention
of osteoporosis and lower risk of obesity (Shinew & Perry, 2005).
Leisure (Recreation) Activities
The terms recreation and leisure are often used interchangeably. However, recreation is used in
the concept of leisure and generally centralises the social aspect. Recreation has the intrinsic
motivation as in the leisure, and activities to be done are freely chosen by the individual (McKay,
2012). Leisure activities that individuals participate in socializing in their spare time are associated
with various elements of successful aging, including well-being and physical health (Paggi et al.,
2016). The activities that people participate in to make use of their leisure are expressed as
recreation (Albayrak, 2012; Cushman & Laidler, 1990).
The first thing that comes to mind in the relationship between recreation and leisure is that
participation in recreational activities is within a period of time. This situation emphasizes the
necessity of leisure for recreation (Kılıç & Şener, 2013). The concept of recreation is separated
from leisure to describe what is done with leisure or in leisure. When it is decided how to spend
the remaining or disposable time, the activity that the person participates in is the chosen activity
(Broadhurst, 2001). Recreation is the spiritual and mental relaxation by leaving aside the ordinary
life through participating in an activity that is suitable for the nature of a human being, which
he/she will enjoy applying and taking part in social life by fraternizing with other people (Gül,
2014). Recreation activities can purify the body, soul and thought by making people feel
relaxation, renewal, change, escape from daily events (Öztürk, 2019).
Recreation is a way to build a world other than what needs to be done to survive. All components
of a healthy personality such as the desire to accept, recognize, and self-realization, blossom forth
in recreation. Recreation gives individuals the chance to explore the world in some way (Meyer et
al. 1969). Recreation represents freedom and provides inner satisfaction, thus it can relieve
individuals from stress and restore social / physical strength. Recreative activities performed with
others can provide social support, reduce stress and enrich the meaning of life (Chang et al., 2014).
Recreation also supports education, speeds up cultural and economic development, increases work
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efficiency and contributes to preventing the establishment of harmful behaviors for society
(Özdilek et al., 2007).
Recreational activities can be categorized in different ways. According to a classification, they are
in the form of structured and unstructured activities. Structured recreational activities are
demanding activities. Unstructured recreational activities are the ones which are fun but do not
require the development of certain competencies or skills (Bartko & Eccles, 2003). Another
classification of leisure activities is made with The Pyramid of High-Yield Leisure. Time
consuming activities are highly productive and less time consuming activities are low productive
activities. The activities which are built by the young people’s own experiences such as singing in
a choir, playing a musical instrument or creating an art project, playing sports, are highly efficient
activities. Low-productive activities include watching hanging out with friends and television
(McKay, 2012). Leisure activities are also classified active or passive (Öztürk, 2019; Süzer, 2000)
according to their qualifications and durations (Bahar, 2008); being as indoor or outdoor leisure
activities, as artistic / social, sportive / physical, recreational, cultural heritage and touristic
recreation; according to the purpose, wishes and tastes of individuals in participating in activities
(Salihoğlu & Türkoğlu, 2016); according to the age and number of participants, the duration of
participation, the environment of the event and the sociological characteristics of participants
(Hacıoğlu et al., 2009).
Within the definition of leisure, active and passive leisure concepts are important. Although
passive leisure can be associated with negative consequences, the benefits from participating in
active leisure activities can have a larger positive effect (McKay, 2012). Active leisure activities
can be defined as reading books, doing sports, engaging in music, doing handicrafts, painting,
attending conferences, attending courses, and taking part in youth groups. Passive leisure activities
can be in the form of going to the cinema / theater, listening to music, watching television, dancing,
wandering around with friends, going to coffee, watching sports events.
Reasons for Participating in Leisure Activities
The benefits from filling in leisure can help reduce stress and expand personal development in
terms of knowledge, skills and social interactions (Hamid et al., 2016). Practitioners and
researchers associate active recreation participation with individual health and well-being, social
capital, society development, and positive contributions to the economy (Riot, 2015). The
utilization of leisure time to be useful and active is important for young people to be
psychologically balanced and develop a solid personality, but it is also effective for the
development of society (Süzer, 2000). Tinsley & Eldredge (1995) showed in their study that
participation in recreational activities met important psychological needs for individuals such as
connection, empowerment, self-expression, self-cultivation and sensitivity. Individuals need
recreation to ensure physical health development, to gain mental health, to socialize, to develop
abilities, to strengthen creativity, to increase work success and work efficiency, to improve
economic movement, and to make the person feel happy. Socially, contributing to social solidarity
and integration and enabling the emergence of a democratic society can be considered among the
reasons for the need for recreation (Arat & Çalımlı, 2017).
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Related Studies and Hypothesis Development
A review of studies regarding the participation of college students in leisure activities shows us
topics about the recreational activities participated by college students, their level of participation
in leisure activities and the obstacles they encounter in participation. In addition, researches focus
on the relationship between recreational activities and happiness, motivation, life satisfaction and
personality traits. Studies in another group examine the results of students based on demographic
variables such as the universities they study at, gender, age, class, income. There is a limited
number of studies in the literature regarding the participation of tourism students in leisure
activities. Some studies regarding the participation of college students in recreational activities are
shown in Table 1.
In this research, it is aimed to specify the activities of tourism students to spend their leisure as
well as their level of participation and reasons to involve in such activities. Besides, participation
in leisure activities is examined in terms of age, gender, income, residence status, tourism faculty
departments and programs. Finally, it is thought that the study will yield valuable results by
determining how students consider themselves in terms of active and passive participation, their
preferences in terms of individuality and inclusion in social groups, the relationship between their
participation in leisure activities and the reasons for participation. In this context, the hypotheses
of the study were created in line with the literature.
Making use of leisure positively can be effective in strengthening social cohesion; it can protect
especially the young population from harmful habits. For this reason, studies related to the leisure
activities of higher education students are considered important because the future of the country
depends on the development of a healthy and qualified university youth having scientific
background (Sabbağ & Aksoy, 2011). The most important reasons for participating in recreational
activities are living the leisure time with pleasure, doing something different, interacting with
friends, gaining new experiences, experiencing success and creative feelings, spending time.
Which of these activities will be preferred depends on the person’s character, gender, education,
opportunities and abilities (Özdilek et al., 2007)? Hudson (2000) states that women are more
restricted in leisure behaviors than men. Accordingly, women more intensely perceive shyness,
self-awareness, and lack of skills and knowledge regarding the availability of opportunities to
participate. Factors affecting students’ participation in recreational activities include gender and
education level, as well as income and age variables (Öztürk, 2019). Making use of leisure is more
important for the individual and society, especially in terms of its effects during the youth period
when the individual gains personal independence and social productivity. In this period; the family
environment, friendship relations, the characteristics of the learning environment and the type of
leisure activities they participate in and the way they participate in these activities are of great
importance for the development of personality (Süzer, 2000). Tekin et al. (2007) stated that the
facilities should be sufficient to organize the desired activities in dormitories and to ensure
participation. They found that the students staying in the dormitories showed differences according
to their gender when participating in recreational activities, that sufficient recreational
environments were not provided, the staff were unconscious and indifferent about recreation, and
the facilities were inadequate.
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Table 1. Research On University Students’ Participation in Recreational Activities*
Author (s)
Bergin, 1992
Ersoy and
Güldemir, 2008
Masrour et al.,
2012
Henchy, 2013

Kılıç & Şener,
2013
Arat & Çalımlı,
2017
Sarol & Çimen,
2017
Sidi & Radzi,
2017
Yusufoğlu, 2017

Tercan Kaas et
al., 2019
Akyüz, 2020
Hartman et al.,
2020
Liu & Da, 2020

Key Findings
It was determined that students who are constantly motivated have more intrinsic intellectual motivation and participate
in more leisure activities, but their success is not higher than other students.
In the study, it was found that students’ friends are effective in using their leisure; and that their ineffectiveness is caused
by time constraints and economic inadequacy. It was found that male students and Gazi University students spare more
time to recreational activities than Selçuk University students.
In the study, it was determined that students have an average of 2,7 hours of leisure time a day. It was found that both
female and male students spend most of their leisure time at dormitory or home firstly, and second in sports-recreation
centers inside or outside the university.
In the research, it was determined that participation in campus recreation affects the decisions of undergraduate and
graduate students to start and continue university. Participation in campus recreation facilities and programs was found
to have positive academic, health and social effects on various aspects of the lives of both undergraduate and graduate
students.
In the research, it was determined that the social facilities of the university are not sufficient and they do not spend time
on campus outside the classroom. It was revealed that university students are happier outside the campus and they think
that there are no areas to spend their leisure in Adıyaman.
The reasons for the students to participate in leisure activities were determined as being happy in life, being in a good
mood in leisure time and feeling free. The reasons for students not to participate in leisure activities is that they do not
have sufficient facilities, equipment, materials and income for such activities.
In the study, it was determined that gender and the frequency of participating in exercise generally have a significant
effect on physical activity and leisure motivation scale scores, and that there is a significant and positive relationship
between age and the Expectations of Others sub-dimension.
In the study, it was found that the main motivation of outdoor recreation participation is the availability to the recreation
area and the need for a healthy life. It was concluded that the natural environment is valuable for reasons such as seeking
new experiences, enjoying nature and self-confidence, and outdoor recreation activities are expected to contribute to
personal development values.
In the research, it was found that the time spent by the students on the smart phone is quite high, that the individual could
not reach the level of expected socialization and that it creates a serious sense of addiction. On the other hand, it was
determined that students actively use social media with smart phones, follow recent news, and quickly access the
essential information.
In the research, a significant relationship was found between the leisure exercise levels of the participants and the
freedom they perceive. It was found that male participants perceive a higher level of freedom than females.
In the study, it was determined that the recreational utility levels of participants differ according to the variables of
perceived family income, active sports status, and class participation in recreational activities.
In the research, it was found that there is a positive relationship between physical leisure activities and the ability to plan
and prioritize physical leisure activities, and a negative relationship between restrictions in recreational facilities, lack of
time and the use of financial strategies.
In the study, it was revealed that the happiest moments of the participants were closely associated with leisure, field of
the leisure and leisure activities.

In this direction, the hypotheses of the research are as follows:
H1: Levels of participation in leisure activities vary according to gender.
H1a: Levels of participation in active leisure activities vary by gender.
H1b: Levels of participation in passive leisure activities vary by gender.
H2: Levels of participation in leisure activities vary according to age.
H2a: Levels of participation in active leisure activities vary by age.
H2b: Levels of participation in passive leisure activities vary according to age.
H3: Levels of participation in leisure activities vary according to income.
H3a: Levels of participation in active leisure activities vary according to income.
H3b: Levels of participation in passive leisure activities vary according to income.
H4: The level of participation in leisure activities varies according to the department they study.
H4a: The level of participation in active leisure activities varies according to the department
they study.
H4b: The level of participation in passive leisure activities varies according to the department
they study.
H5: Levels of participation in leisure activities vary according to the class.
H5a: The level of participation in active leisure activities varies according to the class.
H5b: The level of participation in passive leisure activities varies according to the class.
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H6: Levels of participation in leisure activities vary according to the time of education.
H6a: Levels of participation in active leisure activities vary according to the time of education.
H6b: Levels of participation in passive leisure activities vary according to the time of education.
H7: Levels of participation in leisure activities vary according to residence status.
H7a: Levels of participation in active r leisure activities vary according to residence status.
H7b: Levels of participation in passive leisure activities vary according to residence status.
H8: Levels of participation in leisure activities vary according to their form of participation.
H8a: Levels of participation in active leisure activities vary according to their form of
participation.
H8b: Levels of participation in passive leisure activities vary according to their form of
participation.
H9: Reasons for participating in leisure activities vary according to gender.
H10: Reasons for participating in leisure activities vary according to age.
H11: Reasons for participating in leisure activities vary according to income.
H12: Reasons for participating in leisure activities vary according to the department they study.
H13: Reasons for participating in leisure activities differ according to the class.
H14: Reasons for participating in leisure activities vary according to the time of education.
H15: Reasons for participating in leisure activities vary according to residence status.
H16: Reasons for participating in leisure activities vary according to their form of participation.
H17: There is a significant and positive relationship between their participation in leisure activities and
their perceived reasons for participation.

Method
This research aims to determine the level of participation in recreational activities and the reasons
of students having tourism education, and to examine whether the levels and their reasons of
participation in recreational activities differ according to socio-demographic characteristics. In
addition, the relationship between students’ level of participation in leisure activities and their
reasons is also reviewed. In this direction, quantitative research method was used in the study.
Research Universe and Sample
The population of the research consists of students studying at Atatürk University Faculty of
Tourism in the fall semester of 2019-2020 academic year. On the other side, due to time constraints
and the difficulty in determining the school attendance status of all students; the sample of the
study is represented by the tourism faculty students who were present in faculty at the time the
questionnaire was applied and accepted to participate in the study. The convenience sampling
method, which is one of the non-random sampling methods, was used as the sampling method in
the study.
Data Collection Method and Process
The survey method was used in the research. The questionnaire form, which was created in order
to obtain suitable data for the purpose of the research, consists of three parts. In the first part of the
questionnaire form, the statements about determining the socio-demographic characteristics of the
participants were included while the statements aimed at determining the levels of recreational
activities and their participation were in the second part, and the statements for determining the
reasons for participation in the recreational activities in the third part. Statements on the level of
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participation in leisure activities were adapted from the study of Yaylı et al. (2014). The survey
application was carried out in Atatürk University Faculty of Tourism between December 2019 and
January 2020. Based on the information obtained from the student affairs of the faculty, it was
determined that there were 346 students in the Gastronomy and Culinary Arts (GMS) department,
75 students in the Tourism Management (TUI) department, and 30 students in the Tourism
Guidance department. These numbers include the total number of students studying in daytime
and evening education. A total of 350 questionnaires were handed out to students to collect data.
Of these questionnaires, 304 questionnaire forms were considered which were answered and
suitable for analysis.
Analysis of Data
Data analysis was made with SPSS 20 statistical program. For ensuring that the data is normally
distributed, Skewness-Kurtosis values were checked. Levene Equality of Variances results were
included in ANOVA test and T test as well as skewness-kurtosis evaluation for the compliance of
the data to normal distribution. Accordingly, parametric tests were preferred in order to test the
research hypotheses. Frequency analysis was conducted to evaluate the socio-demographic
characteristics of the participants. In addition, the results of validity and reliability analysis,
arithmetic mean and standard deviation values, independent sample T test, one-way analysis of
variance (ANOVA) and Tukey HSD test are included.
Findings
KMO sampling adequacy test and Cronbach’s Alpha coefficient values were determined for the
scales used in the study. Accordingly, the KMO value for the leisure activities scale is 0.743 and
the Cronbach’s Alpha coefficient is 0.762. The KMO value for the scale of reasons for
participation in recreational activities is 0.748 and the Cronbach’s Alpha coefficient is 0.731. In
accordance with the obtained results, it is possible to state that both scales are reliable. Table 2
summarizes the findings regarding the socio-demographic characteristics of the participants.
Table 2. Frequency Analysis of the Socio-Demographic Characteristics of the Participants
Gender
Female
Male
Age
17-19 years
20-22 years
23 years and above
Class
1. class
2. class
3. class
4. class
Department
Tourism management
Gastronomy and Culinary Arts
Tourism Guidance
Income
0-500 TL
501-1000 TL
1001-1500 TL
1501 TL or above

n

%

151
153

49,7
50,3

68
171
65

22,4
56,3
21,4

105
53
51
95

34,5
17,4
16,8
31,3

47
244
13

15,5
80,3
4,3

130
109
29
36

42,8
35,9
9,5
11,8

n
Programme
Daytime Education
186
Evening Education
118
Participation in Leisure Activities
Alone
42
With my family
19
With my friends
243
Willingness to Continue in the Proffession after Graduation
Yes
226
No
15
Maybe
63
Residence Status
Living with family
54
Live alone
13
Living with family
55
In private dormitory
16
In the state dormitory
166
Defining Participation in Leisure Activities
Active participant
151
Passive participant
153
Toplam
304
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%
61,2
38,8
13,8
6,3
79,9
74,3
4,9
20,7
17,8
4,3
18,1
5,3
54,6
49,7
50,3
100
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When examining the socio-demographic characteristics of the participants, it is observed that
49.7% of the participants are female students and 50.3% are male students. Considering the
distribution by age, it is seen that the majority of the participants (56.3%) are in the 20-22 age
range. After examining the distribution of participants by their classes, it was determined that
34.5% were 1st grade students and 31.3% were 4th grade students. The majority of participants in
the study are students who are studying in daytime education part (61.2%) of the Gastronomy and
Culinary Arts (GMS) department (80.3%) and have an income range of 0-501 TL (42.8%). 54.6%
of the participants stated that they were staying in the state dormitory, 50.3% of them defined
themselves as passive participants when participating in recreational activities, and 79.9% of them
participated in recreational activities with their friends.
In order to determine the participation levels of the participants in leisure activities, a scaling was
made as 1-Never, 2-Rarely, 3-Occasionally, 4-Often and 5-Always. Accordingly, leisure activities
with the highest level of participation of students were Listening to music (4.51), surfing the
internet (3.95) and walking (3.75). It is thought that the results obtained are in accordance with the
age of the participants and their interest in technology. In order to determine their reasons to
participate in leisure activities, the scaling 1-Strongly Disagree, 2-Disagree, 3-Neither Agree Nor
Disagree, 4-Agree and 5-Strongly Agree was used.
Table 3. Mean and Standard Deviations Regarding the Levels and Reasons of Participation in
Leisure Activities
Active Leisure Activities
I read book, magazine and newspaper
I join in natural sport activities
I join in social activities
I join in scientific and cultural activities
I ride bike
I g oto concert
I walk
I do sport
Mean
Passive Leisure Activities
I go to cinema and theater
I watch sport matchs alive
I listen to music
I watch television
I am interested in gardening jobs
I go to places of entertainment
l do shopping
I go to cafe
I play games online
I play computer games
I surf internet
Mean
Mean (General)
Reasons for Participating in Leisure Activities
Because of my interest
By the influence of those around me
The desire to be with my friends
Desire to get out of monotony
Learn and use new skills
Getting new environment
To get rid of the feeling of loneliness
Setting a good example for my family
To relieve boredom and stress
Mean

Mean

Standart
Deviation
1,065
1,108
1,002
1,007
1,166
1,114
1,049
1,250

3,38
2,38
3,34
2,70
2,49
2,66
3,75
3,25
2,99
3,41
2,67
4,51
2,68
2,54
3,05
3,30
2,52
2,45
2,25
3,95

0,974
2,533
0,804
3,111
1,314
1,065
0,948
1,281
1,385
1,413
0,951
3,03
3,014

4,47
3,55
4,09
3,94
4,12
3,74
2,70
3,32
1,08

0,707
1,029
0,860
1,499
0,935
1,169
1,278
1,203
1,029

3,445
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Accordingly, the expressions In my area of interest, appealing to me (4.47), Acquiring new skills
and using them (4.12) and Willingness to be with my friends (4.09) are the expressions with the
highest average. It is thought that the findings are consistent with the finding that the likes, tastes
and wishes are at the forefront of the preferences as well as the feeling of freedom and the
preference to participate in recreational activities with friends, which are included in sociodemographic variables, due to the young population of the participants. Table 3 shows the mean
and standard deviations regarding the leisure activities and participation levels of the students and
the reasons for their participation in leisure activities.
In Table 4, Independent Sample T Test results are shown to determine whether the levels and
reasons of students’ participation in leisure activities differ according to gender (H1a, H1b, H9), and
time of education (H6a, H6b, H14).
Table 4. Independent Sample T-Test for Gender and Program, and Levels and Reasons of
Participation in Leisure Activities
Levels of Participation in
Active Leisure Activities
Levels of Participation in
Passive Leisure Activities
Reasons for Participating in
Leisure Activities
Levels of Participation in
Active Leisure Activities
Levels of Participation in
Passive Leisure Activities
Reasons for Participating in
Leisure Activities

Gender

n

Mean

Female
Male
Female
Male
Female
Male
Programme
Daytime Ed.
Evening Ed.
Daytime Ed.
Evening Ed.
Daytime Ed.
Evening Ed.

151
153
151
153
151
153

3,01
2,98
2,84
3,16
3,86
3,69

186
118
186
118
186
118

2,99
3,00
2,94
3,10
3,82
3,69

Levene’s Test for
Equality of Variances
F
p
,000
,984

,619

H1a Rejected

6,170

,014

,000

H1b Accepted

,345

,557

,010

H9 Accepted

2,800

,095

,869

H6a Rejected

3,848

,051

,019

H6b Accepted

,074

,786

,054

H14 Accepted

P (2-tailed)

Accepted or
Rejected Status

Since the levels of participation in leisure activities and the significance (p 2-tailed) values in the
independent sample t test for the gender variable were above 0.05, it was concluded that the
participation levels of the students in active leisure activities did not differ according to gender
(,984) and time of education (,869). As the students’ level of participation in passive leisure
activities (p 2-tailed) values were lower than 0.05, it was detected that they differ according to
gender (,000) and time of education (,019). Accordingly, male students tend to participate in
passive leisure activities more than female students. In addition, it has been determined that
students in evening education tend to participate in passive leisure activities more than the students
in daytime education. Reasons for participating in leisure activities (,010) also differ according to
gender and time of education (,054).
Since the significance level (p) for all variables is above 0.05 in ANOVA regarding the levels and
reasons of participation in recreational activities; there is an equality of variances in age, income,
department, class, residence status and form of participation in leisure activities. According to the
results of the analysis, no significant difference was found between Reasons for Participating in
Leisure Activities and age, income, department, class, residence status and form of participation
in leisure activities. A significant difference was found between the variable of Active Leisure
Activities Participation Levels and class (p =, 055). Tukey HSD test was conducted to determine
which groups caused the differences. Accordingly, it was concluded that 3rd grade students tend to
participate in active leisure activities more than 1st grade students. A significant difference was
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found between the variables of Department of Participation in Passive Leisure Activities and
department (p =, 009) and class (p =, 028). According to the Tukey HSD test, it was concluded
that the students of Tourism Management department tend to participate more in passive leisure
activities than the students of Gastronomy and Culinary Arts department, and the 4th grade students
more than the 1st grade students in the department variable. In Table 5, ANOVA results are shown
to determine whether the levels and reasons of students’ participation in leisure activities are
determined by age (H2a, H2b and H10), income (H3a, H3b, and H11), department (H4a, H4b, and H12),
class (H5a, H5b, and H13), residence status (H7a, H7b and H15) and the form of participation (H8a, H8b
and H16).
Table 5. ANOVA for Age, Income, Department, Class, Participation Type and Residence Status,
and Levels and Reasons of Participation in Leisure Activities
Age
Levels of Participation in
Active Leisure Activities
Levels of Participation in
Passive Leisure Activities
Reasons for Participating in
Leisure Activities
Levels of Participation in
Active Leisure Activities
Levels of Participation in
Passive Leisure Activities
Reasons for Participating in
Leisure Activities

Levels of Participation in
Active Leisure Activities
Levels of Participation in
Passive Leisure Activities
Reasons for Participating in
Leisure Activities
Levels of Participation in
Active Leisure Activities
Levels of Participation in
Passive Leisure Activities
Reasons for Participating in
Leisure Activities

17-19 years
20-22 years
23 and above
17-19 years
20-22 years
23 and above
17-19 years
20-22 years
23 and above
Income
0-500 tl
501-1000 tl
1001-1500 tl
1501 tl ve üzeri
0-500 tl
501-1000 tl
1001-1500 tl
1501 tl ve üzeri
0-500 tl
501-1000 tl
1001-1500 tl
1501 tl ve üzeri
Department
Tour. Management
Gast and Cul. Arts
Tour. Guidance
Tour. Management
Gast and Cul. Arts
Tour. Guidance
Tour. Management
Gast and Cul. Arts
Tour. Guidance
Class
1. class
2. class
3. class
4. class
1. class
2. class
3. class
4. class
1. class
2. class
3. class
4. class

n

Mean

68
171
65
68
171
65
68
171
65

2,88
3,04
3,00
2,96
3,00
3,04
3,84
3,76
3,73

130
109
29
36
130
109
29
36
130
109
29
36

2,97
3,02
3,05
2,95
2,97
3,04
3,10
2,94
3,84
3,77
3,67
3,61

47
244
13
47
244
13
47
244
13

2,94
3,00
3,13
3,23
2,95
3,10
3,82
3,75
4,00

105
53
51
95
105
53
51
95
105
53
51
95

2,87
3,01
3,14
3,04
2,92
2,92
2,98
3,15
3,80
3,75
3,89
3,69

Test of
Homogeneity of
Variances

F

p

Accepted or
Rejected
Status
H2a Rejected

,776

1,559

,212

,167

,339

,713

,067

,604

,547

,627

,225

,879

H3a Rejected

,698

,728

,536

H3b Rejected

,735

1,826

,142

H11
Rejected

,168

,478

,620

,136

4,737

,009

H4b
Accepted

,371

1,371

,256

H12
Rejected

,252

2,565

,055

H5b
Accepted

,901

3,070

,028

H5b
Accepted

,840

1,496

,216

H13
Rejected

H2b Rejected
H10 Rejected

H4b Rejected
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Table 5. Continued
Age

n

Residence Status
Living with family
54
Live alone
13
Living with family
55
In private dormitory
16
In the state dormitory
166
Levels of Participation in
Living with family
54
Live alone
13
Passive Leisure Activities
Living with family
55
In private dormitory
16
In the state dormitory
166
Reasons for Participating in
Living with family
54
Live alone
13
Leisure Activities
Living with family
55
In private dormitory
16
In the state dormitory
166
Participation in Leisure Activities
Levels of Participation in
Alone
42
With my family
19
Active Leisure Activities
With my friends
243
Levels of Participation in
Alone
42
With my family
19
Passive Leisure Activities
With my friends
243
Reasons for Participating in
Alone
42
With my family
19
Leisure Activities
With my friends
243
Levels of Participation in
Active Leisure Activities

Mean
3,06
3,16
3,04
2,71
2,97
3,16
3,00
3,08
2,80
2,94
3,82
3,58
3,71
3,81
3,79
3,02
3,00
2,99
2,82
3,12
3,02
3,69
3,87
3,78

Test
of
Homogeneity of
Variances

F

p

Accepted
Rejected
Status

,538

1,344

,253

H7b
Rejected

,767

2,207

,068

H7b
Rejected

,927

,619

,649

H15
Rejected

,424

,054

,948

,146

2,636

,073

,963

,721

,487

or

H8a Rejected
H8b Rejected
H16 Rejected

Table 6 includes the correlation analysis conducted to determine the relationship between students’
participation in leisure activities and their reasons.
Table 6. Correlation Analysis Regarding Participation in Leisure Time Activities and Reasons
Because of my interest
By the influence of those around me
The desire to be with my friends
Desire to get out of monotony
Learn and use new skills
Getting new environment
To get rid of the feeling of loneliness
Setting a good example for my family
To relieve boredom and stress

Pearson Cor.
Sig. (2-tailed)
Pearson Cor.
Sig. (2-tailed)
Pearson Cor.
Sig. (2-tailed)
Pearson Cor.
Sig. (2-tailed)
Pearson Cor.
Sig. (2-tailed)
Pearson Cor.
Sig. (2-tailed)
Pearson Cor.
Sig. (2-tailed)
Pearson Cor.
Sig. (2-tailed)
Pearson Cor.
Sig. (2-tailed)

Participation in Active
Leisure Activities
,127*
,027
,001
,993
,018
,752
,130
,023*
,203
,000*
,198
,000*
-,051
,377
,066
,249
-,052
,364

Participation in Passive Leisure
Activities
,031
,593
,171
,003*
,130
,023*
,012
,831
,012
,836
,033
,570
-,090
,117
,036
,537
,036
,531

According to the results of the correlation analysis, a positive, significant and weak correlation
was found between the expressions In my area of interest, appealing to me, Desire to get rid of
monotony, Acquiring new skills and using them, Getting into a new environment and their
participation in active leisure activities regarding the reasons for participating in leisure activities.
Likewise, a positive, significant and weak relationship was found between the students’
participation in passive leisure activities and the expressions The effect of those around me and
The desire to be with my friends.
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Conclusion, Discussion and Suggestions
Although leisure time activities are important for individuals of all age groups, they are considered
to have a significant effect especially on young people to grow up as physically, spiritually and
mentally healthy individuals and to continue their lives, to be accepted in society, to use their
energies correctly both for themselves and for the society, and their personalities that have just
begun to form. In addition, participation in recreational activities can contribute positively to the
preparation of young people for life, to spend their education years in an efficient and productive
manner, and especially to their psychological and physical readiness for business life, particularly
in the tourism sector where qualified workforce is needed. In this study, it is aimed to determine
the participation levels and reasons of students studying at Atatürk University Faculty of Tourism,
and to identify whether they differ according to socio-demographic variables. The study also
examines whether there is a relationship between active and passive participation preferences and
reasons for participating in activities. The main results of the research are briefly as follows.
•
•
•
•
•
•

•

Participants’ level of participation in passive leisure activities is higher than their level of
participation in active leisure activities. The leisure time activities they participated most
were determined as listening to music, surfing the internet and walking, respectively.
Participants state that they prefer to spend their leisure time with their friends.
A significant difference was found only in class variable of socio-demographic
characteristics between the level of participation in active recreational activities.
A significant difference was found in gender, education time, department and grade
variables of socio-demographic characteristics between the participants’ level of
participation in passive recreational activities.
A significant difference was found in gender and education time variables of sociodemographic characteristics between the participants’ reason to participate in leisure
activities.
It was concluded that there was no significant difference between the participants’ other
socio-demographic variables (age, income, residence status and the way they participate
in recreational activities) and their level of participation in active and passive leisure
activities and their reasons.
It was determined that there was a significant, positive and weak relationship between
participants’ active or passive behavior to participate in leisure activities and some of
their reasons to participate in those activities.

By comparing the results of the study with previous studies, we observe that similar and different
results have emerged. Kır (2007) states that participants show passive behaviors in their leisure
times. In his study, Süzer (2000) concludes that participants prefer to spend time with their friends,
spend more time on passive leisure activities, and read books and listen to music. Balcı & İlhan
(2006) found that listening to music is the second most preferred leisure activity, Honari et al.
(2010) determined that activities such as watching TV, listening to music, chatting with friends,
reading books are the preferred ones, Bichescu (2014) determined that listening to music, watching
TV and surfing on the internet are the most preferred leisure activities while Binbaşıoğlu & Tuna
(2014) identified exercising, walking around and listening to music, Yağmur & Tarcan İçigen
(2016) identified listening to music, watching TV and reading books and newspapers, Yurcu
(2019) identified football, fitness and walking as the most preferred leisure activities. In their
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study, Müderrisoğlu & Uzun (2004) found that the gender of participants was the variable with the
highest impact on leisure activities together with income, but Karaçar & Paslı (2014) found no
significant difference between age and income levels and participation in leisure activities. Tekin
et al. (2007) stated in their study that female students staying in the dormitory showed less
participation in leisure activities than male students staying in the dormitory. Similarly, Bahar
(2008) found that regardless of their residence status, male students participate in leisure activities
more than female students. Ardahan & Yerlisu Lapa (2010) found that participation in recreational
activities does not differ by gender, Tercan Kaas et al. (2019) found that male participants had
more active participation than women as well as the ones managing their economic situation better.
Based on the results of the research, some suggestions are as follows:
•
•
•

•
•
•
•

In order to increase the orientation of young people to leisure activities, supporting
scientific/cultural activities (theater clubs, youth groups/interviews with leading people in
various disciplines, concerts, etc.) can be organized especially within the university.
In order to prevent the studens’ dependence on technology and communication-media
tools, the number of open and closed recreational areas can be increased to make them
create a social environment with groups of friends.
Since it will not be enough for young people to meet with leisure activities only when
they reach the university age and in the university environment, the awareness of leisure
should be turned into a culture by starting in the family and spreading to the general
public. For that, organizations can be performed in cooperation with NGOs, families and
government policies.
In order to facilitate the access of young people to leisure activities, the quantity and
quality of leisure activities can be increased not only within the university, but also in the
dormitories where students are densely populated, and in the city led by municipalities,
Youth can be made aware of the benefits of leisure activities on motivation, success, and
life satisfaction.
Activities can be planned together with the instructors in order to set an example.
In order to increase participation level of young people in leisure activities, time
management regarding the activities should be done correctly. The activities should be
well planned so that the exam periods will not coincide with the date and time of classes,
the activities will not burden the young people economically and that they will be aware
of the activity.

In future studies, the researcher may be suggested to identify the leisure activities and participation
levels of tourism students and reveal the characteristics of students’ leisure time and examine their
reasons to participate in leisure activities along with the barriers against participation. Moreover,
such issues can be examined within the tourism faculties of all other universities by expanding the
population and sample.
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Abstract
Public places are not only spaces, but places where people come together. However, with the
outbreak of the COVID-19 pandemic, it has become necessary to take various measures on an
individual or social scale all over the world. With the impact of the COVID-19 outbreak, other
pandemic-induced stress factors such as quarantine and isolation, uncertainty, limited outdoor and
social activities, exposure to negative news, financial problems and food insecurity have emerged.
In this study, it was aimed to emphasize the importance of all public places, as social intersections
and to observe the visits to public places despite restrictions and risk factors due to social needs in
the pandemic. In this paper, visits to public places during the pandemic process has been evaluated
through many open access databases. As a result of the study, it was observed that both domestic
and foreign visitors to public places decreased during the COVID-19 outbreak. Additionally, it has
been observed that in districts where public place visits are increasing, people may tend to take
advantage of nearby public places to relax in the stress conditions caused by the COVID-2019
pandemic.
Keywords: COVID-19, pandemic, visitation of public places
Introduction
Public places are spaces that emerged with civilizations, where societies come together and
socialize. As Kostoff 1999 points out, the public place is a common ground that connects society,
where people perform functional and ritualistic activities in their normal daily routines or periodic
festivals (Kostoff, 1999; Erdönmez & Akı, 2005). These places contribute to the identity of society
with their social features. Also, they are important points of attraction in terms of tourism with
their historical, cultural and aesthetic features. However, COVID-19 has been described as an
epidemic by the World Health Organization due to the high number of confirmed cases and deaths
(Chan et al. 2020; Geng, Innes, Wu, & Wang 2021; Stier et al. 2020; WHO 2020). With the
outbreak of the COVID-19 pandemic, it has become necessary to take various measures on an
individual or social scale all over the world. The COVID-19 pandemic has resulted in over 114
million confirmed cases and over 2.5 million deaths globally, as of 1 October 2020. For this reason,
restrictions such as stay-at home-lockdowns aimed at minimizing people’s interactions and
restrictions on public events, social gatherings were applied. While these measures are sometimes
taken individually, in some regions they are introduced as government-channeled bans due to the
high infection rates. Most of governments have applied policies such as stay-at home-lockdowns,

https://digitalcommons.usf.edu/m3publishing/vol16/iss9781955833004/1
DOI: 10.5038/9781955833004

368

Cobanoglu et al.: Advances in Managing Tourism Across Continents: Volume 1

restrictions on public events, social gatherings and public transport, the closure of educational
institutions and workplaces, and public COVID-19 information campaigns (Honey-Roses et al.
2020; Ritchie et al. 2020a). After all, it has been inevitable that there will be significant changes
in the rate of visiting public places where individuals meet their social needs and engage in tourism
activities. Although it is thought that the number of visits to public places has decreased due to the
restrictions caused by the pandemic, the opposite tourism behavior occurs in some regions. With
the effect of the COVID-19 outbreak, other pandemic-induced stress factors such as quarantine
and isolation, uncertainty, limited outdoor and social activities, exposure to negative news,
financial problems and food insecurity have emerged. Due to the lockdown and restrictions placed
on public activities and gatherings, green spaces have become one of the only sources of relax
during the coronavirus pandemic, in part because of their positive effects on psychological,
physical and social cohesion and spiritual health (Geng et al., 2021). In respect of mental health,
inflexible quarantine course of actions are believed to cause panic and fear among people (Kamara
et. al., 2017). Especially, the constant spread of the pandemic over a long period undoubtedly
caused more widespread fear and create negative emotions such as fear and anxiety. Researches
indicate that people in quarantine are more tendency developing various sign of psychological
disorders, such as stress, depression, emotional fatigue, and insomnia (Fofana, Latif, Bashir,
Komal, 2020). A research from Italy reported that more than half of its respondents reported
distinct degrees of depression, anxiety, and stress during the urban quarantine period (Mazza et.
al., 2020). In many countries, concerns about the COVID-19 epidemic and quarantine policy have
led to a general decrease in the physical and mental wellness of people due to insufficient social
interaction (Xie, Luo, Furuya, & Sun, 2020). These various impacts can cause potential public
health risks.
For this reason, the examination of these data is valuable in terms of understanding the behaviors
of the society while performing tourism activities, obtaining accurate data on the use of public
places in epidemic periods, emphasizing the importance and benefiting from public places for the
mental health and psychological needs of the society in these periods. It is thus mandatory that
decision-makers have quality data insights concerning park use during the COVID-19 pandemic
to not only ensure convenient management, but also to provide an indicator of public wellness
(Rice and Pan 2020). Urban green space is a necessary unit in the urban environment, providing
multiple ecosystem services as well as useful impacts on physical and mental health. During the
societal crisis these impacts may be enlarged (Ugolini et al. 2020). Methods to decrease the adverse
effect of the pandemic and meet social interaction needs must be broadly addressed (Xie et al,
2020). Outdoor recreation and park visitation data, specifically, are significant for understanding
obedience with safer-at-home orders, (Rice & Pan 2020; Tufan & Kayaaslan, 2020) economic
impacts of the pandemic (Jamal & Budke, 2020; Rice & Pan 2020), and communities’ capacities
for deal with it (Rice & Pan 2020; Rung et al., 2011). There is an important emphasis on the
importance of green spaces in meeting people’s social needs in the literature. However, in this
work, it was aimed to emphasize the importance of all public places, including green spaces, as
social intersections and to observe the visits to public places despite restrictions and risk factors
due to social needs in the pandemic. In this paper, visits to public places during the pandemic
process has been evaluated through many open access databases. First, a literature research related
to COVID-19, public places, restrictions and the effects in Turkey has been done. Within the
framework of all this information, statistical data obtained from open access databases have been
evaluated, and findings have been presented. This information can improve the management of
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public places during pandemic periods and increase the resilience of the population to a health
crisis.
Literature Review
Public places are not only spaces, but places where people come together. The concept of place is
seen in Aristotle’s ancient philosophical writings. In his view, people have a relationship with the
physical environment, and depending on where they are, an individual develops a sense of
belonging (Van de Ven, 1978; Sime, 1986). Norberg-Schulz defined the place as a ‘space plus
character’ based on the ‘genius loci’ concept used during the Roman period. Therefore, according
to Schulz, the main purpose of architecture is to reveal the meanings that already exist in the
environment and to convert a space into a place (Norberg-Schulz, 1980). Saarinen et al. (1982)
define ‘sense of place’ as ‘a unifying notion bringing together a number of separate strands of
geographic research in the general environment-behavior-design field. According to Saarinen et
al.’s definition, it is seen that the concept of place acquires more meaning than the meaning of
geographical space (Sime 1986). The public place extends from streets to squares and parks and
the surrounding buildings and forms the most significant parts of cities (Erdönmez & Akı, 2005;
Madanipour, 1996). According to the theory of the public place, which was formulated by
Habermas and has broad effects, a public place where an interactive conversation can take place
is essential for a healthy form of government (Erdönmez & Akı, 2005). The existence of this
situation in a democracy means that decisions are taken in a rational discussion environment and
in an open forum for everyone to follow, with a combination of conflicting ideas (Habermas, 1988;
Erdönmez & Akı, 2005). Because public places should be able to meet the needs of society in
terms of both social and aesthetic aspects. In many studies, it has been evaluated in terms of the
contribution of public places to urban identity and the benefit to the psychological health of society.
In short, in the literature, public places are defined with their sociological and psychological
characteristics rather than their spatial dimensions. With these features, while meeting the needs
in terms of social use, they are frequented by many local and foreign tourists with their aesthetic
features. For example, Central Park has been received 37 - 38 million visits annually, by
approximately 8 - 9 million different people in 2011. Nearly 70% of visits are by New York City
residents; another 3% live in the greater New York metropolitan area. About 12% are from other
parts of the United States and 16% are international tourists (Report on The Public Use of Central
Park, 2011). Therefore, public places such as parks, squares, green areas, etc. meet many needs of
visitors. However, in the COVID-19 epidemic, especially international tourism activities have
decreased due to the imposition of bans in this area and the controllability of border crossings.
Based on World Health Organization (WHO) advices, many countries restricted individuals’
movement, closure of tourism-attractions, and interception of business activities/public events
during COVID-19 epidemic (UNWTO, 2020). In addition, health risks / crises can have direct and
(negative) impacts on tourism because travel plays a significant role in spreading pandemics
between destinations (Rather 2021; Sánchez-Cañizares et al., 2020). Rather (2021) aims to explore
the effect of perceived risk, fear and social media on tourist’s attitude, engagement, and revisit
intention in COVID-19 epidemic condition. The results of the study indicate that fear of COVID19 and perceived risk has a significant negative effect on behavior towards travelling (Rather,
2021). Social connecting/interaction is an essential daily attitude of people, and has been shown
to be positively related with better health, well-being, and quality of life (Kemperman,
Timmermans, 2014). Nevertheless, urban quarantine policy has resulted in important limitations
to individuals’ social attitude because they are restricted from entering public places and must keep
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a certain distance from others and avoid physical contact (Probst, Stippl, Pieh, 2020). This reduce
in social behavior will lead to an increase in social isolation and loneliness, and have a negative
effect (Jackson et al., 2019). However, despite the risks, an increase can be observed in local
tourism dynamism and visits to public places sometimes. One reason for this is that local mobility
is less controllable than international mobility For example, Geng et al. (2021) made a research
analyzes the effects of COVID-19 and government response policies to the epidemic on park
visitation at global, regional and national levels and evaluates the importance of parks during this
epidemic. According to the research results for most countries included in the analysis show that
park visitation has raised since February 16th, 2020 compared to visitor numbers prior to the
COVID-19 pandemic (Geng et al., 2021). Restrictions on social gathering, movement, and the
closure of workplace and indoor recreational places, are correlated with more visits to parks (Geng
et al., 2021). Outdoor recreation and access to parks enhance communities’ resilience to crisis and
aid in their handling process (Rung et al., 2011; Samuelsson et al., 2020; Rice and Pan 2020).
According to the result of another study seasonality, not the COVID-19 pandemic, serves as the
fundamental driver of reported changes in park visitation. Especially, latitude-driven seasonal
changes importantly influence visitation attitudes (Rice and Pan, 2020). Also, another study has
been conducted by Ugolini et al. (2020) aims to describe the drivers that normally attract visitors
to urban green spaces and to evauate the impacts of social isolation on the usage and perception of
urban green spaces during the COVID-19 epidemic. The results of study showed that people
normally have a need for accessible urban green spaces, mainly for physical exercise, relaxing and
observing nature (Ugolini et al., 2020). The decrease in urban green spaces visitation during the
stay-at-home process was related to different changes in the motivations of those who did visit,
with a relative enhancement in necessary activities such as taking the dog out, and a decrease in
activities that could be considered non-essential or high-risk such as meeting people or observing
nature (Ugolini et al., 2020). Behavioral changes related to proximity were also observed, with a
rise in urban settlers walking to small urban gardens nearby or tree-lined streets and people
traveling by car to green areas outside the city (Ugolini et al., 2020). Also, an article has described
people’ perceptions of the risks posed by tourism activity and estimates their willingness to pay to
decrease public health risks based on hypothetical scenarios (Qiu et al., 2020). Another paper
emphasizes the fundamental role of urban parks during the pandemic period from the perspective
of the urban building environment. The conclusion affirms that urban parks and large outdoor,
open spaces can provide people with a place for safe outdoor activities and social interaction in a
green environment during a pandemic, as well as serve as a buffer area to maintain favorable health
and quality of life (Xie et al., 2020).
Restrictions and Effects in Turkey
Many restrictions have been carried out in Turkey during the COVID-19 outbreak. First of all, it
was decided to establish a Coronavirus Scientific Board on January 10, 2020 in Turkey (Duygu,
2020). Then, Turkey stopped all flights from China on February 3 (Hürriyet Daily News, 2020).
Despite these early measures COVID-19 first cases were seen in Turkey on March 11, 2020
(Turkish Independent, 2020). Since this date, various measures and restrictions have been put
forward. The restrictions caused by the COVID-19 outbreak are national rather than local in
Turkey. At the beginning of the epidemic, methods such as quarantine for 14 days came to the
agenda because the first case originated from abroad. It has been decided to suspend primary,
secondary and high school education as of March 16 (Milliyet Daily News, 2020a). On March 19,
the Ministry of Youth and Sports announced that the football, volleyball, basketball and handball
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leagues were postponed (Sabah Daily News 2020). On March 20, all kinds of scientific, cultural,
artistic and similar meetings and activities were postponed until the end of April (Presidential
Circular 2020). On March 21, the Ministry of Transport and Infrastructure announced that flights
to 46 countries were suspended. Thus, air relations with 68 countries in total were cut (NTV Daily
News, 2020). With the circular issued by the Presidency on March 22, rotation, flexible and remote
work in public institutions and organizations was allowed (Halil Ulku, 2020). On April 3, it was
announced that a curfew was imposed across the country for those born on January 1, 2000 and
above, masks were imposed in public places such as markets and shopping centers and entry and
exit to large cities were stopped for 15 days (Anadolu Agency, 2020a). With the decrease in the
course of the cases on May 4, normalization steps began to be taken, but on 17 November 2020, It
was reported that the education and training in schools will continue with distance education until
the end of the year, the curfews will be applied on weekends except 10.00-20.00 hours, the
restaurants will only provide take-away service, the shopping malls and the markets will close at
20.00 (Sözcü Daily News, 2020). However, foreign tourists are exempted from the weekend
curfews. On March 1, 2020, maps containing risk values according to the number of cases of the
provinces were published and it was stated that weekend curfews would be lifted in cities with low
risk, and decisions were taken on a local scale. At this time, Istanbul is included in the high risk
category with a number of 9891 cases.
All these restrictions are intended to protect the public health community in Turkey has brought a
lot of economic and psychological problem. Factors such as staying at home for a long time, not
being socialized, and stress after the pressure caused by economic problems, as well as stress due
to the risk of an epidemic in the society, have created different psychological effects. According
to the description of Turkey Psychiatry Association, the uncertainty induced by the outbreak,
spread and high mortality rates and the perception of threats to initiate the stress response in
humans and it is caused by chronic anxiety. (COVID-19 and Mental Health, 2020). Many people
are in the uncertainty created by the coronavirus epidemic; it can be isolated, lonely, stressed and
anxious, and mass anxiety (anxiety) and panic behavior may spread. In this process, people faced
the burden of coping not only with the threat of the disease, but also with the burden of illness or
loss of their relatives (COVID-19 and Mental Health, 2020). In addition, according to the
association’s statements, during the quarantine process, acute stress disorder, post-traumatic stress
disorder, major depression, generalized anxiety disorder, triggering old mental illness, psychotic
disorders triggered by stress and isolation, panic disorder, etc. mental disorders are observed
(COVID-19 and Mental Health, 2020).
Public Place Management and Implications
With the Pandemic process in Turkey has brought several restrictions on the management of public
space. In the provinces and districts, it has been decided by the governorships to continuously
make warnings / announcements so that the citizens do not go out and stay at home unless
necessary. On the streets, people with social activity are warned by law enforcement officers to
stay in their homes, unless it is necessary. It has been decided to impose an administrative fine on
citizens who do not comply with the rules (Ministry of Interior Information Technologies
Department, 2020). Due to the pandemic, a measure has been taken to close areas such as picnic
areas, forests, archaeological sites, to the entrance of citizens on weekends, on March 27, 2020
(Anadolu Agency 2020b).
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According to the additional circular sent by the Ministry of Interior to 81 provincial governors
within the scope of COVID-19 measures, it has banned activities such as picnics, fishing, sports
and hiking in the beach, historical tourist sites, parks, picnic areas (Yıldırım, 2020). While the
places, recreation areas and national parks that have been closed to visit are reopened as of June 1,
2020, bans continue in Istanbul. One of the most prominent management decisions in public places
has been the removal of seating areas or tape measures. For example, according to a report,
municipal teams in Istanbul Üsküdar have removed the benches in front of the old town hall and
the Mimar Sinan Bazaar within the scope of COVID-19 measures. The teams invited senior
citizens sitting on benches to their homes (Haberler.com, 2020).
Figure 1. Sitting Benches With Tapes

Source: Milliyet Daily News 2020b

Practices such as administrative fines, warnings, removal of sitting benches or closing them with
tapes seem to be secondary measures taken against the non-enforcement of the bans by the society.
In this context, compliance with the rules set by the governments can be ensured by fines or
physical measures. Despite the risk factors caused by COVID-19, this resistance to not obeying
the rules in society is likely to be due to social needs. For this reason, it is necessary to take into
account social needs in the management of public places and to meet these needs with methods
such as limited use.
Study Area and Data Source
Today, the use of smartphones has reached a level that allows the creation of various databases.
While societies engage in tourism activities, they contribute to the creation of these data
consciously or unconsciously with their smart phones. The most prominent activities of the use of
social media in terms of tourism are to share locations by tourists in the places they visit (or simply
activating location is enough to obtain data) and to share photos by labeling the place. These shares
are gathered in certain databases and create easily accessible data sources for use in research. The
reason for using an open database is that it easily enables reliable data. The data used in this study
offers reliability in terms of being created with the participation of a large number of people. In
addition, this kind of open access data provides advantages to researches because it is economical
and fast. However, since such data are not made on a specific area scale or for a specific purpose,
they cause limitations to the research.
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In this study, many open access databases such as the COVID-19 Community Mobility Report
provided by Google, social media research examining the location tags of the Instagram app and
statistics provided by the Ministry of Culture and Tourism of Turkey have been used. On April 3,
2020, Google released their first set of Community Mobility Reports (Fitzpatrick & DeSalvo,
2020; Rice and Pan, 2020). The COVID-19 Community Mobility Report shows how visits to
different locations and the length of stay in these places differ compared to the baseline. When
calculating these changes, Google use aggregated anonymized data of the type used to show
popular times for places in Google Maps. When users visit places sufficiently, popular times,
waiting times and visiting time are shown for that place. In the Instagram application, when tagging
is done in any place with hashtag (#), it saves it to the database, and It provides us with data on
how many times the specified place has been tagged until that day. In addition to these, the tourism
statistics provided by the Ministry of Culture and Tourism to open access have been used in this
study. Istanbul, Turkey’s most populous province has been determined as a study area. Because
Istanbul is one of the cities that host the most local and foreign tourists with its natural, cultural
and historical features. Also, high number of cases have been observed in Istanbul since the
beginning of the epidemic.
Findings
COVID-19 have been significant changes in the number of foreign tourists coming to Turkey due
to restrictions in the process of a pandemic. This situation has also affected the visitation of public
places. The number of tourists coming to Turkey from the general world has declined by -71.74%
in the period 2019/2020. Detailed distribution is given in Table 1. In this context, it is possible to
say that the number of foreign visitors to public places has decreased due to the COVID-19
outbreak. However, foreigners in Turkey have the opportunity to visit the public places because
they are exempt from the curfew. For this reason, a survey should be conducted in order to obtain
definitive results and to determine the visitation of public places in Istanbul by foreign tourists.
Table 1. The Number of Foreign Visitors Coming to Turkey
Region
% rate of change 2020/2019
Africa
-67,06
South America
-82,47
North America
-66,76
Asia
-77,30
Europe
-72,27
Australia
-63,72
Source: Ministry of Culture and Tourism of Turkey

In addition, the data about Taksim square, one of the important squares of Istanbul, taken from the
Instagram application between 29 April 2020 - 28 February 2021, has been examined. In Table 2,
the number of labeling name and the changes in these numbers are indicated. According to the
table, there are 3489 labels in the period from 2020 to 2021. An average of at least 11.63 people
visit the Taksim square a day. Since Taksim Square is at the crossroads of many transportation
arteries, it is estimated that it is used by many more people than the specified number. However,
the visitor profile stated in these data refers to people who come to visit Taksim Square, take
photos, and engage in tourist and recreational activities.
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Table 2. The Labeling Number of Taksim Square
Label name
#taksimsquare
#taksimsquareistanbul
#taksimsquarewithemoji
Total
Source: Instagram application

2020
92200
500
100
92800

2021
95200
989
100
96289

Change

3489

According to the COVID-19 Community Mobility Report, visits to places such as national parks,
public beaches, marinas, dog parks, plazas and public parks throughout Istanbul decreased by 27% according to the reference value (data was taken on March 2, 2021). During the pandemic
period, the public place visits of Istanbul according to the districts are given in Table 3. According
to the report, during the COVID-19 pandemic process, visits to public places increased in
Arnavutköy, Bayrampaşa, Çekmeköy, Esenyurt, Gaziosmanpaşa, Kartal, Maltepe, Pendik,
Sancaktepe and Şile districts, while it decreased in other districts. In the province of Silivri, public
place visits show the greatest decrease, while in Esenyurt it is the district with the highest increase
in visits.
Table 3. The Public Place Visits of Istanbul According to the Districts
District name
% Rate of changes
Adalar
-9
Arnavutköy
+2
Ataşehir
-16
Avcılar
-26
Bağcılar
-25
Bahçelievler
-22
Bakırköy
-27
Başakşehir
-5
Bayrampaşa
+8
Beşiktaş
-12
Beykoz
-1
Beylükdüzü
-11
Beyoğlu
-48
Büyükçekmece
-38
Çatalca
-62
Çekmeköy
+4
Esenler
-6
Esenyurt
+95
Eyüpsultan
-32
Faith
-34
Source: COVID-19 Community Mobility Report

District name
Gaziosmanpaşa
Güngören
Kadıköy
Kağıthane
Kartal
Küçükçekmece
Maltepe
Pendik
Sancaktepe
Sarıyer
Şile
Silivri
Şişli
Sultanbeyli
Sultangazi
Tuzla
Ümraniye
Üsküdar
Zeytinburnu

% Rate of changes
+13
-20
-46
-23
+28
-30
+16
+8
+12
-33
+2
-67
-56
-42
-35
-22
-27
-13
-23

Conclusion
As a result of the study, it was observed that both domestic and foreign visitors to public places
decreased during the COVID-19 outbreak. It has also been revealed that people reduce their visits
to public places due to risk factors and restrictions. Additionally, it has been observed that in
districts where public place visits are increasing, people may tend to take advantage of nearby
public places to relax in the stress conditions caused by the COVID-2019 pandemic. Despite the
decrease in the number of foreign tourists, the number of tagging in Taksim square shows that
local tourists ignore the risk factor and prefer to visit these public places. For this reason, the
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decrease in international tourist visits can increase local mobility and cause an increase in
recreational activities carried out in places close to the residential areas where people live. Another
factor in the increase in the number of visits to public places may be the preference of outdoor
spaces for indoor or home gatherings. For this reason, in the districts where the increases are
experienced, it is possible to reach detailed results by conducting local examinations that consider
all these possibilities. It is necessary to find the specific reasons that are effective in increasing and
decreasing the visits by conducting detailed surveys. In addition, various measures and
prohibitions are in place in the management of public places due to the COVID-19 pandemic.
These restrictions are taken for the purpose of providing community health against the risk of
COVID-19. However, the social needs of the society are ignored in the restrictions. Public places
have not been evaluated for the purpose of controlled social interaction as an alternative to indoor
spaces during the pandemic process. The psychological consequences of staying at home with the
decrease in the number of visits to public places have parallel results. As stated by health
organizations, the inability of the society to benefit from public places due to the pandemic has
created significant psychological difficulties. This situation emphasizes the importance of public
places in terms of public health. Preserving social distances and allowing visits to public places is
of great importance in pandemic conditions. Public places can be used in a controlled manner to
overcome psychological difficulties problems caused by pandemic. Therefore, governments
should work to ensure appropriate public place conditions and to increase the number of public
places.
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Abstract
The purpose of this study is to explore whether Twitter can be used to reduce post-pandemic risk
perception and prevent misinfodemia. Based on the case of and Epitweetr, a tool from European
Centre for Disease Prevention and Control, a qualitative study was conducted to evaluate whether
social media was a useful tool for preventing misinfodemia and reducing risk perception for
tourism. The findings of this study reveal that the potential of using Epitweetr for tourism by
introducing the interface. It is believed that the study makes a contribution to both theorists and
practitioners in terms of drawing attention to the existing gap in preventive studies and new
methodological approaches, in the context of COVID-19.
Keywords: risk perception, misinfodemia, COVID-(mis)infodemia, Epitweetr
Introduction
Travel is indispensable for tourism activity, and any situation that prevents human mobility
provided by travel initiates a domino effect in the tourism industry (Bhati et al., 2020; Yeh, 2020).
Epidemics, such as Ebola and SARS, are among the best examples of this situation (Novelli et al.,
2018; Zeng et al., 2005). COVID-19 has been declared as a pandemic by the World Health
Organization on March 11, 2020, and included among the epidemics that caused severe harm to
the tourism industry at the national or international level and caused health and safety concerns.
COVID-19 is more destructive than previous ones in terms of its global scale (Zenker & Kock,
2020). It spreads faster than others as it has a more extended incubation period and less noticeable
symptoms (Chinazzi et al., 2020). Although travel restrictions and border closures have been
introduced in many countries and regions to prevent its spread, COVID-19 has spread to 223
countries/regions as of March 3, 2020 (WHO, n.d.b).
In tourism studies, the effects of COVID-19 are discussed in social, political, and economic
contexts far beyond its medical context. For example, Zenker and Kock (2020) predict that
COVID-19 may cause paradigm change in research on tourist behaviors, tourist decision-making
processes, and residents’ attitudes. It is pointed out that the events/phenomena accepted before the
pandemic may lose their validity in the pandemic. Therefore, the theory’s assumptions, conceptual
framework, and models in the research should be re-evaluated with a critical eye. Infectious
diseases can lead to avoidance of specific destinations or the travel altogether (Cahyanto et al.,
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2016). Tourists are also expected to undergo a behavioral transformation in the post-COVID-19
period. In this sense, it is suggested that tourists may become more reluctant to travel abroad,
hypersensitive to the crowd and more ethnocentric, and might be more inclined to prefer travels
with groups (Kock et al., 2020). It is stated that resident may see tourists as potential carriers of
the virus, demonstrate a tendency to xenophobia, and reduce their support for tourism development
because they feel threatened (Romagosa, 2020). The most crucial issue that leads these changes in
both tourists’ and resident’s behavior is risk perception.
Current research focuses on how perceived health risks related to travel affect tourism outcomes
(Jonas et al., 2011; Lepp & Gibson, 2003; Reisinger & Mavondo, 2005). Solutions to prevent or
reduce these risks have not been discussed in these studies. In this context, the study aims to convey
the relationship between risk perception and knowledge through the concept of misinfodemia and
to explain the role of social media in this relationship. For this purpose, the role of Twitter as an
information provider and the potential to prevent misinfodemia in the pandemic period constitute
the study’s problem, and a solution is sought to the problem mentioned above through the
Epitweetr example. Therefore, the questions of this research, which will make an essential
contribution to tourists and governments, are Can Twitter be used to reduce post-pandemic risk
perception and prevent misinfodemia? Is Epitweetr a useful tool for preventing misinfodemia and
reducing risk perception for tourism?.
Literature Review
A Nascent Concept for Tourism: COVID-(Mis)Infodemic
Travel-related decisions involve high risks due to the very nature of tourism services (Sirakaya
and Woodside, 2005). Natural disasters, terrorism, crime, or political instability are mentioned as
the main risk types in the literature (Adam, 2015; Floyd et al., 2004; Gray & Wilson, 2009; Park
& Reisinger, 2010; Reisinger & Mavondo, 2005; Sharifpour, Walters, & Ritchie, 2014; Sönmez
& Graefe, 1998). Health risks are becoming more apparent in times of pandemic than ever before
(Wong & Yeh, 2009). The vast majority of risk studies in tourism are related to perceived risks
rather than actual risks. Risk perception refers to beliefs and value judgments about uncertain
situations arising from a particular risk (Bauer, 1960). At this point, knowledge is a critical
phenomenon. A fundamental premise about risk is that it begins where the information ends (Yang
& Nair, 2014; Williams & Balaz, 2015). However, this research addresses the situation of the
abundance of information rather than the absence. The concepts that come to the fore at this point
are the concepts of infodemia and misinfodemia.
The World Health Organization (WHO) described the COVID-19 information environment as an
over-abundance of information and officially declared the existence of infodemia (WHO, 2020).
The lexical meaning of the word infodemic is a situation in which much incorrect information is
being spread in a harmful way (Cambridge Dictionary, n.d.). Bunker (2020) introduced the concept
of COVID-infodemic, and further Williams and associates (2020) developed the concept as
COVID-(mis)infodemic to emphasize the inaccuracy of the information spread. COVID(mis)infodemia refers to messages that contradict existing evidence about COVID-19 and cannot
be corrected (Krause et al., 2020). In order to prevent COVID-(mis)infodemia, the WHO has
created a website called COVID-19 myth-busting (WHO, n.d.a), and the US Centers for Disease
Control and Prevention have created a web page titled Stop the Spread of Rumors (CDC, n.d.).
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The aim is to encourage people to learn the truth about COVID-19. The COVID-19 information
environment is continuously developing with scientific study findings, the information provided
by the media and the government, and individual views posted on social media. COVID(mis)infodemia caused by inaccurate or misleading information provided by any of these sources
can increase risk perceptions for travel and thus change tourists’ behavior (Williams, Wassler, &
Ferdinand, 2020).
The first news on significant diseases such as COVID will be appeared on social media platforms
rather than traditional media (Kim & Hastak, 2018; Laylavi, Rajabifard & Kalantari, 2016). As
such, it is noted that Twitter’s potential to provide information in emergencies is better than other
social media platforms in terms of ease of use and large audience coverage in a short time (Simon,
Goldberg, & Adini, 2015). Besides, Twitter is essential not only for information communication
but also for information discovery with the data (tweets) it provides (Williams, Terras, & Warwick,
2013). However, the debates on this issue are still continuing. For example, Puri et al. (2020)
mention the lack of editorial control in the data to be obtained from Twitter and the unreliable data
image caused by this. Broniatowski et al. (2018) draw attention to the non-human accounts on
Twitter and the false information they create. In this context, it is stated that there are accounts
(Bots) that produce automatic content and accounts (Trolls) that misrepresent their identities and
deliberately try to provoke conflict, and they cause misinfodemia. In another study conducted by
Ferrara (2020), the content and dissemination patterns of more than 62 million tweets were
analyzed. It was found that Twitter accounts with a high probability of being automated bots posted
significantly more COVID-19 related tweets than non-bot accounts.
When evaluated in the context of information discovery, some studies critically approach the
source and control of information obtained from Twitter and studies that find the large volume of
data problematic. For the data in question to be processed, it is necessary to identify the source of
information and verify its content. Analysis and systematization can take much time in the
pandemic’s early period, competing against time (Ehnis and Bunker, 2020). Therefore, as stated
in Twitter-based public health research, applications such as NodeXL, Topsy, and NCapture are
used for data mining. The most common Twitter mining approach is to analyse the data through
Twitter Application Programming Interface (API). Twitter API is an application that provides realtime and free access to data (Sinnenberg et al., 2017).
Study findings clearly suggest that Twitter can be seen as a platform that causes COVID(mis)infodemia (Yu et al., 2020). However, it should be kept in mind that it is a potential source
of information to prevent misinfodemia and prevent new outbreaks. As such, understanding
Twitter’s potential to prevent misinfodemia is related to the research discipline and methodology
called infodemiology (Eysenbach, 2002). In this discipline, the determinants and distribution of
misinformation about health are emphasized, and it is aimed to direct both healthcare professionals
and patients to quality health information on the Internet. The concept of infoveillance is used for
infodemiology studies, which are based on automatic and continuous analysis of unstructured texts
on the Internet and whose primary purpose is surveillance (Eysenbach, 2009). The study of Chew
and Eysenbach (2009) on the H1N1 outbreak or Park, Park and Chong (2020) on the COVID-19
outbreak can be cited as examples of the studies that address outbreaks through Twitter data in the
field of infoveillance. Both studies highlight the potential of Twitter to prevent misinfodemia.
Studies of Northeastern University in the US may be given as an example of Twitter use to prevent
epidemics. A group of researchers at Northeastern University have used Twitter data to prevent
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their outbreaks from detecting early symptomatic indications, monitoring their spread, and
developing a new flu monitoring technique in a short period of time and without compromising
accuracy (Singer, 2017, May 5; Twitter API, n.d.). In this context, the study investigates whether
Epitweetr application is a useful tool for preventing COVID-(mis)infodemia for tourism.
The Case of Epitweetr
Although the name Epitweetr is not unfamiliar for epidemiologists (Bodnar & Fox, 2019), it is
entirely new for the tourism field. The European Centre for Disease Prevention and Control
(ECDC) carries out Epidemic Intelligence (EI) activities to rapidly identify and assess public
health threats, focusing on communicable diseases to ensure health safety in the EU. ECDC uses
social media as part of its resources to detect early signals of public health threats. Until 2020,
social media monitoring was mainly carried out through screening and analysis of posts from preselected experts or organizations. In this method, some signals were never detected or could not
be detected early enough in monitoring social media trends. Since automatic monitoring of
metadata from social media enables the detection of undetectable signals and improves the time of
signal detection, the Epitweetr application was introduced at the end of 2019 (ECDC, n.d.a).
Figure 1. Epidemic Intelligence at ECDC

Source: ECDC-1 (2020, December 10), 00:01:44 – 00:02:41

ECDC’s Epitweetr application is an R-based application. R is an open-source/free software that
can be used in the statistical calculation and charting. To make the Epitweetr application widely
accessible, R has been selected. This application, which can work on any modern operating system,
can be downloaded free of charge from the ECDC website, CRAN website, or GitHub (ECDC,
n.d.b). The primary data used by the Epitweetr application are obtained from Twitter Application
Programming Interface (API). For programmatic retrieval and analysis of data, version 1.1 of the
Twitter Standard Search API is used, and the user must be a Twitter Developer Account. Epitweetr
stores collected tweets compressed on the user’s computer. It geolocates them and gathers
information about the keywords in the tweet. In other words, tweets are collected by topic and
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geographical location. Then, a signal detection algorithm identifies the number of tweets (by topic
and geographical location) exceeding what is expected on a specific date/date range and sends
signals to users as e-mail alerts. In summary, the Epitweetr application allows users to
automatically monitor tweet trends by time, place, and topic to detect public health threats early
with signals such as an unusual increase in the number of tweets (ECDC, n.d.c). Although the
Epitweetr package is designed to focus on infectious diseases, it can be extended to all hazards or
other work areas by changing topics and keywords (ECD-5, 2021).
Method
A qualitative approach was adopted to explain whether Epitweetr was a useful tool for preventing
misinfodemia and reducing risk perception for tourism. Document review has been used to collect
data since it will be examined and interpreted through electronic materials (Corbin and Strauss,
2008). In this context, the official website of the ECDC was examined, and a 39-page guide
providing detailed data on the application on the site was reached (ECDC-5, 2021). Besides, a total
of 56 minutes and 58 seconds of video recording on the Youtube channel of the center was also
decoded. All videos detailed in Table 1 were posted on this Youtube channel with the title Get to
Know EpiTwitter! by ECDC on December 10, 2020.
Table 1. ECD – YouTube Information on YouTube Videos
Code
ECDC1
ECDC2
ECDC3
ECDC4

Issue
Social media monitoring
for epidemic intelligence
activities
Fundamentals of the R
package and #Shiny app
Analysis of signals
detected by epitweetr
Demonstration of the
#Shiny app

Presenter

Video Link

Time

Laura Espinosa,
ECDC

https://www.youtube.com/watch?v=no
goaTAiAqI

00:05:51

Francisco Orchard,
Epiconcept
Ariana Wijermans,
ECDC
Laura Espinosa,
ECDC

https://www.youtube.com/watch?v=Wc
UDceOX6nc&t=5s
https://www.youtube.com/watch?v=5B
4utFMhioU&t=245s
https://www.youtube.com/watch?v=x6
pvrkMMSpY

00:25:28
00:11:40
00:13:59

Content analysis was used in the analysis of the data in the relevant documents. The analysis was
carried out between December 1, 2020, and February 1, 2021, when the Epitweetr application was
announced.
Results
Epitweetr uses Twitter to detect early signals of potential threats/incidents by the topic and
geographical unit. Twitter allows its users to discover data collected through an interactive
interface by time, geographical location, and topic. Within the scope of the application, a maximum
of 1.5 billion tweets can be accessed annually. Epitweetr uses machine learning to detect
geographic expressions in tweets. This application, which works without the need for any server
after downloading tweets, allows its users to create their own reports (ECDC-2, 2020, December
10; 00:00:18 – 00:02:02). Epitweetr includes a five-page interactive web application. This practice
includes five main areas:
Dashboard Page
This is the page where tweets can be visualized and examined, and further the relevant information
can be downloaded. This page contains essential query areas such as Topics, Country and Regions,
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Period. Among these areas, the topic part is vital. Inquiries can be made by choosing from the
topics defined by Twitter. A maximum of 4.3 million tweets can be taken daily in the application,
archiving the tweets for the last week (ECDC-2, 2020, December 10; 00:04:12 – 00:12:36).
Figure 2. Dashboard Page

Source: ECDC, n.d.

Alerts Page
On this page, it is understood that signal detection takes place following various parameters: the
time interval of the signals and the places where they are detected, the number of tweets that occur
depending on these two and the percentage of excess tweets, the number of tweets from reliable
users and the most frequently used words can be determined. Alerts sent to users via e-mail can be
real-time alerts (as soon as a warning is received on Epitwitter) or planned alerts (for example,
twice a day) (ECDC-2, 2020, December 10; 00:17:10 – 00:25:28; ECDC-3, 2020, December 10;
00:02:23 – 00:05:24).
Geotag Evaluation Page
This is the page where the geolocation algorithm can be evaluated in different tweet areas.
Epitweetr stores geographic information of tweets (tweet text or retweeted tweet text) and users
(from their biography or location where they tweet) separately. No information is taken if there is
no geographical information in the tweet text and user information (ECDC 2, 2020, December 10;
00:12:36 – 00:14:18).
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Figure 3. Alerts Page

Source: ECDC-5, 2021.

Figure 4. Geotag Evaluation Page

Source: ECDC-5, 2021.

Configuration Page
This is the page where settings are changed, and where the basic operations are controlled. Topics
and related queries, geolocation languages, country/region definitions can be changed, and the list
of significant Twitter users can be chosen. The general settings related to tweet collection, signal
detection, and alert creation can be changed in this tab (ECDC 2, 2020, December 10; 00:03:11 –
00:04:12).
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Figure 5. Configuration Page

Source: ECDC-5, 2021.

Troubleshooting Page
This is a troubleshooting page with tips for using automated controls and Epitweetr (ECDC-5,
2021, s. 4).
Figure 6. Troubleshoot Page

Source: ECDC-5, 2021.
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Conclusion
Being informed about the events or crises that influenced tourism is important in taking necessary
measures and precautions in preventing or diminishing the consequences of future events (Scott &
Gössling, 2015). For example, SARS experienced in 2003 has resulted in loss of jobs of more than
3 million tourism industry employees and a net loss of more than US$20 billion in East Asia
(WTTC, 2003), or the fact that the number of trips was 8.6 million less than the previous year
(WTO, 2004). Similarly, willingness to travel decreased by approximately 30% in Europe and
America and 50% decrease in Asia in the May-September period of 2020 (Gallego & Font, 2020).
However, such research is reactive and only tries to detect or transfer the damage that occurs.
However, preventive studies are needed in tourism, especially after this epidemic, with a proactive
approach. Since epidemiologists warn about outbreaks to emerge in the future, such as COVID19 (Contreras, Moras, & Gomez, 2020), this exploratory study is conducted to draw attention to
the gap in question. In pandemics, there is a need for tools to reduce the risk perceptions of tourists
and residents and increase their positive tendencies towards travel (Karl et al., 2021). This is about
dissemination of the right information at the right time. In this context, Epitweetr, which sends an
alarm to its users via e-mail in the early stages of epidemics or during the monitoring phase, is an
important and useful application to identify critical needs and take immediate action. It directly
concerns the tourism field in allowing Twitter data to be discovered by time, geographical location,
and topic. The reports obtained from the application and the signals it sends to its users are essential
for tourism stakeholders.
Practical Implications
In the midst of a pandemic, people at risk of infectious disease are unfamiliar with their situation
and need more information than ever before. Especially in these periods, it is critical for the
information to be shared quickly and truly, for the translation (information generation, filtering
etc.) and dissemination of the information (Rosenberg, Syed & Rezaie, 2020). When evaluated
from the perspective of tourists, it is believed that the use of Epitweetr in travel decisions during
and after the pandemic will be functional both in preventing misinfodemia and reducing risk
perception. On the other hand, monitoring public response and perceptions during the pandemic
via Twitter can be vital for governments to enhance their fact-checking services and risk
communication. Epitweetr can help governments to guide information strategies in pandemic,
which often demand prompt decision making by pointing to warning stage instead of impact or
inventory stage (Park, Park & Chong, 2020). Even if governments or the media do not deliberately
provide the right information environment in the destinations preferred, the current and actual
situation can be learned from Twitter users in the destinations thanks to Epitweetr. Accordingly,
governments can use this application when accepting tourists or develop similar applications
themselves with professional teams. Thus, as the residents can access the same information, their
confidence in the government and their support for tourism development may increase. Possible
negative attitudes of residents towards tourists can also be prevented by Epitweetr application or
similar applications as accurate information is transferred quickly in the early stages of epidemic
(Mirbabaie et al., 2020; Romagosa, 2020).
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Theoretical Implications
Emphasizing the information discovery aspects of Twitter (Williams, Terras & Warwick, 2013),
the Epitweetr application is also significant in providing the empirical basis for the decisions made
by tourists, locals people, or governments (Chinazzi et al., 2020). Epitweetr can also be considered
as a new methodological approach for the tourism as one of the infoveillance methods (Chew &
Eysenbachi 2010). To which health studies refer, machine learning area and data mining are
considered new and potential fields of study for tourism academicians (Li et al., 2018). It is
estimated that scientific activities and publications in the relevant fields will increase in tourism in
terms of quantity and quality.
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Abstract
In Montenegro, tourism is the branch of economy that provides the greatest stability in the country.
It is a source of income for the population of this country, as well as a source of most public
revenue. The contribution of tourism in Montenegro in gross domestic product (GDP) in 2018 was
23.7 percent. Considering damage of the economic system caused by the COVID-19 virus, it has
to be taken into account that tourism will be the industry that will suffer the most, since the
outbreak of the virus. In 2020 Montenegro experienced a sharp fall in GDP 12.4 % and it is
expected that the decline in the number of tourist visits will continue in the next few months,
because the Montenegrin government imposes strict restrictions on the entry in the country as a
measure for spreading the virus. Montenegrin tourism has been further shaken by the collapse of
the national airline, which has prevented even limited movement of people and a change of thirtyyear long government. All these events will have decades-long consequences for the economic
system of Montenegro.
Keywords: pandemic, economic crisis, recession
Introduction
In mid-December 2019 China reported the appearance of an unusual type of virus with unknown
symptoms. The appearance of the new virus soon became a serious health crisis around the world
and reached the scale of a pandemic. In Montenegro, the first case of COVID-19 was confirmed
almost three months later, on March 17, 2020. Out of the total population until March 1, 2021,
Montenegro reported 114,935,339 cases and 90,589,349 recovered cases of COVID-19 infection,
with 2,548,306 deaths. The behavior of the Montenegrin people with the appearance of an
unknown virus was extremely frivolous and the people were not ready for the arrival of this
unexpected event. The consequences of such an approach will cost Montenegro for the next few
decades. This paper will present a brief overview of the COVID-19 pandemic, discussing the
impacts on the Montenegrin tourism industry and economy, a package of economic incentives for
economic recovery brought by the Government in the previous period. Also, the paper will present
the specifics that influenced the COVID crisis to be more disastrous for Montenegro than in other
Balkan countries.
The tourism industry in 2020 faced the challenge of overcoming a crisis that caused a large decline
in tourist arrivals and a decline in GDP not only in Montenegro but in many countries around the
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world. The Montenegrin tourism industry has a sharp fall in income, and it seems to be facing the
unprecedented threats hotels, airlines and all other sectors that are directly or indirectly related to
the tourism industry has been stopped for a while. The aim of this study is to measure and present
the impact of the corona virus on the tourism industry in Montenegro.
Literature Review
Tourism is considered to be the most dynamic phenomenon of the 20th century, representing a
specific industry and developed in parallel with civilization. The beginnings of tourism in
Montenegro date back to the mid-nineteenth century. Tourism is a strategic direction of
development of Montenegro; therefore it represents great economic importance in establishing the
connection between tourist supply and demand. The long history has left a rich culture due to
which many scholars, statesmen, politicians, artists and writers came to Montenegro. (Majstorovic,
2006).
It is believed that the greatest contribution for the recognization of Montenegro in Europe was
given by the Bishop of Montenegro Petar II Petrovic - Njegos, who at the beginning of the 19th
century created opportunities for the capital of Cetinje to be accessible to the world and other
cultures. The construction of the famous Billiards became the first symbol of Montenegrin culture
in 1838, and in 1864 the first hotel called Lokanda was built. From 1881 to 1902, there were 4
hotels and 62 cafes in Cetinje. At the beginning of the 20th century, Montenegro was known for
its rich tourist offer (Vuksan, 1951). The period from 1960 to 1979 is related to the growth of the
tourism industry and the construction of accommodation capacities. In 1960 the number of beds
was 13,305, in 1965 35,354 beds, and in 1970 more than 100,000 beds. A devastating earthquake
in 1979 destroyed almost all accommodation facilities on the country’s coast. After the war in the
1990s, Montenegro stagnated with the development of tourism due to international sanctions
(Majstorovic, 2006).
In 2001, Montenegro adopted the Tourism Development Strategy, which set economic, market
and environmental development goals. After the adoption of the strategy, Montenegro began to
work on the diversification of supply and accommodation capacities, strengthening
competitiveness, and tourism is the main strategic direction of Montenegro and has social, political
and economic significance (Tourism Development Strategy in Montenegro until 2020). According
to The World Travel & Tourism Council report for 2018, Montenegro was the third country in the
world in terms of tourism growth. The Montenegrin economy ranks 140th, and 30th in terms of
tourism’s contribution to GDP. The total contribution of tourism to GDP in 2017 was 23.7%, and
in 2018 32.6%. In 2017, jobs related to travel, tourism and tourism were 19.3% of total jobs. With
an expected growth of 7.7% for 2018, this would amount to 39,000 jobs, and with an average
annual growth of 1.3% by 2028, 45,000 jobs (WTTC, 2018). According to the data of the Statistical
Office of Montenegro, in 2019, 2.6 million tourists visited Montenegro, 14.5 million overnight
stays were realized, and revenues from foreign and domestic guests amounted to 1.1 billion euros.
46 new hotels have been opened, of which 85% are four- and five-star (MONSTAT, 2019). After
the record-breaking 2019, the year 2020 came with a new challenges for the Montenegro but at the
same time for the whole world.
Many countries in the world with developed tourism industries during 2020 were exceptionally
affected, but countries with less developed tourism industries will be affected by the economic
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recession following the pandemic (OECD, 2020). Thousands of different kinds of businesses have
ceased or suspended operations and for some of them there are no indications that they will reopen.
The impact of the pandemic has had a negative impact on employees in the tourism industry, the
workforce has lost its jobs and this once again confirms the precarious nature of many jobs related
to tourism and hospitality (Chanel, 2020). According to the World Bank report the Montenegrin
economy weakened by 12.4% causing a serious recession. The coronavirus pandemic had a serious
and profound impact on the tourism industry, which is based on human mobility (Lew et al.2020).
Tourism has shown how sensitive it is to all changes within two months all borders have been
closed, air and road traffic has been limited, the industry has collapsed all over the world. The
current pandemic has contributed to highlighting all the challenges of the global economy (Jorda
et al. 2020). When a crisis occurs, it not only affects the economy but also has political and social
effects (Cohen, 2012). The implementation of certain specific measures and campaigns like social
distancing, work from home, wearing face masks, lockdowns, self or mandatory quarantine,
mandatory public distance etc. pressure creates difficult or completely impossible working
conditions in the tourism industry. This sudden and unexpected change in the current system has
led to the beginning of a recession and requires the necessary fundamental changes not just in the
society but also in the system itself.
Materials and Method
In this paper, we adopted the secondary research methodology to review and discover the impact
of COVID19 on tourism in Montenegro using several journal articles, government documents,
research of thesis papers, pieces of literature etc., are considered to collect the necessary
information for the study. As a research area of this study development, it is pointed at the impact
of pandemic on the economy and tourism industry, that is why the research question is: ‘To what
extent COVID-19 pandemic affects the economy and tourism industry in Montenegro?’’. The
statistical and government data about the incidences regarding COVID-19 pandemic has been
collected to understand the impact of pandemic on the Montenegrin tourism industry. The
Montenegrin system of official statistics continues to conduct previous surveys, with slightly
smaller capacities. However, the procedures of the European Statistical System, on which
Montenegro relies, take time and the dissemination process itself takes longer than usual. Thus,
today we are able to analyze the data from the first three quarters of 2020.
The Impact on Tourism Industry
One of ten people on Earth is employed in tourism and tourism as industry provides livelihoods
for hundreds of millions of people. At the same time, it stimulates the economy and in many
countries around the world tourism is the most developed and most important sector. But tourism
is not only economically important but also has a great impact on people to get to know different
world’s cultures and brings people together. The impact of COVID-19 pandemic on tourism during
2020 has had a major impact on the GDP of developed countries, but small developing countries
like Montenegro are even hitted harder. According to the Organisation for Economic Co-operation
and Development during the 2020 Montenegro (OECD, 2020) experienced a sharp fall in GDP
(between -12% - 14.9%), largely driven by losses in the tourism sector, with foreign tourist arrivals
decreasing by 79.2% as of January 2021.
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According to the Statistical Office of Montenegro (MONSTAT, 2021) in 2020, there were 83.2%
fewer tourist arrivals compared to 2019, while the number of realized overnight stays decreased
by 82.1%. Of the total number of overnight stays, 86.1% were realized by foreigners, and 13.9%
overnight stays were realized by domestic tourists (Figure 1). In the structure of overnight stays of
foreign tourists, in 2020, most overnight stays were realized by tourists from Serbia (20.2%),
Russian Federation (17.7%), Bosnia and Herzegovina (15.2%), Ukraine (8.5%), Albania (6.7%),
Kosovo (5.8%), Germany (3.3%) and Belarus (2.8%). Tourists from other countries realized
19.8% of tourist nights.
Figure 1: Number of Tourist Arrivals and Overnight Stays 2016 – 2020
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Unlike 2019, which was a record year in terms of the number of foreign tourists and revenues, due
to the pandemic, in 2020, revenues were lower by almost 90 percent. Various projections expect
that the recovery of the Montenegrin tourism and travel sector in quantitative (number of tourists)
and qualitative terms (prices of services) will take at least three to five years. Tourism is the basis
of the economy of many countries, and in Montenegro it represents at least a quarter of economic
activity, which at this time is an even greater challenge to overcome the crisis. For the recovery of
the tourism industry, it is necessary to adopt a strategy for overcoming the crisis, solve the problem
of transport and communal infrastructure, create a strategy for waste disposal and recycling etc.
Montenegrin Democracy in Times of Coronavirus
When researching the economic crisis caused by the COVID-19 virus, it was almost impossible
not to talk about the political situation in Montenegro, which has greatly contributed to the
instability of the economic system of this country. The change of government in Montenegro took
place on August 30, 2020. This election marked the historic change of government in Montenegro
and the thirty-year rule of one party. Expectations were divided in the parliamentary elections.
Although the population was eager for change, especially because of the passage of the law on
freedom of religion, there was no sincere belief in them that a change of government was possible.
For some, completely unexpectedly, a change of government has taken place. A few facts related
to that period: the fall of the DPS (Democratic Party of Socialists) was so unexpected that the
newly elected government was insufficiently prepared to win. Then, in the first time after the
election, the government gained some trust from the citizens, but much time passed before the
government was constituted (which is unacceptable in times of global health crisis); government
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focused on reforms without a clearly prepared and outlined plan, ignoring the situation in the
country regarding the COVID crisis and refusing various donations from domestic businessmen,
in order to procure vaccines for the small population, such as this one in Montenegro. The new
government’s communication with the public boils down to frivolous statements, which mostly
turn into criticism of the previous government.
However, if we look at the behavior of the old government in isolation, we must point out a few
facts: institutions were ready to approach the health crisis, people in the government have had a
plan of how to deal with the unknown situation and they made a great effort to prepare people for
the unknown and in some parts of the 2020, Montenegro was the first Corona free country in
Europe. Investigations into the previous government’s illegal actions are launched, and the issue
of a national airline is raised, whose losses the state has been illegally compensating for years. The
country was left without a national airline, citizens were condemned to use the services of other
companies, which entails an increase in prices in air transport. The new government is providing
inaccurate information on further steps regarding the creation of a new company that will provide
flights. All these are facts that put Montenegro in a more demanding position compared to other
European countries. The process of reforming the entire system is a process that requires time and
preparation, and this government is facing such a great challenge, almost unprepared.
Are We on the Verge of Recession?
Expressing the economic effects of the crisis is statistically, almost impossible, especially at a time
when the pandemic in certain parts of the world has not stopped. In addition, statistics as a science
is not able to measure the effects of the transition of business from one mechanism to another, or
from one to another paradigm of the world around us. The COVID-19 virus pandemic affected the
application of digitized processes to be carried out almost overnight. The World Bank predicts the
impact of COVID-19 in the Western Balkans on several segments, which make up the economic
system: Poverty and Household Welfare, Education, Health, Labour Market, Air Pollution
Challenges, Social Protection, Financial Sector, Fiscal Policy, Trade, Private Sector. The COVID19 pandemic could increase the poverty rate in Montenegro by an estimated 1.5 to 3 pp, depending
on whether the crisis will last one or two quarters, but most of the new poor may remain
unprotected. The end result will be a reversal of the poverty reduction trend over the last four to
six year and its return to the level of 2015 or even 2013. Between 9,000 and 20,000 citizens could
fall into poverty due to economic shock. This crisis could be an opportunity for reforms that will
improve educational outcomes system and build its resilience in the medium term. How states will
develop recovery mechanisms from the crisis in order to return the system to full functionality, it
will be crucial to prioritize strategies that enable long-term improvements. This situation is also an
opportunity for introduction innovations that are sustainable in the long run.
Table 1: Labor Protection Support Programs Across the Western Balkans
Fiscal measures
Subsides/waivers for social security
payments
Private sector wage subsidies
Unemployment benefits with
relaxed eligibility

Albania

√

Bosnia and
Herzegovina
√
√

Kosovo
√
√
√

North
Macedonia
√
√
√

Montenegro

Serbia

√

√

√
√

√
√

Source: World Bank, 2020
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The financial sector can do much to mitigate the impact of COVID-19 on the real economy by
providing financing for bridging short-term needs and restructuring loans for sustainable firms to
help them mitigate the impact of the crisis and adapt to new business environment and, finally, by
making its contribution in the recovery phase. Trade policies, such as tariff reductions, and other
measures to facilitate border crossings, will be from crucial for mitigating immediate disturbances
caused by a pandemic and form encouraging recovery.
Results and Discussion
Table 1. Literature Analysis
Articles
Combating the Impact of
COVID-19 in Montenegro,
International Monetary Fund,
July 2020

Sources
https://www.imf.org/en/News/Articles
/2020/07/02/na070220-combating-theimpact-of-covid-19-in-montenegro

Assessment of the impact of
covid-19 on the business sector
and the growth prospects of the
Montenegrin economy, United
Nations, Jun 2020

https://montenegro.un.org/sites/default
/files/202007/Assessment%20of%20the%20imp
act%20of%20COVID19%20on%20the%20business%20sect
or%20and%20the%20growth%20pros
pects%20of%20the%20Montenegrin
%20economy%2C%20June%202020.
pdf
https://www.worldbank.org/en/news/p
ress-release/2020/10/22/recessiondeepens-in-montenegro-as-covid-19pandemic-threatens-jobs-and-povertyreduction-in-western-balkans

Recession Deepens in
Montenegro as COVID-19
Pandemic Threatens Jobs and
Poverty Reduction in Western
Balkans, The World Bank,
October 2020
What to expect from new
government in Montenegro,
European Western Balkan,
February 2021

https://europeanwesternbalkans.com/2
021/02/01/what-to-expect-from-thenew-government-in-montenegrocosmetic-or-real-change/

Analysis
As one of many tourism-dependent countries, the impact of
the pandemic had devastating consequences on Montenegro.
On June 24, 2020, Montenegro received an emergency loan
worth $83.7 million under the IMF’s Rapid Financing
Instrument to help its economy weather the economic
disruption caused by the collapse of tourism.
The pandemic certainly encourages society to improve and
advance health sector standards and accelerate the use of
digital solutions. In addition, further efforts are needed to
reduce dependence on only one sector of the economy, as is
the case in Montenegro and its tourism sector, which generates
between one-fifth and one-quarter of GDP.

The COVID-19 pandemic plunged the Western Balkans region
into a deep recession, causing a drop in domestic and foreign
demand. The second wave of the pandemic since mid-June has
hampered economic recovery. Travel restrictions and border
closures have lowered economic growth in those countries that
rely more on tourism. Montenegro is projected to experience
the strongest recession among the regions of the Western
Balkans, estimated at 12.4% .
The government in Montenegro has changed after 30 years, at
the time when the pandemic is under the influence of countries
in a severe financial crisis. The main dilemma that burdens the
domestic and foreign community is whether the change of
government means we can expect real changes.

The findings of the research confirm that the appearance of the coronavirus significantly affects
the Montenegrin economy, which predicted a great economic fall, the country dependent on
tourism income, has entered a financial crisis and is threatened by a serious financial recession.
Based on the research findings, it can be seen that the Montenegrin tourism industry is deeply
affected by COVID-19. The change of government during the crisis led to even greater uncertainty
for the country, and special measures to prevent the spread of the virus led to the almost complete
stagnation of the tourism industry.
Conclusion and Recommendation
This study provides a brief background on the impact of the pandemic on the tourism industry and
the Montenegrin economy. Our research has shown that the pandemic caused by the infectious
disease COVID-19 has negatively affected the economy with a special impact on the tourism
industry. In addition, the number of foreign tourists has declined due to measures for preventing
the spread of the virus adopted by the Montenegrin government on several occasions imposing
restrictions and travel bans, entry into the country and mandatory quarantine. It is expected that
several support economic stimulus packages for economic incentives adopted by the government
https://digitalcommons.usf.edu/m3publishing/vol16/iss9781955833004/1
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in the previous period will contribute to the tourism industry sustain itself during this challenging
period. The study identifies the impact of the pandemic on Montenegro’s tourism industry and
future research direction can be inspired based on the conclusions of this study. This research can
contribute to future decision makers to adopt a new strategy for tourism recovery and the plan for
reducing the impact of the pandemic on the tourism industry. It is also important to invest in other
types of industry in the coming period because Montenegro has great potential for the development
of other sectors. The pandemic is still ongoing, so many issues may not be relevant while this study
is being conducted. Therefore, future studies are advised to continue to observe the situation with
COVID-19 pandemic in order to find more directions of research.
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Consequences of Covid-19 on Tourism
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Abstract
The Covid-19 pandemic impacted almost every part of the society and the economic situation.
Tourism industry was especially hit by the pandemic as naturally tourism is heavily dependent on
mobility. The huge negative impact Covid-19 had on tourism most likely to be felt on years to
come for all aspects of the industry. Students who are about to graduate from tourism departments
of universities all around the world have a bleak outlook on future as the industry strives to stay
alive, let alone accept newcomers. This paper aims to examine the outlooks of tourism guidance
candidates as they are about to graduate and take their first real steps and to provide insights to
tourism lecturers, tourist guides and students so that precautions can be taken before any future
crisis.
Keywords: tourist guide, pandemic, students, tourism education, job seeking
Introduction
Covid-19 is the deadliest pandemic the world has faced as of yet, while the world faced epidemics
such as SARS, Ebola and H1N1 the Covid-19 devastated almost every country it touched. To limit
the spread of the virus governments all around the globe restricted travelling thus also limiting the
tourism activities. Even without restriction tourists are unwilling to travel due to the fear of
contracting the virus (Fotiadis, Polyzos, & Huan, 2021). According to UNWTO (UNWTO, 2021)
international travels all around the world fell %74 compared to 2019, this also translates to 1.3
trillion USD loss of tourism exports. UNWTO predicts that world travel could plunge back to
1990’s losing 2 trillion USD in global GDP leaving over 100 million direct tourism jobs at risk
and most likely to affect affiliated industries.
Naturally, as the industry shrinks so does the job opportunities, this paints a grim picture for the
students who are about to graduate. This translates to almost every student but maybe especially
to the tourism students. This creates a career shock on students who are about to graduate as
uncertainty becomes more and more imminent. A career shock can be defined as, an extraordinary
event caused by mostly outside factors triggering a though process about one’s career and job
opportunities. This career shock especially affects students who are in their graduation years or
just graduated from their schools and could have long lasting effects on students and graduates.
Coupled with already existing problems graduates have about job prospects and poor working
conditions, students may fall into despair about their futures (Reichenberger, Raymond, & Smith,
2021).

https://digitalcommons.usf.edu/m3publishing/vol16/iss9781955833004/1
DOI: 10.5038/9781955833004

398

Cobanoglu et al.: Advances in Managing Tourism Across Continents: Volume 1

Tourism guidance as a job, depends entirely on human interaction and mobility. Losing both of
these elements, tourist guides were left jobless almost overnight. And unlike other industries which
were able open for limited amounts of time through the year, tourist guides did not have this
opportunity and mostly relied on loans and side jobs. Even in situations where precautions could
be taken to allow tourism interaction anxiety induced by the Covid-19 discouraged tourists from
tours (Düzgün & Kurt, 2020). This outlook had a negative effect on tourism guidance students
who were just beginning to seek jobs in the industry. This study aims to assess the impact of Covid19 on students and help both industry and schools to prevent another career shock when the next
crisis occurs whether globally or locally. Findings can be applied on the training process of the
tourist guides, providing students a roadmap during the times of crisis that will inevitably occur in
the future. The responses will also give insights to the tourism lecturers about what goes inside the
minds of the students during their education years especially when something unexpected occurs.
Answers can be used to assess the resilience of the tourism guidance profession, as this is not the
last pandemic humanity will suffer, neither the last crisis.
Literature Review
Tourism is no longer an industry affected by just individual cities or countries but also by global
scale events. Covid-19 was a reminder that pandemics can and will happen over time and affect
the whole world sparing no single industry or even person. But it must be noted that Covid-19
crisis is the worst crisis the world has faced since the Second World War. The response of countries
all over the world has been severe for the tourism industry as borders were shutdown, air and sea
travel were made impossible and resources were stretched thin as governments focused solely on
combating the Covid-19 and its economic ramifications. Covid-19 crisis is unquestionably the
worst crisis faced by the tourism industry in the 21st century as of yet. Even the major tourism
destinations like Spain, Italy or France had to shut down tourism to prevent disease spread
(Vaníček, Šenková, & Jarolímková, 2021).
Tourism being a service intensive industry normally requires educated and qualified personnel to
offer quality service (Şengel, Genç, & Zengin, 2020). This meant that before the Covid-19 tourism
students usually had low job seeking times compared to other industries. Even though this demand
has been always high both nationally and internationally, the supply of educated and qualified
personnel has always been low. The main reason for this is the bad reputation of the tourism
industry as it is perceived - and rightly so- as a labor intensive, low pay industry. Students who
study tourism at universities, expect a high pay job after graduation, they expect a job they can
practice their field of study. Even before the pandemic there was a dissatisfaction between the
business owners and the graduates looking for work (Şengel, Genç, & Zengin, 2020). As
mentioned before, tourism is a service-oriented industry and only way to improve service quality
is to improve the quality of the education of the people work in the industry. This requires
education of the tourism students and maybe more importantly, allowing them to work in positions
where they can use their skills and education (Başarangil, 2020).
Education had to change overnight to adapt to the Covid-19 crisis, most governments chose to shut
down schools and focus on distance learning methods. This quick change has put a lot of strain on
most teachers and students forcing them to adapt a system very novel to most of them. Institutions
had to catch up to the spread of the Covid-19 which was spreading really fast, bringing about
unprecedented changes. Fast approaches meant that schools universities had to find universal
399

University of South Florida (USF) M3 Publishing

solutions for individualistic problems students faced (Daniel, 2020). Some families weren’t able
to provide internet access or devices that allowed participation in their online classes, some
lecturers and teachers couldn’t easily adopt to distance learning due to age.
Method
This paper aims to study the reactions tourism guidance students have for the Covid-19 crisis and
its effect on tourism industry and job seeking process. The interviews were conducted via phone
calls or face to face interviews. The study will mostly focus on Turkish students enrolled in
tourism guidance department of the Nişantaşı University. Participants are asked about their
experiences on job seeking during the pandemic and their outlook for the future. Results of these
findings will be presented in this paper. Students were asked about their expectations after
graduation, if they wanted to work in tourism after the pandemic ended and whether they thought
there was a job shortage before the pandemic. The interviews were conducted with students of
different ages and economic backgrounds. At the time of writing this paper qualitative interviews
were conducted with thirteen (13) students. Six (6) students identified themselves as male and
seven (7) students identified as female. Students were aged 19 to 31 while most students who
participated were in the 19-23 age bracket. The wide age bracket was chosen to reflect the different
attitudes of students that are in different stages in their lives.
Questions that were asked are;
1. Are you expecting the tourism industry to recover after the Covid-19 pandemic
completely ends?
2. What are your thoughts on tourism guidance in the long term after the Covid-19
pandemic ends?
3. Are you expecting tourism guidance profession to recover in the close future?
4. What are your thoughts on the job finding process before the pandemic?
5. Are you still planning to be a tour guide after the Covid-19 pandemic ends?
Questions are designed to be interchangeable with any future crisis tourism may face, allowing
future research about the nature of any unprecedented crisis that can affect the tourism students
and the tourism education process.
Questions were analyzed using conceptual analysis method, with statements that are used
explicitly are used to extract the implied concepts that are repeated between the answers to the
questions (Carley, 1990). As the number of participants were not too high, this method will provide
accurate results. Content analysis was selected as the method of choice in this paper as it is still
one of the most important analysis techniques in social sciences. Content analysis excels in
analyzing verbal discourse and text content, which are important sources of data for this paper.
Content analysis usually deal with implied context, allowing the researchers to interpret the data
in unique ways (Krippendorff, 1989). This is important for this paper as most of the data is open
to interpretation.
Findings
First opinions about the general state of the tourism industry is presented. Generally, students were
hopeful about the future of tourism, and thought that Covid-19 was just a temporary problem that
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would end soon. Students pointed out the importance of tourism in the economy and why it must
continue.
Tourism must return to normal for the economy and by extension the whole country to return to normal.

Said Hüseyin Eren Çıgrıkçı (19) highlighting how integral tourism is for the country. Most of the
students shared this sentiment too, maybe hoping that the industry would be more accepting and
needing fresh blood after the disastrous Covid-19 period, as pointed out by Eylül İrem Alkan (19):
Tourism will continue to exist forever; international tourists will not stop coming after this disaster ends.

The importance of international tourist traffic is pointed out in this sentiment and the students are
aware that tourism economy cannot survive without it. Especially the tourism guidance students
who are trained to work with the foreign guests, hopes a return of the international guests.
Tourism will not go back to what it was, mass tourism will die out as people try to maintain social distancing.

A counterpoint mentioned by Nazlı Melike Yılmaz (19) points out that trauma people faced during
the pandemic will affect their social behavior and may force tourism to evolve towards niche
tourism as the time progresses. As Samarathunga and Gamage (2020) wrote; as people are
quarantined in their own homes for long amounts of time, they will seek more individualistic
experiences in their holiday preferences. Most of all tourists will seek experiences that will provide
them spiritual healing such as meditation and yoga tours (Samarathunga & Gamage, 2020).
I don’t think it will ever go back to normal, Covid-19 will stay with us for a much longer time.

A very dark thought shared by Şevval Ziynet Karakaş (22) shows that some of the students
prepared themselves for the worst and expect everything to go even worse and tourism as a sector
to shrink, not accepting new employees and reducing the size of the current tourism workforce.
I am hopeful about the future of the tourist guides; the artificial intelligence technology will not be barrier
for us but a blessing.

When asked about the future of tourism guides Abdullah Yılmaz (29) who is a last year student
about to graduate shared a hopeful notion showing that even though pandemic was devastating for
the tourist guides, a hope for recovery and even improvement remains in the students.
In the long run tourist guides will recover better than ever, but in the short run it may take some time.

Murat Çelikbağ (31) proposed a more realistic approach and said that the tourist guides may have
to wait for the tourism traffic to improve.
Automatic guide system will take over as the technology progresses.

Şevval Nur Köse (19) was fearful that in the long run technology will make tourist guides obsolete,
she pointed out that the consumers prefer quick information rather than slow, hands on approach
they would get from tourist guides. A counterpoint was proposed by Sena Avcı (19) about the
same topic:
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I don’t think tourism guidance will get automated, tourists like the interaction provided by the tourist
guides, maybe the hotels and agencies will get automated, but not the tourist guides.

As mentioned before, most students that were interviewed provided more hopeful answers rather
than negative notions.
Mass tourism and by extension tourist guides will see demand in the near future. People already started to
participate in package tours even now. People are bored in their homes after a year of quarantine.

Elif Çarkçı (24) thinks that prolonged quarantine will affect tourism positively rather than
negatively. But in direct contrast Şevval Ziynet Karakaş (22) thinks that;
I don’t think tourist guides will be as busy as they were before the pandemic, people will choose individual
travels rather than mass tours.

While a rare idea, some students put forward the idea that mass tourism will die out as people will
carry the trauma of social distancing.
Tourist guides will become more important as people will seek better and safer options when they are
travelling.

Hasan Tolga Varol (19) points out that having a tourist guide in a group makes it a safer and more
interesting experience while travelling. Safer travel may become a staple word in tourism in the
coming years.
I think there were already a problem with job finding among the tourism guidance students even before the
pandemic, apprenticeships among the tourist guides were scarce.

Abdullah Yılmaz (29) pointed out that there is a high ceiling entering the profession and other
guides are reluctant to provide experience for the up-and-coming students.
There was a job finding problem, but it was not just about tourism, just a general problem of
unemployment.

Hasan Tolga Varol (19) thinks that problems faced by the tourism guidance students are just a part
of the general problem with the current state of the economy rather than targeted specifically on
the tourism industry.
I didn’t have a fear of the future before the pandemic, now I do.

Even though most students don’t think tourist guides will stay unemployed in the long run, some
students think they won’t have jobs in both the short and long run. The response above was given
by the Elif Çarkçı (24), thinking that economy will not recover in the long run even if the pandemic
ended. Most students thought that job market for the tourist guides will normalize when the
pandemic ended, or people got vaccinated.
I will continue to be a tourist guide, but in a foreign country.

While most of the participants stated they were going to continue in their journey to be a tourist
guide, some like Meriç Kocatürk (22) expressed they wanted to work abroad rather than in their
home country.
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If I can I will try to find a job in a different sector

While a minority in the participants, a last year student who is about to graduate Şevval Ziynet
Karakaş (22) expressed that she is fed up with the fluctuating tourism industry and will seek
another sector altogether if she can. Most of the participants expressed that they want to stay in the
tourism industry, specifically as a tourist guide.
Conclusions
Students who participated in the study, mostly gave out positive responses for the future of the
tourism industry. Students mostly view Covid-19 as a devastating yet a temporary phenomenon.
This is a positive as mentioned before, tourism industry constantly requires new employees that
are educated and skilled to function. Students are hopeful that the industry will normalize and grow
in the coming years after the end of the Covid-19 pandemic. Most students prefer to stay in the
tourism industry after the crisis and develop a career in tourism. A minority of the participants had
rather bleak outlooks for the future, thinking Covid-19 will be a constant part of our lives and
won’t allow tourism to recover. This is important as it can be said that while majority of the
students have high hopes for the coming year, some students think that they may have wasted their
education because of this pandemic, students who gave out negative responses usually think about
the wasted years and financial loss suffered by their parents.
Negative comments involved an uncertainty about the future, most prevalent theme was the
uncertainty of whether the pandemic would end or not, and the uncertainty of finding a job after
graduation in an economic situation where job finding process usually take very long. Though
positive comments outweigh the negative responses, this shows the resilience of the tourism
industry at large and tourism guidance profession specifically. Students’ confidence about finding
work after the pandemic can be attributed to the protected nature of the profession (requiring a
license from government to work) allowing easier access to the job market.
It can be seen that the theme of technology is repeated about the future of the tourism guidance,
two opinions are implied; a positive outlook, belief that technology will help tourist guides with
networking, pathfinding and discovery of new destinations. And a negative belief that the
technological advances will render tourist guides obsolete with the usage of GPS systems,
automatic guides and even the travel videos. Positive answers are repeated by most of the students
which points out to a hopeful view from most of the participants. The word recovery is repeated
multiple times, painting a positive picture for the future.
Students’ responses point to the intriguing idea of mass tourism dying out due to the trauma of
social distancing. This idea sparked negativity in some students and positivity on the most, a small
number of students believes that with mass tourism gone, tours won’t be profitable and tourist
guides will become obsolete in the coming years. The majority on the other hand, believes that
either mass tourism will recover from its current state or tourist guides will play a more niche role
being much more expensive to hire therefore profession would not die and may even prosper more
than it did in times before the Covid-19 pandemic.
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Theoretical Implications
Findings point towards a hopeful and positive trend among the students, this shows that even after
a catastrophe regarding tourism, students and potential tourist guide candidates are still positive
about the future, ready to take their places in the workforce. This shows the resilience of the
tourism industry and specifically the resilience of the tour guides. With tourism students ready to
take their places in the future, it can be said that when the Covid-19 pandemic ends tourism can be
restarted. The questions asked in this paper can be used interchangeably with inevitable future
crisis’s the tourism industry and tourism education institutions may face in the future. This paper
can be a guideline for tourism lecturers to better understand and react to student’s fear of future.
Practical Implications
This paper can provide a roadmap for the coming weeks for the lecturers to alleviate the fears of
the tourism students and create an adapted curriculum. Perceptions of the students can help
officials to better regulate the license giving process for the near future when the pandemics end,
and provide a better, faster recruitment process. For the tour guides themselves this paper shows
that a better and a more solid apprenticeship process must be organized to ease training of the
students who can help established tour guides in the near future when tourism restarts and Covid19 ends. This paper should be able to ease student’s job seeking process in the pandemic period
alleviating their fears.
Future Research and Limitations
In the future this research can be broadened by interviewing more students from different schools
around the country and possibly the world. Same questions can be asked to other tourism students,
not just the tourism guidance students. Gastronomy students can be interviewed too for a more
comprehensive outlook on tourism in general. Industry officials can be included for a two-sided
argument. Factor of recruitment can be seen from the industry side and compared to the results of
this paper. A more comprehensive study can be conducted after the Covid-19 ends, focusing more
on the past effects of the pandemic on tourism students. This paper is limited to the tourism
industry and its relevant branches. The data acquired from this paper may not be able to use
interchangeably with other industries. The nature of the pandemic makes it harder to reach out to
people, thus limiting the extent of this paper and any future research in the near future. After the
pandemic ends a more comprehensive study can be conducted as the people interviewed can be
contacted again for a recap of their experiences after the pandemic.
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Abstract
The purpose of this research is to evaluate the tourism values of Çanakkale province in terms of
recreational tourism potential. Secondary data used within the scope of the study handled with
SWOT analysis. As a result of the research, it was seen that many of the touristic values in
Çanakkale province can be evaluated in terms of recreational tourism. The strongest aspects of the
recreational tourism potential of Çanakkale province are; the availability of many natural and
cultural resources suitable for the feasibility of recreational tourism types, the high potential of
recreational tourism, the availability of businesses that can be directed to recreational tourism
management, climate and unspoiled environment. The weak aspects are of the Çanakkale’s
recreational tourism potential; deficiencies in promotion and marketing, lack of awareness in
tourism, problematic and difficult access to Çanakkale due to its geographical location, existing
infrastructure and superstructure not meeting the needs and indifference of local governments.
While it was seen that the opportunity of the Çanakkale province is suitable conditions for
recreational tourism types and the factor of weak tourist image was identified as the greatest threat
in the Çanakkale province.
Keywords: recreational tourism, SWOT analysis, Turkey
Introduction
The word Recreation comes from the Latin word recreatio which means regeneration or
reconstruction (Manning & More, 2002). Recreation has become an important factor affecting the
lifestyle of individuals and nations today, and also it is a concept that has physical, social, cultural,
economic and commercial aspects (Jenkins & Pigram, 2005). Recreational tourism is defined as
all activities in which people voluntarily participate and take advantage of the opportunities they
dream of, act freely, and renew themselves by moving away from the environment, rhythm, and
form of life in order to get rid of monotony during their free time (Ryan, 2003). Recreational
tourism activities are defined as voluntarily undertaken activities that people do with full desire
and satisfaction during their leisure time, enjoyable and have no negative effects (Jenkins &
Pigram, 2005). Recreational activities can be classified as high-level social activities, cultural and
artistic activities, sports activities, general outdoor activities in terms of their relevance to tourism
(Lawson & Band-Bovy, 1977). The recreational tourism activities can be named as follows:
“picnic, fishing with fishing line, sunbathing, driving, walking, swimming, visiting fairs,
entertainment and shopping places, hiking in nature, boating, sailing, rafting, diving in deep
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waters, examining vegetation, examining natural structures, examining historical buildings,
collecting, mountain climbing, football, table tennis, handball, family camping, wild camping
(safari), off-road auto riding, hunting, off-road motorcycle riding, aquatic survey, wildlife, animal
feeding, gardening, skiing, spa, yachting, bird and nature watching, photography, painting,
paintball, horse riding, jogging, folk dance, cycling, going to concerts and theaters, playing tennis,
golf, basketball, volleyball, ice skating, bowling, computer games, modern dances, reading books,
model making, eating and drinking (gourmet), kite flying, cooking, parties, gambling, gymnastics,
aerobics” (Sağcan, 1986, p. 5).
There are three stages that make up recreational tourism (Leberman & Mason, 2002). These are
the demand emerging due to the rapidly increasing human population, the needs that generate this
demand and the birth of the supply that can meet these needs, in other words, the emergence of
private entrepreneurs to invest in the recreational tourism field. Recreational tourism is a source
of happiness for people with all its functions. However, realization of recreational tourism-related
functions in accordance with the purpose can be achieved by identifying the real needs and
expectations of people together with their level of participation in such activities (Iso-Ahola,
1983). There are various national and international studies aimed to determine the recreational
potential (Akten, 2003; Birinci, Zaman & Bulut, 2016; Çetin & Şevik, 2016; Diktaş Bulut, 2018;
Dudek, 2017; Fleishman & Feitelson, 2008; Gülez, 1992; Kliskey, 2000; Paracchini, Zulian,
Kopperoinen, Maes, Schägner, Termansen & Bidoglio, 2014). However, especially when national
studies are examined, it is seen that the studies for determining the recreational tourism potential
of Çanakkale are quite limited (Bucak & Özkaya, 2013; Gültekin & Gültekin, 2012; Nemutlu,
2018; Sağlık, 2014). In this context, the purpose of this study is to evaluate the tourism values of
Çanakkale province in terms of its recreational tourism potential and to examine the recreational
tourism potential of the province with SWOT analysis. For this purpose, the studies on the regions
where recreational tourism types are performed were examined with the method of content analysis
and the recreational tourism potential of Çanakkale was evaluated through SWOT analysis.
Literature Review
Relationship Between Tourism, Recreation and Leisure
Today, people need recreational activities in order to maintain the desired life standard in a healthy
way (Chen, Hui, Lang & Tao, 2016). For individuals who live in relatively crowded settlements,
getting away from crowded urban life has been one of the important factors in the need for tourism
and recreation activities. Tourism is an economic and social event consisting of temporary travel
and accommodation that is continuous, exceeding twenty-four hours outside the place of residence
and including at least one overnight stay (Leiper, 1979). Recreational activities have become an
integral and important part of tourism development and marketing strategies today. To define this
phenomenon, the term event tourism is used and can be defined as “systematically developing,
planning, marketing and organizing activities to create an element of touristic attraction”
(Tassiopoulos, 2005, p. 4). In this context, it can be stated that recreational activities give an image
to the touristic area. Through the activities, the promotion of the region where tourism mobility is
provided can also be realized. Cultural, artistic, sportive activities are considered as one of the
important methods used in modern tourism to create an image for the region where the activities
are held (Tayfun & Arslan, 2013). One of the most important problems of the tourism industry is
seasonality. Recreative activities reduce the effect of seasonality and can create significant gains
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by using off-season natural attractions (Mc Donnel, 1998). While tourism is often defined and
analyzed as a recreational activity (Ryan, 1991); it is also defined as the art of meeting people’s
needs arising from the travels they make for different purposes and their accommodation in the
places they go, and the main purpose of which is to rest and have fun, provided that they do not
permanently settle outside their own place of residence, have a commercial and political purpose
(Yu, Kim, Chen & Schwartz, 2012). Tourism is a big buying event in terms of time and money. In
this sense, tourism requires a wider investment budget, while recreational activities that can be
seen as a part of our daily life are included in the usual consumption habits of the person. While
the time spent on tourism shows a single square and narrow feature, there is continuity and
regularity in the time allocated to entertainment and rest. While tourism requires the consumer to
leave their home in order to obtain it, there is no such requirement in recreational activities.
Recreational activities can also be held at the person’s home or very close to his home. However,
when tourism is handled in this sense, it cannot be brought to one’s feet. The person participating
in the tourism event can reach the touristic product by going to the place where the product is
located (Karaküçük, 1999). Williams (2003) considered that tourism and recreation can be
significantly associated with leisure time, there is a distinction between business-related recreation
and tourism, and finally, areas where recreation and tourism intersect are situations that indicate
the time and place where tourists encounter recreation participants. Williams (2003) describes the
relationship between leisure, recreation, and tourism as follows:
Figure I. Relationship Between Leisure, Recreation and Tourism

Source: Williams, 2003

It is carried out within the scope of leisure time due to recreation and tourism structure. However,
there are also tourism and recreation areas that go beyond the definition of free will in leisure time.
For example, convention or conference travel for business purposes is a tourism event but not a
recreational activity (Tezcan, 1977).
Classification of Recreation Activity Types
When the literature is examined, it is seen that the types of recreation activities are divided into
various classes. These are (Sevil, 2012, p. 15-17):
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•
•
•
•
•

•
•
•

Recreation according to the local classification: rural recreation (outside the city center)
and urban recreation (inside the city center).
Recreation in spatial terms: classified according to the place where it takes place; are
activities held in open or closed areas.
Recreation according to the nationalities of the participants: It is expressed as
international events when individuals or institutions from outside the country participate,
and as national events if only with individuals and organizations within the country.
Recreation according to the age of the participants: It is divided into sub-classes as child,
youth, adult, third generation recreation.
Recreation according to the number of participants: it is divided into individual and group
recreation. The recreational activity (cinema) that people perform alone is called
individual recreational, and the activities they do as a group (football, volleyball, etc.) are
called group recreation.
Functional recreation: divided into sub-dimensions such as commercial, aesthetic, social,
health, physical, artistic, cultural and touristic.
Temporal recreation: classified into daily recreation (short distances and activities during
the day) and holiday recreation (activities spanning several days).
Recreation according to the mode of participation in the activities: It is classified as
active and passive participation. Those who are active are individuals who are amateur,
or volunteers engaged in any sports activity. Passive ones are just spectators.

In addition to the above, Çimen (2019) classifies recreational tourism activities as surf tourism,
paragliding, river tourism, hunting tourism, mountaineering (mountain climbing), golf tourism, air
sports, silk road, winter sports, bird watching, caving, health and thermal tourism, yacht tourism,
sailing and plateau tourism.
Positive and Negative Effects of Recreational Activities
Leisure restriction theory provides us with important information about how participation in
recreational activities takes place. The theory questions the reasons for not participating in leisure
activities and evaluates these reasons in three main dimensions. These are internal (depression,
stress, self-efficacy, etc.), interpersonal (reluctance to go alone, etc.), and structural (economic
distress, environmental conditions, etc.) (Crawford, Jackson & Godbey, 1991). The increase in
people’s participation in recreational activities depends on a number of social and economic
factors. Social and economic factors that encourage recreational participation are as follows
(Aslan, 1993, p. 24; Karaküçük, 2005, p. 103; Sağcan, 1986, p. 84-89; Williams & Shaw, 2009, p.
328):
•
•
•
•
•
•
•
•

Industrialization and urbanization,
Economic efficiency and developments in working conditions,
Increase in disposable income, population growth and mobility,
Technology, influence of mass media, advertisement, and propaganda,
Cultural interaction, education level, environmental awareness,
Changing new health awareness and demands,
Changes in values,
Effects of political authority and other organizations,
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•
•
•

Effect of recreational movement, effect of social mobility,
The effect of natural resources, the increase of recreational centers,
Promotion of tools, equipment and materials.

With the effect of urbanization and industrialization seen in modern societies, the increase in
people’s leisure time has directed people to recreational activities. The concentration of the
industry in large settlements; the decreasing working hours; increasing leisure time, and mobility
opportunities rise the recreational needs of the city dwellers (Aslan, 1993). Recreational activities
are also very important for young people to stay away from bad habits and build a healthy future,
especially in their spare time. For this reason, the fact that recreational activities are carried out by
professionals within certain plans will ensure that recreational activities are more beneficial to the
young people and to the society in general. In addition to educating and resting people, recreational
activities can have many positive and negative effects on socio-cultural, physical, environmental,
political, and economic terms (Akten & Akten, 2011). These benefits are specified in Table 1.
Table 1. Positive and Negative Effects of Recreational Activities
Positive Effects
•
Socio-cultural
•
Shared Common Experience
•
Strengthening traditions
•
Rising social pride
•
Increasing social participation
•
Introduction of new and creative ideas
•
Broadening cultural perspectives
•
Physical and Environmental
•
Showcasing the environment
•
Presenting the best applicable models
•
Increasing environmental awareness
•
Inheritance of the infrastructure system
•
Development of transportation and
communication system
•
Urban transformation and renewal
•
Political
•
International prestige
•
Advanced profile
•
Promotion of investments
•
Mutual social support
•
Development of managerial skills
•
Tourism and Economic
•
Promotion of the touristic region and increase of
tourists
•
Extension of stay
•
Increase in income
•
Increase in tax revenues
•
Employment creation

Negative Effects
•
Socio-cultural
•
Breaking traditions,
•
Failure to fully analyze the history, people, life,
traditions, and customs of the region visited with very
intense tour programs and create an anti-culture result,
•
Contamination of historical sites,
•
Cultural degeneration
•
Physical and Environmental
•
Destruction of the natural and cultural environment,
•
Visual distortions,
•
Air, water and soil pollution, damage to fauna and
flora, deterioration of the ecological balance of nature,
waste, and sewage problems.

Source: Akten & Akten, 2011.

Environment is quite significant for recreational tourism since most of the recreational activities
are held in open air recreation areas. As tourism develops, the environment loses its naturalness as
a negative effect of tourism. However, tourism can also negatively affect biological diversity.
Therefore, a planned development of tourism ensures the healthy development of the sector
(Demir, 2002). In the planning of tourism and recreational activities, usage decisions should be
taken in line with the current structure of the area and the various criteria and mutual compatibility
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among the activities to be carried out. While planning the recreation area, it is necessary not to put
pressure on nature; to be a part of nature; and to ensure the sustainability of the recreation area.
Again, the carrying capacity of the forests, rivers, lakes, parks, recreation areas and other natural
environment areas where recreational activities will be held should be determined in advance so
that they do not harm the environment and the social structure of the society. In addition, attention
should be paid to what type of visitors will come to the areas where recreational activities will be
held. Since the experiences of people visiting an area may differ in that area (Bell, Tyrväinen,
Sievänen, Pröbstl & Simpson, 2007), the diversity of visitors will cause an increase in conflicts
among people.
Demographic and Geographical Structure of Çanakkale Province
Located in Turkey’s northwest, Çanakkale separates the European and Asian continents.
Çanakkale province has also lands on the Gallipoli Peninsula and the Biga peninsula, which is an
extension of Anatolia. It was established in an area of 9.737 km between 25-35 and 27-45 east
longitudes and 39-30 and 40-45 northern latitudes. It is surrounded by Balıkesir province in the
east and southeast direction, the Aegean Sea in the west, Edirne province in the northwest,
Tekirdağ province and the Marmara Sea in the north. Çanakkale province has 12 districts named
as Ayvacık, Bayramiç, Biga, Bozcaada, Çan, Eceabat, Ezine, Gelibolu, Gökçeada, Lapseki, and
Yenice (Çanakkale Municipality, 2021).
Tourism Statistics of Çanakkale Province
Tourism Businesses
As of 2016, the total number of accommodation facilities with tourism operation certificate and
municipality certificate in Çanakkale has been 623. Whereas 67 of them are accommodation
facilities with tourism operation licenses, 556 of them are accommodation facilities with a
municipal license (South Marmara Development Agency (GMKA), 2017).
Bed Capacity
As of 2016, the total bed capacity of the accommodation facilities with tourism operation
certificate and municipality certificate in Çanakkale has been 25,099. While 19,000 of them belong
to facilities with municipal operation certificate, 6,099 of them belong to accommodation facilities
with tourism operation certificate. When the ranking of districts in terms of bed capacity is
examined, it is observed that the first three places with the largest capacity are Ayvacık, City
Center of Çanakkale and Bozcaada, respectively (Çanakkale Provincial Directorate of Culture and
Tourism, 2019).
Domestic and Foreign Tourists
Between 2011-2015, there was an increase in the number of the tourist who went to the facilities
with tourism operation licenses in Çanakkale. The total number of entrances to the facilities with
tourism operation license was 373.943 in 2016, 64.949 of which were foreign tourists and 308.994
of them were domestic tourists. Also, average length of stay in facilities with operating license in
2016 was 1.56 days (South Marmara Development Agency (GMKA), 2017).
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Foreign Visitor Profile
It is seen that Australia is among the top three countries in the list of countries with the highest
number of visitors when the country-specific distribution of visitors who came to Çanakkale and
stayed in facilities with operating licenses between 2011 and 2016 is examined. Anzac Day
Ceremonies (commemoration events) held in April each year have a significant impact on this
situation. The People’s Republic of China went up in the rankings during the period between 20112016 and ranked first among countries in terms of the number of visitors in 2014, 2015 and 2016
(South Marmara Development Agency (GMKA), 2017).
Tourism Values of Çanakkale Province
The information, which contain about the Tourism Values of Çanakkale Province, have been taken
from the South Marmara Development Agency (GMKA) (2017) and Çanakkale Provincial
Directorate of Culture and Tourism (2019).
Gallipoli Historical War Area comes first with its historical, cultural, and spiritual values among
the important values of Çanakkale. However, there are many other archaeological values and
cultural assets in Çanakkale, especially the Ancient City of Troy. Other important values of
Çanakkale among are as follows; Assos with Aristotle’s philosophy school; Bozcaada, which
stands out with viticulture thanks to its vineyards; Gökçeada, which has a harmony of
multiculturalism with its unspoiled nature and organic products; Ida Mountains with its rich flora
and fauna and Saros Gulf is located with its rich species.
Çanakkale, with its four-season tourism potential, has a strong tourism potential with its coastline
and islands, historical, cultural and spiritual values, biological diversity and geothermal resources.
With its combination of natural, cultural and historical elements, Çanakkale is a city in which allseason tourism potential can be utilized and tourism activities can be carried out throughout the
year. The city hosts many tourism activities not only with the sea-sand-sun trio, but also with its
historical and cultural values integrated with the relaxing effect of green.
Çanakkale’s total coastline is 671 km. There are 11 blue flag beaches within the scope of the blue
flag award given to qualified beaches and marinas meeting the required standards in Çanakkale.
Ayvacık, which has the most blue flag beaches of the province, Bozcaada and Gökçeada, where
natural and cultural values are in harmony, increase the attraction of the province in summer.
Çanakkale offers many opportunities to experience different water sports such as surfing,
kitesurfing, underwater diving, and angling. With its existing and ongoing infrastructure
investments in maritime transportation and the cruise ships it currently hosts, Çanakkale offers
significant opportunities for yacht tourism and cruise tourism.
Having hosted many different civilizations from ancient times to the present, Çanakkale draws
attention with its rich historical and cultural assets. There are many ruins of ancient settlements
within the borders of the region, which is referred to the Ancient Troas Region and covers the Biga
peninsula today. Ancient cities such as Assos, Parion, Alexandria Troas, especially the ancient city
of Troy, which is on the UNESCO World Heritage List, are just some of the important cultural
assets in Çanakkale. Values such as Gelibolu Mevlevihanesi, Aynalı Bazaar, Çimenlik Castle,
Kilitbahir Castle are among the other historical and cultural riches of the city.
https://digitalcommons.usf.edu/m3publishing/vol16/iss9781955833004/1
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Bureaucratic processes are reduced for tourism facility investments in these regions, and
investments are made fast. Tourism investments in these areas can benefit from the 5th Region
supports within the scope of the Incentive System of the Ministry of Economy. There are 8 tourism
centers with thermal, nature and coastal themes and 1 coastal themed culture and tourism
protection and development zone in Çanakkale.
The changing understanding of tourism has been effective in the development of alternative
tourism types as well as coastal tourism. Çanakkale is among the provinces with high ecotourism
potential with its natural beauties, rich vegetation and favorable climatic conditions. There are
many ecotourism opportunities in Çanakkale such as bird and wildlife watching, trekking,
agricultural and farm tourism.
Yeşilyurt, Adatepe and Nusratlı Villages are among the important ecological tourism values of
Çanakkale with their unique view where the local architectural texture and natural structure are
protected and the blue and green are integrated. Çanakkale, especially in Ayvacık, Bozcaada, and
Bayramiç districts, is home to ecological farms that raise awareness of nature conservation and
ecological life and are based on the principle of protecting natural and cultural wealth. Many
alternative tourism activities such as educational activities on ecology, permaculture, and
ecological architecture, children, and yoga camps are carried out in Çanakkale.
Lastly, Çanakkale is also a taste stop for gastronomy enthusiasts thanks to the authentic flavors of
its cuisine, which is integrated with olive oil. Local flavors of Çanakkale such as Ezine Cheese,
Bayramiç White and Bayramiç Apple are registered with a geographical indication and contribute
to the development of gastronomy tourism.
Çanakkale has a semi-humid climate. The average temperature of Çanakkale, which has a climate
close to the sea effect is 15.0°C. The hottest months are July with an average of 25°C and August
with 24.9°C. The lowest temperature is felt in January with an average of 6.2°C.
Evaluation of Recreational Tourism Opportunities and Recreational Tourism Opportunities in
Çanakkale Province With SWOT Analysis
In this section, the natural, historical, and touristic attractions of Çanakkale province are compiled
from various sources and given under titles. Çanakkale has the required conditions that will ensure
the development of recreational tourism in many respects. For these reasons, the current potential
of Çanakkale should be addressed. The studies (Bucak & Özkaya, 2013; Çanakkale Provincial
Directorate of Culture and Tourism, 2019; Çanakkale Tourism Workshop Report, 2012; Gültekin
& Gültekin, 2012; Nemutlu, 2018; Sağlık, 2014; South Marmara Development Agency (GMKA),
2017) on the region where recreational tourism activities performed were examined using content
analysis method and the recreational tourism potential of Çanakkale province was evaluated
through SWOT analysis.
SWOT Analysis refers to developing strategies for the future by analyzing the strengths and
weaknesses of the business and the opportunities-threats against them (Ghazinoory, Abdi &
Azadegan-Mehr, 2011). The word SWOT is made up of four English words, the initials for
Strengths, Weaknesses, Opportunities and Threats. SWOT analysis is to examine the situation of
marketing and to reveal a systematic framework regarding the situation (Kurttila, Pesonen, Kangas
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& Kajanus, 2000). In this study, it was aimed to reveal the internal (strengths and weaknesses) and
external (opportunities and threats) factors of the recreational tourism potential of Çanakkale
province by using the SWOT technique. In this sense, the general purpose of the SWOT analysis
is to clearly know and analyze the strengths and weaknesses of the tourism-dependent and
independent supply potential of the region, and to help select the strategy that is suitable for the
country’s goals. In addition, SWOT analysis is a tool that allows the region’s alternative tourism
opportunities to be evaluated and to identify and correct the existing mistakes (Goranczewski &
Puciato, 2010).
The strengths, weaknesses, opportunities, and threats that Çanakkale province may encounter in
recreational tourism are stated below. The values that compose Çanakkale’s recreation tourism
potential are river tourism, hunting tourism, bicycle tourism, thermal tourism, botanical tourism,
bird, and wildlife watching, hiking, event tourism, gastronomy tourism, picnic, photography,
camping with tents, plateau tourism. Çanakkale province has the potential to serve many different
recreational tourism types and activities such as surfing, kite surfing, diving, and angling within
the scope of alternative tourism diversity offered by rock climbing and the sea.
River Tourism
Çanakkale and its surrounding are one of the most ideal places for fun adrenaline-filled nature
sports such as rafting, river canoeing, river skiing, canyon crossing, with its rich natural resources,
high mountains, lush green valleys and stretching rivers. Rafting activities along the valleys where
rivers and rivers flow in Çanakkale and its surrounding areas provide the opportunity to watch the
rich vegetation and unique historical artifacts that have survived thousands of years. Due to the
mountainous and rugged terrain of all four parts of our country, especially the Çanakkale
geography, it is possible to do rafting in almost every district and town.
Hunting Tourism
Gökçeada Örnek Hunting Ground and Kalkım Örnek Hunting Ground, Çanakkale are among the
places that attract local and foreign tourists who are interested in hunting tourism.
Bicycle Tourism
With Çanakkale Wars Gallipoli Historical Site, Troy Historical National Park, Ida Mountains and
its organizations for cycling enthusiasts, Çanakkale has an important potential in terms of bicycle
tourism.
Botanical Tourism
Çanakkale offers various opportunities for botanic tourism enthusiasts with Ida Mountains and its
surroundings, which host various endemic species.
Bird and Wildlife Watching
Located within the borders of Troy Historical National Park, Menderes Delta hosts important water
birds and creates an environment where birds can be observed. Çardak Lagoon, located in Lapseki
district, which is another place suitable for bird watching, has important advantages to watch birds.
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Both number of the bird species it hosts, and its location features are attractive for tourists. The
Kavak Delta, located in Gelibolu district, has been identified as an important bird area in terms of
bird species according to international indicators, and 130 bird species have been identified in the
area. Places such as Salt Lake, Araplar Strait/Skamender Valley, Kumkale Reeds and Hoyrat Lake
in Gökçeada are among the areas where different bird species can be observed in Çanakkale. With
its forests containing many shades of green, especially the Ida Mountains, its biological diversity
and its unsatisfying beauties, Çanakkale offers many opportunities for wildlife observing,
Trekking
There are many areas suitable for trekking in Çanakkale, especially the Ida Mountains, Gallipoli
Historical Site, Troy Historical National Park, Ayazma Pınarı Nature Park. Bozcaada, Gökçeada,
Kalkan-Ida Mountains are among the areas suitable for horse riding.
Event Tourism
Çanakkale has a wide range in terms of event tourism, which is among the factors that affect the
choice of destination with its traditional festivals, organizations and competitions for different
sports branches, National and international Memorial Day activities.
Thermal Tourism
The surface temperature values of geothermal energy resources in Çanakkale range between 2396.2° C. The geothermal resources of Tuzla region of Ayvacık district are the geothermal resources
with the highest temperature within the borders of Çanakkale with 96.2° C surface and 174° C
well bottom temperature. Thermal springs such as Tuzla, Kestanbol, Külcüler, Hıdırlar, Tepeköy,
Kırkgeçit are among the thermal resources that bring Çanakkale to the fore in terms of thermal
tourism. There are totally 6 thermal facilities in Çanakkale province: 3 in Çan district, 1 each in
Biga, Ezine and Bayramiç districts. As of 2016, the total bed capacity of these facilities has been
626.
Gastronomy Tourism
Çanakkale is a taste stop for gastronomy enthusiasts thanks to the authentic flavors of its cuisine,
which is integrated with olive oil. Çanakkale, which has fertile sea as well as its soil, offers a
variety of flavor options to its visitors looking for different tastes, and hosts various events where
local tastes stand out. Çanakkale also draws attention in terms of the concept of healthy nutrition
with the quality and natural agricultural products obtained as a result of the increasingly
widespread organic agriculture and good agricultural practices. Local flavors of Çanakkale such
as Ezine Cheese, Bayramiç White and Bayramiç Apple are registered with a geographical
indication and contribute to the development of gastronomy tourism.
The Diversity of Alternative Tourism Offered by the Sea
Çanakkale offers many opportunities to experience different water sports such as surfing,
kitesurfing, underwater diving, and angling. Saros Gulf is one of the favorite diving spots of diving
enthusiasts because of the rich species and wrecks it hosts. Gökçeada and Bozcaada are home to
many diving points with their shores ready to be discovered. Being the first and only calm island
415

University of South Florida (USF) M3 Publishing

of the world with the title of Cittaslow and hosting different cultural motifs, Gökçeada is one of
the favorite places of kite surfing and windsurfing enthusiasts. Çanakkale has many points suitable
for sport fishing, especially in Babakale, Saros Gulf and Bozcaada beaches. Çanakkale offers
significant opportunities for yacht tourism and cruise tourism with its existing and ongoing
infrastructure investments in maritime transportation and the cruise ships it currently hosts.
National and International Memorial Events
Çanakkale where a heroic epic was written and one of the most important symbols of the national
liberation struggle hosts every year the Anniversary of the Çanakkale Naval Victory with
participation of many national and international high-level representatives, local and foreign
guests, press and media organs. Çanakkale hosts Anzac Day ceremonies which is a memorial event
are performed on date of 24th-25th April each year with the participants from Australia, New
Zealand, United Kingdom and France.
Protected Areas of Çanakkale
Troy Historical National Park
Immortalized by Homer’s Iliada and Odysseia works and hosting Troy with its nine cultural levels
and more than forty settlement stages, the Historical National Park of Troy is an area where many
activities can be performed such as cycling sports, picnic, trekking, photography, wildlife
watching, camping with tents, plateau tourism, climbing and bird watching.
Ayazma Pınarı Nature Park
The Ayazma Pınarı Nature Park, located in Ida Mountains, where the world’s first beauty contest
was held according to mythology, is a frequent destination for nature lovers with its forest
recreation area, unique flora-fauna, cold water resources and clean air.
Saros Gulf Special Environmental Protection Area
Saros Gulf, known for its underwater riches, hosts 144 species of fish, 78 species of marine plants
and 34 species of sponges and offers different opportunities for those interested in underwater
activities. In order to protect its geomorphological, landscape, ecological, floristic, biogenetic and
touristic features without deterioration, Saros Gulf and its coasts have been declared as Special
Environmental Protection Area.
Evaluation of Recreational Tourism Values in Çanakkale Province by SWOT Analysis
The table below has been designed in the light of the content analysis and SWOT analysis studies
conducted within the scope of the study.
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Table 2. SWOT Analysis of the Recreational Tourism Potential of Çanakkale Province
STRENGTHS
•
Availability of many natural and cultural resources
suitable for the feasibility of recreational tourism types,
•
High potential of recreational tourism,
•
Existence of businesses that can be directed to
recreational tourism management,
•
Climate,
•
Intact nature,
•
The people of the region are friendly and hospitable,
•
Continuation of nomad culture in the region,
•
Applicability of recreational tourism for 12 months,
•
Providing trained personnel in the tourism sector from
the tourism departments of Çanakkale Onsekiz Mart
University Tourism Faculty,
•
Suitability of the region for many alternative tourism
types,
•
Existence of other tourism types in addition to
recreational tourism types,
•
Existence of air transportation of the province,
•
Realization of the image and promotion activities of
Çanakkale province by the Çanakkale Provincial
Directorate of Culture and Tourism.
OPPORTUNITIES
•
Having high potential of the region for recreational
tourism types,
•
Increasing interest in alternative tourism types and
recreational tourism,
•
Rapid increase in the demand for types of recreational
tourism in Turkey and world,
•
Reviving gradually of domestic tourism,
•
The willing of local governments to develop tourism,
•
Increasing number of associations and clubs for
recreational tourism types,
•
Focus on alternative tourism types within the scope of
Çanakkale and Balıkesir in the 2023 Tourism strategy,
•
The support of South Marmara Development Agency
(GMKA) on developing of alternative tourism in
Çanakkale,
•
Existence of Recreation department within Çanakkale
Onsekiz Mart University Tourism Faculty.

WEAKNESS
•

•
•
•
•

•
•
•
•
•

Being exist but not sufficient of the image and promotion activities
of Çanakkale province carried out by the Çanakkale Provincial
Directorate of Culture and Tourism.
Tourism awareness is not sufficiently developed,
Transportation to Çanakkale province is problematic and difficult
due to its geographical location,
Inability of existing infrastructure and superstructure to meet the
needs,
The people of the region do not have enough information on
recreational tourism and are not aware of the natural wealth of the
region,
Lack of entrepreneurship culture in terms of recreational tourism,
Lack of promotion and marketing activities throughout Turkey,
although the region is recognized by the immediate environment.
The insufficient number of accommodation places and being
contrary to the appearance and texture of the region.
Lack of sufficient cooperation with tourism agencies.
Suspension of international and national tourism activities due to
the Covid-19 pandemic.

THREATS

•
•
•
•
•
•
•
•

Weakness of the touristic image of Çanakkale,
Insufficient attention to protect recreational tourism values,
Fall of the satisfaction level of tourists due to guides who are not
experts in their fields and do not know the region well,
Lack of clarity in legislation regarding the management of
recreational tourism types and deficiencies in inspection,
Being insufficient of incentives for recreational tourism types,
Existence of environmental problems caused by the unconscious
use of natural areas,
Existence of the possibility of the region may face destruction of
natural areas and environmental pollution in case of overcrowding,
The deterioration of the socio-cultural structure with the increasing
population of the region every year.

As seen in the table above, Çanakkale province has many strengths and opportunities in terms of
recreation tourism. However, there are weaknesses and some issues to take into account that arise
as threats.
Conclusions
The purpose of this research is to evaluate the tourism values of Çanakkale province in terms of
recreational tourism potential. As a result of the study, it is seen that the strongest aspects of
Çanakkale in recreational tourism are as follows: availability of many natural and cultural
resources suitable for the feasibility of recreational tourism types, high potential of recreational
tourism, existence of businesses that can be directed to recreational tourism management, climate,
intact nature, the people of the region are friendly and hospitable, continuation of nomad culture
in the region, applicability of recreational tourism for 12 months, providing trained personnel from
the tourism departments of Çanakkale Onsekiz Mart University Tourism Faculty for the tourism
sector, suitability of the region for many alternative tourism types, existence of other tourism types
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in addition to recreational tourism types, existence of air transportation of the province, realization
of the image and promotion activities of Çanakkale province by the Çanakkale Provincial
Directorate of Culture and Tourism. Secondly, it has been seen that the weakness aspects of
Çanakkale in recreational tourism are; being exist but not sufficient of the image and promotion
activities of Çanakkale province carried out by the Çanakkale Provincial Directorate of Culture
and Tourism, tourism awareness is not sufficiently developed, Transportation to Çanakkale
province is problematic and difficult due to its geographical location, inability of existing
infrastructure and superstructure to meet the needs, the people of the region do not have enough
information on recreational tourism and are not aware of the natural wealth of the region, lack of
entrepreneurship culture in terms of recreational tourism, lack of promotion and marketing
activities throughout Turkey, although the region is recognized by the immediate environment, the
insufficient number of accommodation places and being contrary to the appearance and texture of
the region, lack of sufficient cooperation with tourism agencies, suspension of international and
national tourism activities due to the Covid-19 pandemic. Thirdly, it has been seen that the
opportunities of Çanakkale in recreational tourism are; having high potential of the region for
recreational tourism types, increasing interest in alternative tourism types and recreational tourism,
rapid increase in the demand for types of recreational tourism in Turkey and world, reviving
gradually of domestic tourism, the willing of local governments to develop tourism, increasing
number of associations and clubs for recreational tourism types, focus on alternative tourism types
within the scope of Çanakkale and Balıkesir in the 2023 Tourism strategy, the support of South
Marmara Development Agency (GMKA) on developing of alternative tourism in Çanakkale,
existence of Recreation department within Çanakkale Onsekiz Mart University Tourism Faculty.
Lastly, it has been seen that the threats of Çanakkale in recreational tourism are; weakness of the
touristic image of Çanakkale, insufficient attention to protect recreational tourism values, fall of
the satisfaction level of tourists due to guides who are not experts in their fields and do not know
the region well, lack of clarity in legislation regarding the management of recreational tourism
types and deficiencies in inspection, being insufficient of incentives for recreational tourism types,
existence of environmental problems caused by the unconscious use of natural areas, existence of
the possibility of the region may face destruction of natural areas and environmental pollution in
case of overcrowding, the deterioration of the socio-cultural structure with the increasing
population of the region every year. Consequently, the indispensable value of availability of many
natural and cultural resources suitable for the feasibility of recreational tourism types in Çanakkale
Province with a high potential of recreational tourism should be kept in mind. Depending on this
logic, recreational tourism will provide extra income for Çanakkale Province and especially local
public. Thus, it will contribute to regional development. Also, a recreational tourism
implementation plan which can be applied for nature protection purposes should be laid out to
cover all stakeholders and must be urgently implemented.
Theoretical Implications
This study provides new insight into the importance of recreational tourism. A comprehensive
study has not been conducted before on the recreation tourism potential of Çanakkale. This study
contributes to the elimination of this deficiency. The study compiled the opportunities Çanakkale
offers in terms of recreation tourism and conveyed the strengths, weaknesses, opportunities, and
threats Çanakkale has achieved with these opportunities. The study also raised the awareness of
the local people’s attitude toward recreational tourism and discussed the importance of education
in terms of recreation tourism.
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Practical Implications
As a result of the study, some suggestions are presented for the tourism sector. These suggestions
can be listed as follows.
•
•
•
•
•
•
•
•
•
•

•
•
•
•
•

In order to increase the recreational tourism potential of the province, a large-scale
inventory should be created with the cooperation of local administrations, local people,
universities and private sector.
Urgent measures must be taken to complete the missing infrastructure and superstructure
situated in Çanakkale.
Cleaning, landscaping and general maintenance works of recreation areas in the province
should be done by the relevant institutions.
It is necessary to investigate which recreational activities can be carried out in existing
recreational areas and to determine which activities should be done accordingly.
The province should determine its tourism carrying capacity and create a controlled
tourism development strategy.
The demands of the public should be taken into account when determining the tourism
development strategy.
It can be said that the first and last target of creating a continuous demand in the national
and international tourism market is air transport. For this reason, Çanakkale airport must
provide continuity in national flights and provide services for international flights.
Raising the awareness of local people and tourism-related businesses about recreational
tourism and organizing training programs from time to time will accelerate the
development of recreational tourism.
With recreational tourism, especially in rural areas, local people will receive additional
income and as a result their welfare will increase. Thus, it is possible to say that both
economic and social development will be achieved.
Village houses should be built in rural areas in accordance with the natural structure of
the region or a room of local people’s houses should be opened to tourists to
accommodate tourists. For this, low-interest and long-term loans should be provided by
local governments or the state.
Focusing on the promotion of the region in the national and international press, opening a
website, supporting publications such as brochures and posters will ensure the rapid
development of tourism in the region.
Tourism projects and investments in the province should be supported more by
development agencies.
Some incentives should be provided in order to attract entrepreneurs to the region by
presenting the recreational tourism potential of the province to relevant segments in
promotional activities and fairs.
It is necessary to announce the recreational tourism values which specific to the region
through effective promotional activities to be carried out with the participation of both
public and private sectors. Travel agencies also have an important role in promotion.
Recreational activities should be planned in a way that will cause the least damage to the
environment, culture and social structure and bring the most economic benefit.
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•
•
•
•
•

Unconscious killing of the environment must be prevented. Pollution of water,
destruction of the environment can cause both fauna and flora to deteriorate. The
deterioration of ecological balances may cause irreparable consequences in the future.
Pollution problems of toilets, seats, and green areas in recreational areas of the province
should be eliminated.
Activities and competitions should be organized to encourage local people and tourists to
recreational activities.
In order for all these suggestions to bring to life, qualified personnel needed in
Çanakkale. Therefore, recreational tourism education should also be provided at
universities in Çanakkale and the surrounding provinces.
In order for the opportunities revealed in the analysis to turn into a plus, strategies, as
well as good planning, should be considered.

In summary, it can be said that there is sufficient level of supply for recreational tourism in
Çanakkale. It is necessary to examine the weaknesses revealed in the SWOT analysis and to
produce appropriate solutions in order to utilize these resources effectively. It is important to
consider recreational tourism as an important tool for the realization of recreational tourism
development in Çanakkale. Considering the strengths-weaknesses and opportunities-threats that
arise in the analysis while making plans and programs for future provincial tourism is important
for the development of both local people and tourism sector in the region. It is essential to
determine ecologically sensitive areas and to make planning decisions without disturbing the
protection-development balance in the context of recreational tourism. The promotion of the
recreational areas should be done effectively through media tools.
Limitations and Future Research
The measures to be taken for the development of recreational tourism are not limited to the abovementioned factors. Recreation tourism is an important opportunity for Çanakkale to be saved
seasonality. It will be possible to extend the stay of the incoming tourists with the help of
recreational tourism. It is possible to ensure the continuation of recreational tourism activities by
keeping nature intact and minimizing environmental pollution. Especially Ida Mountains,
Yeşilyurt, Adatepe, and Nusratlı Villages are rich in both flora and fauna. Therefore, necessary
measures should be taken urgently for the elements that threaten the necessary existing resources.
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Abstract
Turks lived in Central Asia, one of the world’s first civilization centers, and later immigrated to
Anatolia. Due to the nomadic life of Turkish Nation, in the early days, livestock activity was more
heavily involved in life than agriculture. For this reason, products obtained from livestock were
used in the kitchen, and their daily diet consisted of meat, milk, oil and food and beverages
obtained from them. With the inadequacy of the Central Asian steppes for animals, migration was
born, and the nomadic life required the preparation of products that are easier to consume and
transport. In parallel with the vegetation of the nomadic life and the living environment, the kitchen
was shaped, and products were produced by processing meat, milk and cereals. Among these
foods, such as yoghurt, cheese, kefir, sucuk, tarhana and boza, foods obtained by fermentation,
which has an important place in Turkish cuisine in terms of gastronomy, have important positive
contributions in terms of human health. In this study, it is aimed to give information obtained by
the literature review method about the history of fermented foods that have an important place in
Turkish Cuisine, their production, their effects on human nutrition and their place in Turkish
cuisine.
Keywords: fermented foods, Turkish cuisine, traditional foods, cultural heritage, health,
gastronomy
Introduction
Introduction Fermentation is defined as a metabolic process in which microorganisms (bacteria,
fungi, yeast or a combination thereof) generate energy from organic compounds, especially under
anaerobic conditions, without the addition of any oxidizer (Akçelik & Akçelik, 2019, Kandasamy,
Kavitake & Shetty, 2018, Orsi & Zambrini, 2018). Fermented food is obtained by fermentation.
At the end of fermentation, the food is in a relatively ready-to-eat form, rich in nutritional
components, and products with a wide variety of flavors, flavors and textures have been formed.
The purpose of fermentation is to preserve the food, improve its taste, texture or nutritional quality.
Fermentation makes food safer, eliminates unacceptable factors (toxin, harmful microbial load,
etc.) in the raw material or in the final product, in addition, reduces the volume of materials
(Behera, Bal, Das, Panda & Mohanty, 2018). With the emergence of humanity, hunter-gatherer
nutrition culture prevailed first. As a requirement of this, they were fed with the consumption of
cereals, seeds, fruits and herbs etc., which were provided at the beginning. With the
implementation of agriculture and animal husbandry in time, barley, wheat, rye and oat, which are
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called the four bigs, were taken into daily nutrition and the production of livestock products such
as milk, meat and cheese started (Çetinkaya, 2020). Therefore, many nutritional developments, the
raw materials of which are these substances, have taken place all over the world, and meat and
dairy products specific to every region have emerged. With the fermentation found in a way, these
foods are preserved longer and transformed into more delicious forms. Some fermented products
produced worldwide; Miso in Japan, douche and sufu in China, temph in Indonesia, yoghurt and
cheese in India, Europe and the USA are examples (Puniya, Kumar, Puniya & Malik, 2015). If
fermented foods are grouped (Akçelik & Akçelik, 2019, Kandasamy et al. 2018) the following list
is obtained:
•
•
•
•
•
•
•
•
•

fermented dairy products (cheeses, airag, amasi, dahi, kefir, kumis, vilii, yoğurt etc.),
fermented meat products (pastrami, sucuk, sausage, alheria, tocino, peperoni vb.),
fermented cereal products (boza, busa vb.),
fermented legumes (bekang, dhokla, bikalga, füru, douchi vb.),
fermented vegetables and bamboo shoots (fermented pumpkin, ekung, goyang, kimchi,
fermented olives and pickles, etc.),
fermented roots / tubers (fufu, gari, lafun, tape vb.),
fermented, dried and smoked fish products (balao-balao, bakasang, gruchi, kusaya vb.),
various fermented products,
lcoholic beverages (beer, wine, sake, whiskey, brandy, etc.).

Among the functional properties of microorganisms in fermented foods, properties such as being
probiotic, antimicrobial, antioxidant, peptide production, fibrinolytic activity, poly-glutamic acid,
degradation of anti-nutritic compounds are counted (Tamang, Shin, Jung & Chae, 2016). Cultural
heritage is the collective memory of the community, and it is defined as ensuring the transfer of
knowledge and experience of the past to the future (Sarıbaş & Öter, 2020). In this context,
fermented foods, which are the elements of gastronomy, which is accepted as the art of good
cooking and good eating, can be described as important cultural elements that have survived to the
present day with the history of humanity. There are many valuable foods that the Turkish Nation
uncovered during their nomadic life in Central Asia and their subsequent migration to Anatolia. A
detailed research has been presented on those produced by fermentation method, especially those
specific to Turkish Cuisine, such as yoghurt, buttermilk, cheese, dried kımız, kefir, tarhana, boza,
sucuk-soudjouk, mustard and turnip juice.
Methods
Literature review is one of the appropriate methods to gather topics with a wide scope and to make
comparisons. In this study, online library and internet resources were searched and physically
printed food and gastronomy books were used to evaluate the history, production, effects on human
nutrition and gastronomic evaluation of fermented foods, which are many examples in Turkish
cuisine.
Health Effects of Fermented Foods
The most important bacteria in fermented foods are lactic acid bacteria (LAB), which have the
ability to produce lactic acid from carbohydrates. Other important bacteria are Acetobacter
(fermentation of fruits and vegetables), and Bacillus (fermentation of legumes), which produce
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acetic acid. In addition, the important fermentative yeast species are the species of S. cerevisiae,
which is Saccharomyces genus and is widely used as baker’s yeast. Yeasts produce enzymes that
give typical taste and aroma and result in beneficial biochemical reactions that allow bread to
ferment, similarly lactic acid bacteria are the most common microorganisms found in fermented
foods that produce acid in the medium (Sahu & Panda, 2018).
The benefit of fermented foods in human nutrition is that they contain significant amounts of
vitamin, mineral, amino acid, phenolic, flavone, fatty acid and sugar, compared to their nonfermented forms. It is stated that these bioactive components can provide antihypertensive,
anticarcinogenic, antidiarrheal, control of intestinal infections, control of serum cholesterol levels,
lowering effects on the immune system and blood sugar and antithrombotic properties and have
many contributions on the organism (Sahu & Panda, 2018, Gilliland, 2001).
Lactic acid bacteria (LAB), which are frequently isolated in fermented foods, are used in the
production of many foods as GRAS (generally considered safe food) (Behera et al., 2018). LAB
has many effects such as eliminating unwanted microorganisms in the digestive system and
improving sensory and tissue properties. LAB in many foods, they improve its nutritional value,
flavor, aroma and texture, such as dairy products (buttermilk, cheese, yogurt and fermented milk),
fermented beverages, sourdough breads, fermented meats and vegetables (Kandasamy et al. 2018,
Orsi & Zambrini, 2018).
Some components contained in fermented foods; such as constipation, antiobesity, anticancer,
antidiabetes, cardiovascular diseases, gastrointestinal disorders, skin disorder, celiac disease,
protection against insomnia, hypertension, prevention of premature aging, hepatitis, jaundice,
colorectal health promotion, cholesterol reduction, antioxidative effect, fibrolitic effect, immunity
provides effects (Behera et al., 2018).
Fermented foods, some of which may be probiotic, can be supplemented with probiotics and
enriched in essential nutrients such as vitamins B12, B6, K2, biotin, protein, essential amino acids
and fatty acids that meet the body’s needs. Most probiotics produce a wide variety of
antimicrobials, such as lactic acid, acetic acid, formic acid, propionic acid, ethanol, diacetyl,
acetaldehyde, reutericycline, reuterine, fatty acids and bacteriocins, which inhibit their pathogens
(Puniya et al., 2015).
Some Fermented Foods
Yoğurt
It has been determined by archaeological studies that cattle were domesticated about 10,000 years
ago and their milk was used. It was probably discovered at this time in yogurt. With the
domestication of the cow, the production / consumption of milk and dairy products has spread all
over the World (Hutkins, 2019, Uzunsoy & Özer, 2019). Although there is no exact record of
where and when yoghurt was made, Yaygın (1966) and Yaygın (1999), who have important studies
and books on yogurt, show that the historical records were that yogurt was found by Turks, it was
made widely in places where Turks lived since ancient times, and in other countries in the 20th
century. The yoğurt types conventionally produced in Turkey; cup yoğurt, süzme (bag) yoğurt,
dried yoğurt, tulum yoğurdu, Silivri yoğurdu and cooked yoğurt (Yaygın, 1999).
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There are many examples of dairy products among the most popular fermented foods, and yogurt
is available in many countries around the world. Again, dairy products such as cheese, leben, viili,
kefir, gariss, koumis, mistidoi, lassi, genius and shrikhand are widely consumed. Dairy products
are extremely common due to their simple formulation (Hutkins, 2019, Puniya et al., 2015).
Among the fermented foods, milk and dairy products are the most demanded and consumed by 6
billion people worldwide (Sahu & Panda, 2018) Common fermented milk products: fermented
mostly by mesophilic and thermophilic lactic acid bacteria; yoghurt, ayran, acidophilus milk,
zabadi, labneh, biogarde, bifighurt, genius etc (Sahu & Panda, 2018, Orsi & Zambrini, 2018).
The fact that human beings can be fed only milk for a long time as soon as they are born proves
the importance of milk in human nutrition. Food products prepared from milk, such as cheese and
yogurt, contain the nutrients found in milk similarly. This shows that the mineral substances,
vitamins and other nutrients contained in it are sufficient and balanced. It is also a very rich source
of calcium that helps build strong muscles, bones and teeth (Puniya et al., 2015). It has been
determined that regular yoğurt consumption reduces cardiovascular diseases and type 2 diabetes
(Kandasamy et al., 2018). Lb delbrueckii subsp bulgaricus and Streptococcus thermophilus
bacteria found in yogurt contribute positively to the intestinal system, but they do not have the
ability to survive and reproduce in the intestinal system like probiotic (Gilliland, 2001). It is stated
that the bacteria in yogurt heal the intestines, acidophilus yogurt has the healing effect of
Salmonella and Shigella-infected patients, or the presence of antimicrobial substances produced
by yogurt bacteria has many positive effects on nutrition. It is stated that the presence of lactic acid
bacteria prevents the formation of cancer-causing substances (Akın, 2006).
In yoghurt production, traditionally, the previous yoghurt is used as yeast, whereas in commercial
yoghurts, yeast (starter culture) is required to contain the bacteria Lb. delbrueckii subsp. bulgaricus
and S. thermophilus (S. salivarus subsp. thermophilus) in a ratio of 1:1 for an ideal yoghurt
production (Hutkins, 2019). While the ideal temperatures below 42°C are for S. thermophilus in
yogurt, above 42°C is more suitable for Lb. delbrueckii subsp bulgaricus. In yoğurt production,
the desired product can be obtained by keeping the temperature setting in the 41-44°C band. For
example, Lb. delbrueckii subsp bulgaricus is more dominant in lactic acid and acetaldehyde
production, while S. thermophilus provides more acidic and flavored yogurt towards higher
temperature (Hutkins, 2019).
Industrial yoghurt production: In order to make a good yoghurt, some milk with good properties
should be used. The quality milk is a milk that does not contain bad odor, has its own color, odor
and taste, has a low microbiological count, and does not contain antibiotics. After adjusting the
milk fat to the desired level (1-3%), it is adjusted at 43⁰C and 130-150 pascals pressure. Milk taken
into stainless tanks is heated at 80°C for 30 minutes/at 85°C for 20 minutes/at 90°C for 5 minutes.
Starler culture is inoculated (added) at 2-3%. Its acidity is allowed to incubate (ferment) up to 1.01.2% lactic acid or pH 4.2-4.3. Yogurt is formed after about 3 hours in total. Preserved in the cold
situation (Tekinşen, 2000).
The consumption of dairy products is widespread in Turkish culture. Especially yoghurt and
cheese consumption is high. Often ayran also decorates the tables. Many dishes are made with
yoghurt in Turkish cuisine. Some of these are: yoğurt soup, tutmaç soup, ayran meal, cacık, elbasan
tava, iskender, mantı…
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Ayran
Ayran is defined as fermented milk product prepared by adding water in yogurt or by adding the
cultures of Streptococcus thermophilus and Lactobacillus delbrueckii subsp. bulgaricus to milk
whose dry matter is adjusted (Tebliğ, 2009). Ayran, which is one of the indispensable drinks of
Turkish Cuisine, is drunk with many meals or alone due to its cooling feature, especially in
summer. Ayran, like yogurt, is a product obtained from milk, so it contains many health-beneficial
nutrients besides its refreshing effect, and ayran prepared with the addition of garlic and salt also
exhibits a blood pressure balancing feature.
Cheese
Milk is one of the oldest foods in the world, so cheese is also widely produced around the world.
It is stated that the food with the most variety in the world is cheese. It is stated that there are over
2000 types of cheese in the world, but there are 12 different types of cheese in essence. It is
believed that the production of cheese started with the use of milk (Tekinşen, 2000). Cheese
according to the Communique; It is obtained by coagulating the raw material using a suitable
coagulant and separating the whey from the curd or coagulating the milk after separating the
permeate with different hardness and fat content, salted with brine or dry salting or without salting,
using or without the starter culture, boiling the curd. Dairy products that are produced in
accordance with the technique without boiling, with or without flavor, are consumed after ripening
or maturing, displaying characteristic characteristics specific to their variety (Communique, 2015).
Anatolia and Turks have known and consumed cheese since ancient times. It has been determined
that the word cheese entered Turkish from Persian during immigration from Central Asia and
consumed cheese (called as beynir, benir, pendir, penir in Turkish) by Kipchaks, Turkmens,
Chagatay, Azeris, Karluklar et al (Üçüncü, 2008). Cheese traditionally produced in Turkey; kashar
cheese, white cheese, tulum cheese, Konya moldy (green) cheese, Kars gravyeri, mihaliç cheese,
Van herby cheese, Edirne Ezine cheese, Divle tulum cheese, Karaman Divle tulum cheese,
Erzurum çivil cheese, karın kaymağı peyniri, Diyarbakır örgü cheese, İzmir tulum cheese.
Cheese is a rich source of nutrients such as proteins, vitamins, minerals and also short-chain fatty
acids that are important for health. In addition, during cheese ripening (making up 80% of cheese
protein) casein is broken down, different proteos-peptones are formed, thus it becomes more easily
digestible. The biological value of degradation products does not differ from milk. It is stated that
some of these peptides structurally act as hormones, neurotransmitters or antibiotics in the
organism, some of them can remain active in the gastrointestinal digestive system, and can provide
antagonistic, or preventive effect, to harmful microorganisms. Cheese is a very rich food in terms
of all essential amino acids, which must be taken from outside, except methionine and cysteine,
which cannot be digested in the body. The mentioned peptides contribute to the reduction of blood
pressure in the body, as well as antimicrobial, antithrombotic, antidiabetic, antioxidant effect,
regulation of the immune system, lowering cholesterol and positive contribution to the nervous
system. Although it varies from cheese to cheese, whey contains less than milk as some vitamins
are removed and it is an important source of mineral substances such as calcium, magnesium and
phosphorus (Gürsoy & Öztürkoğlu-Budak, 2019, López et al., 2012)
Cheese making: The fact that there are many types of cheese makes the cheese making recipe a
little difficult. If the description is to be made in general: It is cleaned after raw milk is obtained,
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it is filtered to separate the stalk, etc. Fat and/or protein standardization is provided to obtain a
standard product. Milk is taken into tanks made of stainless steel and the heating process is carried
out according to the feature of the product to be produced. Necessary materials (starter culture,
calcium chloride, rennet-enzyme) are added into it. The clot formed at the end of a certain period
is cut in accordance with the technique and the cheese juice is drained. If desired, add salt. In some
varieties, curd is boiled, either wet or dry. It is pressed for the desired hardness and shape etc.
properties. Some of them can be consumed in packaging. In some, it is stored in a cool place for a
period of time for the ripening of cheeses that have been added with culture, etc., so that the desired
texture, smell, aroma and taste occur (Gürsoy & Öztürkoğlu-Budak, 2019).
Many dishes in Turkish cuisine are decorated or seasoned with cheese. Cheese is used together
with vegetables such as zucchini, artichokes and mushrooms. There are also varieties of cheese
pastry. The cheese added in the salad is also made into dessert (cheese halva).
Kefir
Kefir is a dairy product that is popularly consumed in various parts of the world, including
Southwest Asia, Eastern and Northern Europe, North America, Japan, the Middle East, North
Africa and Russia (Sarkar, 2008). Turks left their homeland due to unsuitable natural conditions
in Central Asia and came to Anatolia, where they started agriculture and animal husbandry, feed
sheep, goats and cattle from the animals whose meat was eaten, and used their meat and milk as
nutrients. In addition to the production of dairy products such as cheese and yoghurt, kefir was
also consumed (Baysal, 1993).
Kefir is an acidic, slightly foamy product made from pasteurized milk produced by acid and
alcohol fermentation of symbiotic lactic acid bacteria and yeasts (the form with both of them is
called kefir grain), which is probiotic. Kefir grain is a structure formed by a flexible protein, lipid
and kefiran that surrounds yeast and bacteria. Containing lactic acid, CO2 and some ethanol, kefir
is characterized by a mild yeast, buttery sour taste, and the final product contains a pH of <4.65
and a lactic acid of 0.6-0.8% (SH: 30-50), 0.5-1.0% alcohol. Microorganisms that can be found in
kefir grain; Lactococcus lactis subsp. lactis, Lactobacillus brevis, Lactobacillus caucasicum,
Lactobacillus acidophilus, Lactobacillus kefir bacteria and Saccharomyces lactis, Saccharomyces
cerevisiae, Candida kefir etc. yeasts (Spreer, 2017, Puniya et al., 2015). Other yeasts that can be
found in kefir are Kluyveromyces and Torula species (Kandasamy et al., 2018). There are also
bacterial yeast strains isolated from these. Compounds such as lactic acid, acetaldehyde, acetoin,
diacetyl, ethanol and CO2 are formed by kefir fermentation (Puniya et al., 2015). Kefir provides
antibacterial, antidiabetic and antiobesity activity (Kandasamy et al., 2018).
Kefir production: Baysal (1993) describes the production of kefir as follows: Kefir grains are
soaked in warm water (30-32⁰C) for 3 hours to swell the grain that looks like cauliflower. Then
the grains are washed with water. Boiled milk, kefir grain / skim milk ratio is infused at a ratio of
1/3, fermentation process is carried out at 10-20 ⁰C for 24 hours. After fermentation, kefir grains
are activated and 20-30 g of kefir grains are added to 1 kg of boiled milk and kept at 12-15⁰C for
8-14 hours. It is mixed frequently during the waiting period. At the end of the time, the kefir grains
are separated by filtering. If the kefir is desired to be sweet, the time is kept short. Good kefir; it
should have a fluid consistency, a homogeneous and shiny appearance, and it should be foamy due
to the formation of carbon dioxide (CO2).
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In today’s society where healthy eating has become more important and more conscious consumers
are present, valuable foods such as kefir, the gift of our ancestors, should be included in our diet
and tables more. It can be considered to be a good alternative to industrially produced sugar and
carbonated beverages.
Kımız-Koumiss
Kımız is a very old fermented Turkish drink made from mare’s milk, traditionally packed in bags
prepared from horse skin. The first historical records date back to the 9th century BC. In the Epic
of Homer Iliad, the terms hippomolgos-milking mare and lactophagous-fed with milk were used
for the Scythian Turks, and the famous Chinese historian Si-Ma-Cyen, who lived between 140180 BC, said that for the Hun Turks, feed mare, drink and drink from their milk.. In the Story of
Dede Korkut, there is a expression heap meat like a hill, right like a lake. These records show that
kumiss has been produced in Turkish lands since Central Asia. It has been stated that in May, the
feast of koumiss-kımız bayramı is held for a week, and Yakuts call this feast the feast of mare
milk. Today, koumiss is made by Kyrgyz, Kazakh, Tatar, Uzbek, Altay Turks, Yakuts, Idil and
Ural Turks (Yangılar, Oğuzhan & Çelik, 2013, Yaygın, 1992). It has been stated that koumiss is
mentioned in the same way in Turkish dialects, it is also expressed as kımız in Turkish, Azeri,
Bashkir, Kazakh, Kyrgyz, Uzbek, Tatar, Turkmen dialects, gımız in Uyghur dialect (Durmuş,
2014), and Turkestan boza among Anatolian Turks (Yaygın, 1991).
Kumiss is defined as a fermented milk product in which Lactobacillus delbrueckii subsp.
bulgaricus and Kluyveromyces marxianus cultures are used in fermentation (Tebliğ, 2009). It is
white in color, more fluid than milk, has its own taste, smell and aroma, its taste is reminiscent of
sour buttermilk, and has a slightly astringent taste. According to the alcohol ratio of kumiss, it is
divided into three groups as sweet koumiss (<1%), medium hard koumiss (1-1.5%) and hard
koumiss (> 1.5%). There is 2.20-2.70% alcohol in koumiss. It contains 0.5-1.5% lactic acid, 2-4%
milk sugar, 2-2.5% protein and 2% fat. Compounds such as propyl alcohol, butyl alcohol,
pyrivates, aldehydes, glycerin, acetone, diacetyl, various ethers and volatile acids are formed,
which play a role in the specific taste and aroma of koumiss. It has been stated that kumiss is good
for many diseases. There are many studies, especially in Russia. It has been stated that it is a good
drug especially for the treatment of tuberculosis and is good for diseases such as stomach and
intestinal ailments, respiratory tract diseases, wounds, hepatitis. Koumiss is a drink that is easily
digestible, has high nutritional value, is appetizing, helps with vitamin absorption, and has
antibiotic properties (Yangılar et al., 2013, Üstün 2009, Yaygın 1992).
Koumiss production: It can be produced from mare’s milk or dairy milk added sugar and water.
Traditionally, milk without heating to be processed into koumiss is fermented with koumiss yeast.
Some previous production of koumiss is used as yeast. When the desired alcohol ratio is reached,
fermentation is stopped (Yangılar et al., 2013). The production is carried out on a farm located in
Izmir in Turkey now. It is obvious that it should be researched and introduced for its use in terms
of health and gastronomy.
Kurut
Kurut, Turkey’s Eastern Anatolia Region, traditionally obtained by drying in the sun produce
fermented yogurt is a dairy product. It is stated that the word kurut is derived from the Turkish
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word dry. In Anatolia, it has been determined that names such as keş, geşk, keşk, çörten, çortan,
akçakatık, pestigen, peskuten, tarak and torne are used instead of the namekurut (Kabak & Dobson,
2011, Kamber 2008). It is known that Turks have consumed kurut obtained by drying yogurt since
Central Asia. Kurut is preferred because it can be carried easily, does not deteriorate quickly and
is nutritious. It is stated in the book of Kaşgarlı Mahmud that there is information that kurut is
made from sheep’s milk (Barı, 2007). It is stated that kurut can be considered the ancestor of
tarhana, even the ancestor of instant soup and milk powder (Gürsoy, 2014).
Kurut has a high protein content and also contains minerals such as calcium, potassium and
phosphorus (Kabak & Dobson, 2011). Kurut is made with dry in winter, diluted with warm water
or used as starter culture (yeast) in yogurt making (Karabulut, Hayaloglu & Yildirim, 2007).
Kurut production: Quoted from Kamber (2008): Kurut is made of cows’ milk in the summer
months. After milking and filtering, the milk is heated to boiling point and then cooled down to
40°C. After cooling, 2% homemade yogurt is added to this milk as a starter culture by slow mixing,
and incubated. The incubation period varies from home to home but it is generally between 5 and
8 h. The yogurt obtained at the end of this process is placed in the refrigerator and kept for 24 h
and then poured onto a cloth bag and filtered for 1 day to remove water. The concentrated yogurt
is then poured into a large pot and cut into small pieces with spoons to give 4 –5 cm in diameter
and 40–60 g round, oval or conical shapes. Optionally, salt (1–3%) and cream (5–10%) may be
added before the shaping process. These shaped pieces are then placed on a tray, and dried in a
shady, airy place for 2–3 days after being covered with a cloth. They are then dried for 3–5 days
in the sun. At the end of this process, they are again taken to a shady place and dried for a further
2–3 months. After this time, kurut is ready for consumption. Before serving, it can be softened by
putting it into lukewarm water to give the required consistency; or served after grating and
granulating (Kamber, 2008).
Tarhana
Tarhana, one of the traditionally prepared foods of Turkish cuisine; sour yogurt, flour, sometimes
bran-free wheat, tomato, pepper, onion, mint, dill, parsley and salt mixture is fermented, dried,
crumbled and stored in a cool place for consumption (Badem, 2020). Tarhana in the Tarhana
Standard; Wheat flour, crushed semolina, yoghurt, pepper, salt, onion, tomato and herbal
ingredients that taste, smell and are harmless to health are mixed, It is a nutrient obtained by drying,
grinding and sieving after being kneaded and fermented (TS 2282). Tarhana has many production
methods and types (Badem, 2020, TS 2282). It is counted among the traditional Turkish dishes of
Tarhana from Central Asia to the present day (Gürsoy, 2014).
In fermentation, which is the most important stage of tarhana production (alcohol and lactic acid
fermentation), yoghurt, chickpeas and sour milk etc. are used to produce a unique product with a
unique smell and taste. Tarhana contains Lactobacillus bulgaricus and Streptococcus thermophilus
bacteria from yogurt and Saccharomyces cerevisiae yeast from bread dough (Yönel, Karagöz &
Güllü, 2018, Bozkurt & Gürbüz, 2008). In the composition of Tarhana; dry matter 38.95%, protein
16.79%, crude fiber 2.98%, ether extract 3.92%, ash 8.94%, salt 6.48%, acetaldehyde 136.3%,
diacetyl 18%, calcium 2679 mg / kg, manganese 32.3 mg / kg, zinc 44 mg / kg, iron 97 mg / kg,
sodium 21492 mg / kg, potassium 5948 mg / kg, magnesium 1582 mg / kg and copper 10 mg / kg
(Erbaş, Certel & Uslu, 2005). Tarhana has the most lactic acid in its composition, as well as
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insignificant amounts of acetic, citric and propionic acid (Bozkurt & Gürbüz, 2008). Tarhana is
rich in protein, calcium, iron, sodium, potassium, magnesium, zinc, copper, organic acids, free
amino acids, vitamin A, thiamine, riboflavin and vitamin B12. Tarhana is an easily digestible food,
appetizing, facilitating digestion, regulating the intestinal flora (Çekal & Aslan, 2017, Erbaş et al.,
2005).
Tarhana production: The chickpea, soaked one day, is boiled and left to cool. Washed vegetables
(onion, pepper paste, green pepper, tomato) are cut and cooked in a saucepan until tender, and left
to cool. Add the minced parsley, yogurt, salt, yeast and enough flour to the mixture and prepare a
dough in the consistency of the earlobe. The dough is kneaded and covered with a cloth and left to
fermentation for 4-5 days at room temperature, but the dough is kneaded again every day. When
the dough yeast is completed and sour, it is divided into small pieces and laid on a cloth,
occasionally turned upside down and thinned. Dough is cut into smaller pieces and rubbed by hand.
It is important at this stage and the dryness should have a moistness that can be rubbed by hand.
Otherwise, the dough becomes too dry and does not rub. The rubbed dough is sieved or drawn in
a food blender, laid in this way for 2-3 days. The finely dried final mixture has become tarhana
and is stored in cloth bags or glass jars and consumed in winter. (Badem, 2020).
Boza
Boza is defined as a product prepared with alcohol and lactic acid fermentation in accordance with
its technique by adding drinking water to one or more of millet, rice, wheat, corn and similar cereal
flours cleaned of foreign materials and adding white sugar (TS 9778).
When the Turks settled down, they started agriculture and animal husbandry. Wheat, barley and
millet are important grains and boza production was made by crushing and fermenting wheat and
barley (Asımgil &Şahin, 2004, Baysal, 1993). The word boza comes from the Persian word buze
which means millet. Boza has a history of 8000-9000 years and it has been stated that Kaşgarlı
Mahmut was defined as boza buhoun in Divan-ü Lügat-it Türk (1074 year) and it was produced
from millet. It has been stated that the Central Asian Turks consume boza and take the people of
that region in other geographical regions away where they migrated from Central Asia. Boza, a
traditional fermented Turkish drink, is known in many regions from the Balkans, Crimea, the
Caucasus, Central Asia and Egypt (Bayat & Yıldız, 2019).
In the production of boza, while the volume increase is achieved with CO2 gas with alcohol
fermentation made by the yeasts, the acidic character of the boza is formed with lactic acid
fermentation made by the lactic acid bacteria. With fermentation, the pH drops to 4.0 or even
below (Levent & Çavuldak, 2017). They were isolated in boza from lactic acid bacteria such as
Lactobacillus, Lactococcus, Leuconostoc, Oenococcus, Pediococcus, Weissella and from yeasts
such as Candida, Clavispora, Coniochaeta, Cryptococcus, Cystofilobasidum, Geotrichum,
Issatchcharomenkia, Pichesia, Rhodotoporuronia. Substances produced by microorganisms found
in boza show probiotic, antimicrobial and antioxidant effects (Levent & Çavuldak, 2017). Boza is
well known in Turkey, Greece, Yugoslavia, Bulgaria, Albania, Romania, Bosnia and Herzegovina.
It has been stated that most of the bacteria isolated from boza are Leuconostoc, Lactobacillus and
Lactococcus genera belonging to lactic acid bacteria (Tuncer, Özden & Avşaroğlu, 2008).
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Since similar microorganisms that cause fermentation in tarhana are also in boza, it may contain
compounds similar to tarhana in terms of health. Again, it can provide the same contributions in
diet with similar nutrients in terms of nutrition.
Boza production: The whole raw material is mixed and boiled for 1-2 hours, the cooling and
filtering processes are carried out to add sugar up to 20%, the desired product is obtained after
fermentation at 15-25⁰C for 24 hours and the product is cooled below 15⁰C (Levent & Çavuldak,
2017, Songür et al., 2016).
Sucuk
Sucuk, which is a traditional Turkish cuisine product, is counted among other fermented foods that
have survived from Central Asia. Fermented sucuk is defined as bovine and/or ovine carcass meat
and fat are minced and mixed with flavoring, then filled in natural or artificial cases and
fermentation and drying processes are applied under certain conditions, and a fermented meat
product with a mosaic appearance on the cross-sectional surface without heat treatment (Tebliğ,
2018). In addition, heat treated sucuk type is also produced by exposure to a certain temperature
after being prepared with similar techniques. In the production of sucuk, the meats of bovine or
ovine are shredded through a meat grinder, spices (salt, red pepper, black pepper, cumin), if desired
various preservatives (nitrite), fats such as animal tallow, tail fat and starter culture are added if
desired. The word sucuk comes from the Latin word salsus which means salted. However, with
the definition of Turkish sucuk in the international literature, sucuk seems to be registered with
Turks (Demirok-Soncu & Kolsarıcı, 2019, Hampikyan & Ugur, 2007). Sucuk used to be made
from widely consumed sheep and horse meat, but today it is widely produced from beef in Central
Asia and Anatolia (Gürsoy, 2014). In the international literature, sucuk is classified as a type of
dry fermented sausage (Kaban, 2013).
Starter cultures used in sucuk production; Staphylococcus (S. carnosus, S. xylosus), Micrococcus,
Lactobacillus, Pedioccoccus genus bacteria and yeasts (Debaryomyces hansenii etc.). Among the
compounds that make up the aroma and smell of sucuk, lactic acid is the most important, and it is
also found in substances such as ethyl acetate, acetoin, diacetyl and ethanol. In addition, it is
formed in color and aroma depending on the use of nitrate/nitrite, and there is a nitorosomyoglobin
responsible for the sucuk color (Demirok-Soncu & Kolsarıcı, 2019). Especially in sucuk where
lactic acid bacteria are dominant, it has health protective effects unique to fermented compounds.
Industrial sucuk production: Minced beef and/or sheep meat in the machine are mixed by adding
spices and minced in the machine. After resting in a cold place for 8-12 hours, it is minced from
the machine again after the oil is added, and kneaded to mix adequately. It is filled into natural or
synthetic intestine-cover. After fermentation for 3 days at a certain temperature (18-23⁰C), it is
subjected to a drying process to reduce its moisture. Drying can be achieved in a warehouse with
air circulation, or in a natural environment. When the relative humidity falls below 40%, the drying
process is stopped. Sucuk has become consumable. Also, beef fat and/or sheep tail fat is used in
production. Prepared doughs are filled into cattle intestines. Salt is added to sucuk at a rate of 22.5%. If desired, antibacterial is added, nitrate or nitrite is used for color. Sugar can also be added
to contribute to fermentation. Sucrose or glucose is a fermentation substrate that can be easily used
by lactic acid bacteria. Although spices are added to give aroma it such as black pepper, red pepper,
cumin, allspice and garlic (Kaban, 2013).
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There are also two different sucuks which is made in Thrace (Göden-Ottoman Sucuk) and in Tokat
(Tokat bez sucuğu) in Turkey. Göden is the last part of the large intestine of the cattle, it is an
intestine with a diameter of 10 cm and a length of 50 cm. It has been stated that the horizontal
width after filling the sucuk is equal to the hamburger meatball. Tokat bez sucuk is made by filling
into 5x25 cm or 7x25 cm covers (Demirok-Soncu & Kolsarıcı, 2019). In Turkish Cuisine, sucuk
is used as sucuk barbecue or sucuk frying in oil and for making bean dishes. Sucuk has also been
commemorate with toast and eggs. The fact that sucuk is unique to Turkish cuisine requires more
present as a gastronomic element.
Hardaliye
Hardaliye is a valuable non-alcoholic beverage with a bitter and slightly burning taste, obtained as
a result of the fermentation of traditional grape juice, black mustard seeds and cherry leaves in the
Thrace Region (Aşkın, 2019, Bayındır & Önçel, 2019). It was stated that it was also called Sultans
drink because it was preferred by the Ottoman Sultans (Bayındır & Önçel, 2019). With the
phenolic components, anthocyanins, ascorbic acid and polyphenols in the beverage, it has an
antioxidant effect and has a protective effect against cardiovascular diseases (Aşkın, 2019, Aşkın
& Atik, 2016). This are isolated in hardaliye Lactobacillus paracasei subsp. paracasei, Lb. casei
subsp. pseudoplantarum, Lb. pontis, Lb. brevis, Lb. acetotolerans, Lb. sanfrancisco, and Lb.
vaccinostercus (Arici & Coskun, 2001).
Hardaliye production: The papazkarası grapes grown in Kırklareli province are washed, the stalk
and garbage etc. are separated, and crushed mustard seeds and cherry leaves are added. The
mixture is fermented at 22⁰C for 30 days and filtered to remove grape seed and pulp. It is kept cold
(4°C) by being bottled (Aşkın, 2019).
Shalgam Juice
Turnip juice is a traditional Turkish fermented beverage, produced using turnips, purple carrots,
salt, sour dough, bulgur or bulgur flour. It is stated that the turnip juice was found incidentally by
Ali Göde in Adana in 1930 (Çoşkun, 2019). Today, it is produced in Adana, Mersin, Gaziantep,
Hatay, Kahramanmaraş and Osmaniye. Turnip juice produced by lactic acid fermentation is a red
colored, sour-tasting beverage and the main raw material used in production is specified as purple
carrot. The unique color of turnip juice comes from the anthocyanins in the composition of the
main ingredient, purple carrot. The anthocyanin content of turnip juice is between 94-238 mg / L
(Tulun, Şimşek, Bahadır & Çelebi, 2019), it is known that anthocyanins are good for
cardiovascular diseases. Thanks to the components in the production of turnip juice, it has effects
such as diuretic, removing toxins from the body, cleansing the lungs and bronchi, and reducing
kidney stones. It has also been shown to help treat pubertal acne, eczema, abscesses, whiteness
and hematomas (Coskun, 2017). Turnip juice contains microorganisms such as Lb. plantarum spp.
arabinosus, Lb. fermentum, Lb. brevis and Saccharomyces cerevisiae (Coskun, 2017). Turnip juice
production: Quoted from Tulun et al., (2019): There is no standard flow chart in the production of
turnip juice, mainly due to its traditional production. Two different methods are applied to the
production of turnip juice. Traditional turnip juice production takes place in two stages. The first
phase is the phase where the dough fermentation takes place, and lactic acid bacteria are enriched
at this stage. In the second phase, carrot fermentation takes place and during fermentation,
anthocyanins pass into the fluid. 15–20% solids content of turnip juice consists of approximate
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size 2 cm turnip pieces. With this method, the fermentation is carried out at single stage and at
room temperature by adding 20% purple carrot, 3% bulgur flour, 1% salt, 0.2% bread yeast and
water to the fermentation tank in the production of turnip juice. Turnip juice production have been
undertaken in certain cities in Turkey, but it is widely consumed across the country. It is frequently
consumed with foods specific to Turkish Cuisine such as kebabs, meatballs and fish. It is stated
that especially Adana Kebab and turnip juice consumption are identified together, and turnip juice
is bought as a gift by tourists (Çoşkun, 2019).
Conclusions
Since the existence of mankind, fermentation, which is perhaps the most important and most
comprehensive method of food preservation, has been making many food production, perhaps for
periods that have competed with human history. There are many fermented products that the
Turkish Nation has brought to Turkish Cuisine and the societies they come into contact with, as a
result of their lifestyle since Central Asia. The importance of traditional fermented foods, which
have a more original and more extensive consumption, both in terms of history, health and
gastronomy, has been tried to be explained. Fermented foods, which are unique to Turkish Cuisine,
should be considered within the scope of cultural heritage and should be examined more. There
are also bread, vinegar, olives and pickles, which are among the fermented foods specific to
Turkish cuisine, which are not mentioned here. It is thought that all the foods mentioned in other
aspects should be investigated in more detail and studies should be carried out to reveal their
different aspects. Traditional fermented foods which is very important in terms of health, are
necessary for promotion in the international arena and are required to work to be among the
gastronomic elements to be mentioned together with Turkey.
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Abstract
Technology makes its presence felt in every field; with the COVID-19 outbreak, technology has
started to have dramatic effects on our daily life. The restrictions of the COVID-19 outbreak,
including lockdown and social distancing, significantly affected tourism activities. One of the
activities particularly affected is visits to museums. Museums, offering information on the
historical background of societies, have been radically evolving and the concept of ‘virtual
museums’ is a product of this evolution. This study reveals insights into the experiences of the
individuals who participated in virtual museum tours during the outbreak, which is known to be
temporary, but not known for how long, and explores whether they would continue to visit virtual
museums after visits to museums are rendered safe in terms of health. In this way, this study offers
a perspective into the future of museums. The data are obtained through interviews with 17
participants who visited a virtual museum and analyzed using content analysis. This study
concludes that the participants are not satisfied with their experiences on virtual museums
compared to their experiences on real museums. The participants also report that they would
continue to visit virtual museums after the COVID-19 outbreak. Accordingly, this study lastly
presents suggestions on how museums could adapt themselves to such technological development.
Keywords: COVID-19, tourism, virtual museum, digital technologies
Introduction
Technology makes its presence felt in every field; with the COVID-19 outbreak, technology has
started to have dramatic effects on our daily life. The restrictions of the COVID-19 outbreak,
including lockdown and social distancing, significantly affected tourism activities. One of the
activities particularly affected is visits to museums. Museums, offering information on the
historical background of societies, have been radically evolving and the concept of ‘virtual
museums’ is a product of this evolution. Soon after the COVID-19 pandemic spread across Turkey
and the world, it changed our way of life. Societies have been against a threat that they have never
experienced in this scale and form in recent history. The effects of the COVID-19 pandemic have
turned the world of all people upside down, no matter where they live in the world. With this
pandemic, two main ways of preventing spread have been reported: the first is that everyone stays
in place and the second is that everyone stays away from other people. People are asked to stay in
their homes and not to contact with other people.
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Due to the new way of life shaped by the pandemic, societies have learnt about new information,
experiences and ways to convey them (Tüzel, 2020). Despite this mandatory physical isolation,
people come together in brand new ways in the virtual environment. One of the institutions
particularly affected is museums; museums were almost completely closed down in the first half
of 2020 due to the policies implemented by governments around the world. In this period, when
museums are closed or it is not safe to physically visit those which are open, museums were
involved in various digital projects and activities to promote access to cultural heritage and to
strengthen relationships between people. And, most people who are locked inside their home keep
up with these projects and activities, which are also covered and supported by the media. This
makes it possible for us to virtually visit museums in any region of our country, even at the other
end of the world, via Internet access at home. In this way, people are able to access to visuals of
places where they may never visit in the future due to financial and time restrictions.
As of 2019, there are a total of 467 museums in Turkey, 199 of which are under the Turkish
Ministry of Culture and Tourism and 268 in the private museum category (Kültür ve Turizm
Bakanlığı, 2020). Among these museums, 33 museums affiliated to the Turkish Ministry of
Culture and Tourism and 5 museums in the special category were suitable for virtual tours in 2020.
This study reveals insights into the experiences of the individuals who participated in virtual
museum tours during the outbreak, which is known to be temporary, but not known for how long.
Thus, it seeks to draw attention to virtual museums, which have evolved during the COVID-19
pandemic, and to offer an perspective into the future of virtual museums. For the conduct of this
study, the data were obtained through semi-structured interviews with 17 participants who visited
a virtual museum and analyzed using content analysis.
Literature Review
Concept of Virtual Museum
Museums are institutions that reflect the human life, culture and works in scientific, technical and
artistic ways from the past to the present (Çetin, 2002). The rapid development of Internet
technologies as a communication medium has opened new ways for storing information and works
in museums electronically (Huhtamo, 2002). At the First International Conference on Hypermedia
and Interactivity in Museums, which was organized in 1991, an academic discussion on using
information and communication technologies in museums was held for the first time. Following
that, museums started to utilize information and communication technologies, particularly the
Internet (Schweibenz, 1998). Then, many museums digitized their collections and designed
exhibitions only accessible through the Internet, along with other activities (Glosset, 2007).
The concept of virtual museum is defined by Schweibenz (1998, 2004) as a logically related
collection of digital objects composed in a variety of media, and because of its capacity to provide
connectedness and various points of access, it lends itself to transcending traditional methods of
communicating and interacting with the visitors being flexible toward their needs and interests; it
has no real place or space, its objects and the related information can be disseminated all over the
world. Virtual museum also refers to a collection of electronic versions of all man-made and
information resources (McKenzie, 1995) and a relevant, logical collection of digital objects created
in various environments (Andrews, 1998).

https://digitalcommons.usf.edu/m3publishing/vol16/iss9781955833004/1
DOI: 10.5038/9781955833004

438

Cobanoglu et al.: Advances in Managing Tourism Across Continents: Volume 1

Virtual museums are the digitalized collections of the artworks to be exhibited. Artworks exhibited
in virtual museums may include a wide variety of materials that can be stored digitally, including
drawings, photos, animations, graphs, audio records, video records, newspaper articles, interviews
(Patterson, 1997). Virtual museums are in fact a collection of exhibits, such as paintings by van
Gogh or the skeleton of a T-Rex, in one place; they are much the same, except that the objects are
not gathered in a building made of granite or marble, but an online space (Horton, 2006). Virtual
museums are also called as web-based museums, e-museums, virtual galleries, online museums or
online galleries (Horton, 2006).
Virtual museums offer their visitors the opportunity to reach the museums regardless of their
physical location or time. So visitors can visit these museums anywhere or anytime (Tonta, 2008).
In this way, museums can increase their visitor capacity and extend the duration of their periodical
exhibitions through virtual exhibitions (Hume & Mills, 2011). Studies in the literature report that
virtual museums contribute to the decision to visit the museum and to plan a museum visit
(Lončarić et al., 2016; Marty, 2007; Pallud & Staub, 2014). It is remarkable that virtual museums
in Turkey have been becoming more and more popular today. It is also reported that many virtual
museums in Turkey have inadequate memory-forming (i.e., collections, knowledge base and
academic resources) and need for improvement in quality based on the opinions of experts and
visitors (Tepecik, 2008).
Virtual Museums During the COVID-19 Pandemic
The World Health Organization (WHO) declared a global epidemic in 2020 due to the Coronavirus
Disease (COVID-19) caused by the SARS-CoV-2 virus as well as due to the high rate of infection
and death caused by this disease. Shortly after, museums and historical sites in Turkey and in the
world were temporarily shut down in the first half of 2020. Although every country had its own
restriction agenda, the need to stay at home unless absolutely necessary is a major obstacle against
visits to museums and historical sites. Museums therefore developed various engagement
strategies to reach their visitors and are in constant attempt to become accessible to them. In this
regard, technology has become more and more essential, and museums primarily deal with the
question of how to include different groups in museological processes (Yanar & Karadeniz, 2020).
To adapt to this process, called the new normal due to social isolation, museums have opened their
already existing online experience areas to visitors. Museums then offered the opportunity to
experience past or periodical exhibitions online. Primarily seeking to contribute to the society,
museums have used all means to maintain their visibility. The transformation of virtual museums
across the world is an indicator of post-modern museology. One of the first examples of animation
used in museums since the mid-1990s was used in the Norwich Castle Museum in England (Saraç,
2008). Also, Liverpool City Museum, Merseyside National Museum and Jason Project offer their
visitors to make a virtual tour for 24/7. Since the beginning of the COVID-19 pandemic, the British
Museum, Louvre Museum, Van Gogh Museum, Vatican Museum, Dali Museum, Metropolitan
Museum, which are typically visited by a high number of visitors, have been displayed virtually.
With the COVID-19 restrictions, the Ministry of Culture and Tourism in Turkey also started to set
up virtual museums. At first, nine museums were opened for virtual tours; and, by the end of 2020,
there were 33 museums open to virtual visitors. The Zeugma Mosaic Museum, located in the city
of Gaziantep, was virtually visited by one million people (AA, 28.01.2021). Open to visitors since
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2011, this museum was physically visited by one and half million people in total in the last nine
years, but its virtual version was visited by one million people only in six months. Besides, the
Ephesus Museum in Izmir, the ruins of Göbeklitepe in Şanlıurfa as well as the Archeology
Museum in Hatay were adapted to virtual environment. With this pandemic still spreading in 2021,
the number of virtual museums is reported to increase (AA, 2020). In addition to academic
research, virtual museology- and COVID-19-based webinars were held during the pandemic.
Foremost among them is the webinar titled Coronavirus (COVID-19) and Museums: impact,
innovations and planning for post-crisis held by ICOM (International Council of Museums). In the
following period, another webinar titled Preparing for the Reopening of Museums: The Aftermath
of a Pandemic was organized again by ICOM. In Turkey, the following webinars and online
meetings were held in this regard:
•
•
•
•

Pandemics and Future of Museums-by-Museums Professionals Association,
Digital Transformation in Museums by VEKAM in Koç University,
Current Talks on Museology and Museum and Education in New Normal by Dokuz
Eylul University,
Reflections on Our Cultural Practices During and After the Epidemic by Ankara Hacı
Bayram Veli University.

All these events were organized in virtual environments.
Methods
This study presents two main sections as the literature section, which includes the literature review
under certain headings, and the research section, which seeks to answer the research question. It is
not possible for a researcher to form the theoretical framework of his/her research without a good
understanding of the literature (Merriam, 2015). The literature review in this study is based on
books, academic articles, news stories, official web-sites of the relevant institutions and news
websites. This section also draws on current resources and other resources related to the research
question.
The research section is designed qualitatively. Qualitative research benefit from methods and data
analyses to establish causality, rather than hypotheses tested through statistical methods (Erdoğan,
2007). For that reason, such studies use their findings to question causal relationships, instead of
making generalizations. Kozak (2014) reported that researchers using qualitative methods are
freer. This provided key opportunities for the researcher in this study, such as contacting with the
right people, asking appropriate questions, collecting sufficient data and analyzing the data.
The population of this study consists of virtual museum visitors. For the conduct of this study, indepth interviews were made with 17 people who visited a virtual museum during the COVID-19
pandemic. These people were selected through snowball sampling. Accordingly, a person
knowledgeable about the subject is selected and included in the study. Then, through referrals of
this person, other participants are selected for interview (Patton, 2002). The data collection was
continued until the data saturation was achieved. Data saturation is reached when there is enough
finding on a research problem. Researchers are advised to stop data collection once they achieve
saturation (Yıldırım & Şimşek, 2013).
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Findings
The interviews performed with the virtual museum visitors were transcribed in Microsoft Word.
The transcriptions were read over and over again and coded. After the initial coding process, the
codes identified were grouped to create the common themes for the research findings. Qualitative
research should use multiple coders whenever possible to ensure validity and reliability in the
analysis of themes and patterns (Patton. 2014). For that reason, the codes were reviewed by three
different experts, and the resulting codes and themes were compared. The reliability of the process
was ensured as the codes were concordant. Table 1 presents the profile of the virtual museum
visitors. The visitors were kept anonymous based on ethical guidelines. However, to present an
overall profile of the visitors, the table includes information on the visitors such as age, gender,
occupation. All the participants in the sample of this study voluntarily participated in this study. It
is notable that the number of female participants and male participants (59% female and 41% male)
was close in this study. The occupation of the participants, on the other hand, varied to a great
extent. Also, 53% of them were between 18 to 34 years old; 35% of them were between 35-44
years old and 12% were older than 45.
Table 2 shows the themes identified based on the findings from the interviews. The resulting codes
from the transcriptions indicate that 76% of the participants visited a virtual museum more than
once during the COVID-19 pandemic. Answering a question on the frequency of visits to virtual
museums, P8 stated that:
Yes, I have visited so many. I visited all the museums on the websites of the Ministry of Tourism one by
one. I also visited the Toy Museum in Turkey and the museums abroad as well. I have never visited a
virtual museum before the epidemic, but I visited quite a few virtual museums this past year. Because
staying at home for a long time and not going on vacation is not my kind of thing. You miss what you do
when life is normal. You want to live as usual to the best of your ability.

Table 1. Profile of Visitors Interviewed
No
1
2
3
4
5
6
7
8
9
10
11
12
13
14
15
16
17

Gender and Age
Female, 29
Male, 30
Female, 31
Male, 28
Female, 33
Female, 37
Female, 27
Female, 30
Male, 46
Female, 20
Male, 37
Male, 24
Female, 38
Female, 36
Male, 52
Male, 44
Female, 39

Occupation
Banker
Tourist Guide
Student
Civil servant
Civil servant
Student
Teacher
Housewife
Front office manager
Student
Pharmacist
Student
Restaurant manager
Medical technician
TV- Cinema
Civil servant
Housewife

Responding the questions asked about whether virtual museums meet their expectations or not,
88% of the participants stated that virtual museums failed to meet their expectations whereas 12%
were satisfied with virtual museums. On this, P12 expressed as follows:
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It can never be the same. After all, we can only see it through a screen. It is not possible to feel the spirit of
that place on the screen. For example, in the simplest term, you cannot experience a work that you encounter
in its real dimensions. It is just an image. It is arguable the extent to which this image reflects the original.

Similarly, P8 commented on her experiences with virtual museums as follows:
… I usually take my time while visiting a museum. I am not that kind of person who visits a museum
because it is on my way or my friends ask for it. I review each work one by one and look at them at length.
I reflect on, asking myself how these works were created and designed years ago. For that reason, virtual
museums did not meet my expectations. Museums have a lighting and smell as well, which I like. So, while
looking at an electronic device at home, I can smell the food on the stove and thus cannot appreciate that
artwork. It is like looking at any photo I find on Google. I do not think these museums resemble museums.

When asked about whether the authenticity and originality of the museum was preserved or not,
94% of the participants reported that these were not preserved. Expressing his feelings on
authenticity and originality, P16 stated that:
…when I visit a museum, I have the chance to examine the period that works in that museum belong to. As
a whole from lighting to coloring and information boards, this allow me to experience that period. I can
enjoy it. But this was not the case in virtual museums. Knowing that it is digital, I move away from the
perception of reality. It is like looking at a photo. When I visit a real museum, I can internalize and be
fascinated by every curve of that object. For example, when I look at jewelry from the Hellenistic period, I
can see even the smallest details. If it is an artifact made of soil, I can see the embroidery on it and
experience that period better. Yet, when I visit a virtual museum, it is not different from looking at a photo
and I cannot feel the reality of it.

Table 2. Themes and Codes
Lists of Codes by Themes
Frequency of visits
Once
Multiple times
Satisfaction with Virtual Museums
Satisfied
Unsatisfied
Preservation of the Authenticity of the Museum
Preserved
Not preserved
Technological benefits
Saving from costs
Accessibility
Saving from time
Being independent from location
Ease of use
Ability to thoroughly examine works
Intention to visit a virtual museum after the epidemic
Intends to continue visiting virtual museums
Intends to visit virtual museums in remote locations only
Intends to discontinue visiting virtual museums

Level of Coding

Total number of participants

4
13

17

2
15

17

1
16

17

10
9
8
6
4
2
9
7
1

17

17

The participants were also asked about the technological advantages caused by the virtual
environment. The most common answers were related to costs, saving from time and
transportation. Besides, some participants mentioned about being independent from location, easy
accessibility to virtual museums and ability to thoroughly examine works in the museum. P13
explained the benefits of virtual museum technology as follows:
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Thanks to the developing technology, we do not necessarily have to travel from one place to another to see
a museum or historical site. If there is a place you want to see, even in another part of the world, you can
access it. That is, it saves time and consequently money. In addition, there is no need for a physical space.
You can visit a virtual museum whenever and wherever you want. Also, you may miss the moment while
taking photos or videos in a museum where you are physically wandering. You have the opportunity to
look at things that are overlooked at length in the virtual environment.

Lastly, the participants were asked about their intention to visit a virtual museum after the COVID19 pandemic. 53% of them stated that they intend to continue visiting a virtual museum after the
pandemic; 41% reported that they would only visit a virtual museum in a distant place, and 12%
did not intend to visit a virtual museum in the future. P1, who intends to continue visiting a virtual
museum, stated:
Yes, of course, I would like to experience it again, if I do not have time to participate in tourism activities,
if the place is distant and I have the opportunity to see it without actually going there. It is not necessary to
actually go somewhere to experience the unfamiliar cultural values of that place. I prefer visiting there
using virtual reality or augmented reality display technologies (applications or software) in my virtual
environment-based phone, computer, tablet or glasses.

Intending to visit virtual museums in remote locations only, P7 expressed that:
As I said before, if there is a museum abroad that I cannot travel to and see, I would visit it virtually. But if
it is a museum that I can see in real life, I would never visit its virtual version, I would like to travel and
experience that atmosphere there.

To sum up the findings from the interviews, although the participants reported that virtual
museums did not meet their expectations (12%), most of them intended to continue visiting virtual
museums in the future (88%). This clearly shows that virtual museums offer key advantages to
visitors.
Conclusions
Museums, which had been undergoing change to keep up with the digital transformation before
the COVID-19 pandemic, focused on technology-oriented research during this process. After the
mandatory closing of museums, museum practices started to concentrate on technology, the
Internet and social media. It is predicted that museum practices will benefit from technology more
in the post-pandemic period. The number of visitors will continue to increase due to virtual
museums.
This study concludes that visits to virtual museums do not meet the expectations of visitors, but
visitors will still continue visiting them. This results from various reasons such as being able to
visit these museums independent of time and place, that is, maximum accessibility and low cost.
It is more urgent for museums to adapt to the nature of changing technological conditions. Once
museums achieve this, they will be able to include more people in their networks more easily. It
should be the priority of museums to follow innovations, to adapt their employees to these
innovations, and even to train employees equipped with digital and technological information.
Some findings of this study are congruent with the previous findings. According to Barlas Bozkuş
(2014) argues that as virtual museums are easy to access through the Internet, they appear to be a
new product for people in different regions. This is perhaps the case with the participants who
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want to visit museums located in geographically distant regions. Kubat (2020) states that virtual
museums provide convenience for those who are unable to visit museums, supported by this study,
which identifies advantages such as cost, time and transportation.
This study also yields some findings opposite to the previous research. Taşkıran and Kızılırmak
(2019) ascertain that virtual museums are not motivating, and that 88% of the participants stated
that they would continue visiting virtual museums. Yıldırım and Tahiroğlu (2012) conclude that
virtual museums hold activities as many as real museums perform, but their participants also
reported that the authenticity of the museums is not preserved and their expectations are not met.
Further, Kızılhan (2017) determines that although virtual museums in Turkey are rather a new
thing, they form an important part of the numerical data. Indeed, the Zeugma Museum in Gaziantep
was visited by 50% more visitors in a period of six months since its opening as a virtual museum.
This study has certain limitations such as social distancing caused by the epidemic and time
restrictions. For that reason, the sample was contacted online. This study offers the following
suggestions in addition to the outcomes of this study for future studies:
• As this study provides preliminary findings on virtual museums, further studies may
analyze different dimensions (experience, motivation, sustainability) based on this study.
• As this study covers all of the virtual museums that exhibit their works, future research
may be based on a single sample.
• This study can help further studies to make a comparison between visitors to different
museums.
• A similar study may be conducted on other museums that use technologies such as VR
technology, simulation and so forth.
• Future studies may embrace different research methods and samplings.
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Abstract
This study investigates the transformations of the civil aviation sector’s operational identity with
the effect of the epidemic. Addressing the impact of COVID-19 on airlines in the aviation sector
is of great importance in terms of not only examining a country-specific limited area, but also in
the European region using up-to-date data. The research sample was determined as the European
region, but China was included in the study as the country where the epidemic that formed the
basis of the study emerged. In choosing the European region, due to the location of the region, its
proximity to Turkey and the accessibility of data belonging to countries in the region was effective.
Qualitative research methods and document review as one of the secondary data sources were used
in the study. Secondary data used for various research purposes were official newspapers, books,
international publications, magazines, billboards, television advertisements, or any other institute
collecting information for their own purposes, and many official or unofficial written sources.
Besides, as another source, phone calls were made with station managers in different destinations
and information was obtained about the current data of the sector. Questions on the subject were
also sent via e-mail and the interviews were conducted as quantitative. As a result of the data
collection process, the financial crises caused by the epidemic were evaluated, and what should be
done was determined as a result of some analyses. The extent to which it meets the expectations
of 2020 was discussed, and recommendations regarding the strategies that should be implemented
to survive in the sector, especially due to the uncertainty of the post-pandemic period, were given.
In this process, many different issues affecting companies, such as cost changes and personnel
wages, were also mentioned, and the functional process of the transition of airlines from passenger
transportation to cargo transportation in operational terms was explained. Finally, since only the
EU region and China were examined in the study, it was emphasized that the effects of the
pandemic should be addressed in other geographies, especially in North and South America.
Keywords: COVID-19, pandemic, civil aviation, airline companies
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Introduction
The COVID-19, which emerged in Wuhan, China, has been spreading worldwide as of December
2019 and has caused a great crisis in the form of a pandemic, has deeply affected the business
world and the health of communities. The spread of the epidemic brought a decrease in economic
activities related to global trade, and air transport activities declined. In line with the World Health
Organization (WHO) recommendations, countries first limited air transport to protect themselves
as a result of the contagious effect of the coronavirus and then stopped a large number of flight
operations by shutting their borders. Various travel restrictions were imposed to prevent the spread
of the disease due to many different reasons, such as the fact that COVID-19 is a virus that can be
transmitted by respiration -many passengers pass through together at airports and travel together
in the aircraft cabin- and necessary measures such as reducing flights were made mandatory
(Nikolopoulos et al., 2021). These developments caused a decrease in the aviation sector’s
revenues and increased the financial losses of other fields of activity related to the aviation sector.
As a result of the COVID-19 pandemic, airlines lost a large part of their revenues, while their costs
also increased (Tisdall & Zhang, 2020). The pandemic threatens not only the present but also the
future of the civil aviation industry. Many airlines with growth plans now have to deal with the
threat of bankruptcy. However, as a result of the situation in the sector, airline companies started
to look for a new road map since a dark and uncertain period is expected by the authorities for the
future of the epidemic. Therefore, the civil aviation sector embarked on a quest for its future
(Madhavan et al., 2020). The civil aviation sector, where the cargo sector currently carries out joint
operations, decided to transform the aircraft into cargo carrier vehicles as it eliminates the chance
of taking passengers on board. This initiative, which stepped into the expectations of the sector,
started to provide benefits to the civil aviation sector and the cargo transportation sector
simultaneously. Cargo transportation became an important financial alternative for airline
companies due to decreasing revenues and number of operations. This situation represents a
serious change in the civil aviation sector. This article discusses the transformation of airlines in
general in the process of solving the financial and operational crisis problems they face during the
pandemic period. The study’s main objective is to reveal the details of the transformation of the
civil aviation sector’s operational identity due to the impact of the COVID-19 outbreak. Therefore,
the conceptual elements in the literature are first included in the study. In the other chapter of the
study, there is a general framework for the content of epidemics and the effects of epidemics are
assessed. In the next chapter, information about the civil aviation sector is included and explained
with current values. In the last chapter, the effects of the pandemic on the civil aviation sector in
the world, especially in Turkey, were analyzed, and the effects of the pandemic and the changes
and transformations experienced in the civil aviation sector were examined.
Literature Review
In this chapter of the study, concepts such as COVID-19 and pandemic are discussed, conceptual
information about civil aviation rules, airline companies, and their operations are also included.
Epidemics and the Concept of COVID-19
Some diseases pose a threat to a large number of people. These diseases prevent people from
continuing their lives and furthermore cause them to lose their lives. “Therefore, the concept of
epidemic disease emerged beyond the concept of disease” (European Commission, 2005, p. 30).
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The most important issue in epidemic diseases is the transition of the disease from one
geographical area to another. Even if an outbreak affects a specific region, the main impact of the
disease is understood in a large continent. Epidemic refers to a new concept that emerges from the
spread of a disease to a large mass, and the current course of this disease is carried from local to
general. The concept of the pandemic, on the other hand, is the name given to the new disease,
treatment, and social life form that emerges as a result of the disease becoming a universal disease
(Kang et al., 2021). Based on these definitions, it is seen that the course of epidemic diseases could
change rapidly. Therefore, it can be concluded that the framework, features and scope of the
concept of epidemic disease have expanded. Epidemics are diseases that gain identity and spread
as a result of social interaction.
Effects of Epidemic Diseases
Epidemics are unexpected for societies and government administrations. State administrations
need to take precautions in such periods and governments take on an extremely difficult
responsibility. The reason is that governments’ policies in this regard affect both the state and
society psychologically (Chen et al., 2021). Epidemics are generally seen as a socioeconomic
problem rather than a health problem. The panic environment has been created by epidemics and
anxiety for the future has become a visible threat to economic activities. Thus, it is assumed that
epidemics are a long-term threat to the global economy’s function (Budd et al., 2020). It is possible
to evaluate the negative effects of epidemics on the economy from different perspectives. In this
sense, a severe epidemic would lead to a decline in world trade. Investor confidence could be
harmed by the worsening economic results, as the sector tends to overreact in conditions of high
uncertainty. A decrease in the labor force’s size and productivity might also lead to a supply shock
due to disrupting production processes and switch to procedures that involve more costs. When
the above effects are reviewed, epidemics are seen to be an extremely large threat from the states’
and the global economy’s point of view.
Civil Aviation Sector
When the possibilities brought by modern technology are taken into consideration, it is seen that
airline transportation and the facilities it provides are extremely striking in the civil aviation sector.
It increased significantly, especially because it eliminates long-distance problems and responds to
passengers’ expectations in a qualified manner (Sokadjo & Atchade, 2020). Some factors fall
within the scope of the civil aviation sector, which is growing at such a rapid rate. Public
administrations and the private sector became a part of the civil aviation industry because of their
profit rates and service-oriented business tendencies. On the other hand, airline companies are the
leading service providers in aviation, whose number is increasing day by day (Poonam, 2020). As
a result of the employment of qualified civil aviation personnel, institutions that provide training
services in this field are also extremely important. All small and medium-sized businesses that
airline companies are in contact with support the operation of the industry as a supply chain
element. Among these factors that were revealed, especially airline companies are significant
parties, not only for the manufacturer but also for the system’s stability and functioning.
Considering the effects of airline companies on service provision, product and service production,
and employment creation, it is indicated that they contribute greatly to sustainability within the
scope of the civil aviation sector (Demir, 2016).
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Methods
This study was conducted with the qualitative research method. The qualitative research method
is carried out as a research method created by data collection techniques such as document and
observation analysis. It represents the process of studying events and facts as a whole in a realistic
setting. It was decided that this method, which tries to investigate and reveal what occurred
regarding a new subject in question, is more suitable for the related research (Aydın, 2018). As a
qualitative data collection method, document analysis and interview techniques, which are among
the secondary data sources, are used in this study. Secondary data used for various research
purposes are official newspapers, books, international publications, magazines, billboards,
television advertisements, or any other institute collecting information for their own purposes, and
many official or unofficial written sources (www.wikipedia.org).
The data obtained in this study were taken from the World Health Organization and international
aviation authorities, which guided the field of civil aviation in an international dimension (Akça,
2020). The mentioned authorities are International Civil Aviation Organization (ICAO),
International Air Transport Association (IATA), European Union Aviation Safety Agency
(EASA), Airports Council International (ACI), Federal Aviation Administration (FAA), European
Center for Disease Prevention and Control (ECDC), and European Organization for the Safety of
Air Navigation (EUROCONTROL). Moreover, phone calls and live connections were made with
station managers of airline companies operating in different destinations, and information was
obtained about the final state of the aviation industry. Interviews were held with the station
manager of Hong Kong (HGK), Odessa (ODS), Cologne (CNG), and Montreal Pierre Elliott
Trudeau (LUY). Questions on the subject were also sent via e-mail, and it was aimed to conduct
the interviews quantitatively. Finally, the primary data set of the article consists of airline Statistics
data belonging to the Turkish Statistical Institute and monthly airline transport data produced by
the General Directorate of State Airports Authority of the Republic of Turkey (DHMI). In this
context, passenger and freight data were evaluated, and to make monthly comparisons, the period
related to the change before and after the pandemic in 2019-2020, was taken as the basis. The data
mentioned above were transformed into tables and graphics, and the resulting changes were
quantified. All of the data collected on the subject were inductively included in the analysis.
Findings
COVID-19 and Its Effects in Global Aviation
The acceptance of airline transportation as a fast transportation type and the possibility of
intercontinental transfer accelerated the spread of a new type of virus, called COVID-19,to much
more global areas by being transported from different points (Gössling, 2020). Thus, the aviation
industry faced both constraints and reductions in customer demand. The COVID-19 virus followed
a worldwide rapid spread, creating an unprecedented crisis on individuals, societies, and industries.
International movements, which gained momentum as a result of globalization and the
development of air transportation, played an active role in the spread of the virus. Many countries,
wishing to end this spread, closed their airspaces and brought travel restrictions with it. These bans
also negatively affected air transport and brought the industry into an unprecedented tragedy
(Rayash & Dinçer 2020).
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Figure1.Number of Commercial Flights Tracked Globally Between January And December
(2018-2020).

Source: Flightradar24, 2020.

Figure 1 shows the number of commercial flights tracked by Flightradar24 between February and
December 2020. This reveals that the highest commercial flight flow was observed in February
during this period, with a total of 109.400 flights recorded. Since then, the number of flights
drastically declined as a result of mainly the closure of airports, the closing of borders as
governments were trying to better respond to the COVID-19 outbreak, and measures affecting the
tourism industry. First of all, air traffic decreased significantly as a result of the cancellation of the
flights whose arrival and departure points belonged to China and the sudden decision to stop the
flights of the countries with any symptom related to the pandemic (Budd et al., 2020). As a result
of the data published by EUROCONTROL in January, when the disease had not spread in all
countries, it was predicted that the flight traffic in the European region would decrease by 0.4%,
and the number of flights would decrease further (DGCA, 2020a).
When the February statistics published by EUROCONTROL are considered, it is concluded that
the flight traffic density in the European region decreased by 2.6% due to the COVID-19 outbreak.
Additionally, it was revealed that twenty countries, which are EUROCONTROL members,
experienced a decrease in their daily flight capacity. While it is reflected in the data that the flights
between China and Europe decreased by 61%, it was determined that the countries most affected
by the mutual flights with China are Germany, France, Italy, and England (DGCA, 2020b).
Besides, as the epidemic center moved to the European region and the epidemic reached risky
dimensions in the USA, air traffic showed a very high tendency to decrease as of March, and it
was determined that there were significant increases in the number of canceled flights.
The negative impact of the epidemic on the aviation sector during the first quarter of 2020 is shown
in the table below. Considering January, there was no decrease in North American flights’ seat
capacity volume, while a decline of 0.3% was observed in the Middle East. According to the
February data, while the decrease in capacity continued rapidly in the global coverage, it reached
a high level of 22.3% in the Asia’s Pacific region. In March, the reduction in capacity in all regions
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was realized at a great rate. Asia and the Pacific continent took first place in capacity reduction
with 52.1%.
Table 1. Decrease in International Passenger Seat Capacity of Countries (March 2020)
Country
China
Italy
South Korea
Japan
Germany
Hong Kong
USA
Thailand
Britain
Taiwan
Spain
Singapore
UAE
France
Turkey
Vietnam
Malaysia
India
Saudi Arabia
Philippines
Switzerland
Indonesia
Canada
Austria
Russia
Australia
Holland
Belgium
Qatar
Portugal
World Total

Planned Capacity
Change
14,734,300
6,852,300
6,511,100
5,686,700
5,331,200
5,305,300
4,617,500
4,451,400
4,261,200
4,026,700
3,289,600
3,172,100
3,106,000
2,839,300
2,769,000
2,564,200
2,424,100
1,926,300
1,734,900
1,626,200
1,567,900
1,402,000
1,125,900
1,119,300
1,081,500
1,058,200
1,027,200
1,000,500
968,400
948,100
121,831,580

Capacity Change Rate
(%)
-82
-60
-70
-50
-28
-76
-18
-45
-19
-62
-23
-43
-24
-22
-34
-55
-41
-27
-31
-44
-26
-32
-15
-28
-18
-23
-14
-29
-20
-22
-32

Country
Germany
Britain
USA
Spain
BAE
Turkey
France
Singapore
Thailand
Saudi Arabia
India
Malaysia
Switzerland
Indonesia
Austria
Japan
Canada
Portugal
Denmark
Holland
Poland
Israel
Belgium
Vietnam
Qatar
Egypt
Sweden
Morocco
Russia
Australia
World Total

Planned Capacity
Change
4,277,933
3,387,241
3,217,641
2,599,048
2,465,717
2,277,434
2,106,010
2,031,900
1,744,454
1,712,474
1,643,127
1,537,179
1,380,332
986,192
966,037
935,256
871,795
812,785
807,531
789,914
788,068
788,068
781,479
754,856
714,608
707,091
673,186
638,169
631,076
619,167
58,262,776

Capacity Change Rate
(%)
-25
-16
-14
-20
-20
-31
-18
-35
-29
-30
-24
-33
-24
-27
-26
-20
-12
-20
-25
-12
-21
-39
-26
-34
-16
-25
-22
-28
-12
-16
-20

Source: CAPSCA, 2020, p. 9.

International passenger capacity gradually decreased by 32% as of March 2020, and there was a
significant potential decrease -not only in states with early epidemics but also globally.
Accordingly, it is understood that the reduction in the density of air traffic is not limited to
epidemic countries. As a result of the flights of all countries struggling with the epidemic,
significant decreases were experienced in seat capacity (Cui et al., 2021). When the flights with
the countries most affected by the epidemic, especially China, Italy, Korea, and Iran, are included
in the analysis, the capacity volume decreased by 32%. In comparison, the rate of flights to the
other countries constituted 20%.
Table 2. Monthly Regional Capacity Reduction for 2020
Region
Africa
Asia/Pacific
Europe
Latin America
Middle East
North America
Total
Planned Capacity
Actual Capacity

January
-0,2%
0.1%
0.2%
-0.1%
-0.3%
0.0%
-0.1%
376,027,900
375,495,100

February
-2.5%
-22.3%
-1.4%
0.6%
-2.1%
-2.4%
-7.9%
352,632,800
324,885,300

March
-22.7%
-52.1%
-25.6%
-11.3%
-27.5%
-16.7%
-31.7%
384,162,700
262,331,100

Source: CAPSCA, 2020, p. 15.
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In the report titled Aviation: Benefits Beyond Borders 2020 published by the Air Transport Action
Group (ATAG), it was stated that approximately 1.5 million tons of cargo were shipped as medical
supplies and equipment as a result of forty-six thousand special cargo flights on a global scale after
the borders were closed due to the epidemic. ATAG (DGCA, 2021), a global association
representing airlines, airports, air navigation service providers, and all sectors of the civil aviation
industry, publishes reports on behalf of aviation in a global context to enable the aviation industry
to grow sustainably. In the report of ATAG on the effects of the COVID-19 virus on air transport,
it was suggested that the cost of the epidemic to the aviation industry was recorded as 1.8 billion
dollars, and a contraction of 50.6% occurred. The report expressed that the rates of passenger
revenues per kilometer decreased by 94%, and a similar decrease was observed in revenues
obtained from the airport by 56.7%. It was also determined that the aviation sector-based business
exceeding 48 million worldwide was at risk (Fact Sheet, 2020). It is indicated that as of March
2020, 46,600 special cargo flights and 1.5 million tons of cargo, most of which were medical
equipment, were delivered to the required areas.
Figure 2. Passenger Capacity Change Before and After Pandemic

Source: ICAOADS‐Boperationdata(https://www.icao.int/sustainability/Documents/COVID19/ICAO%20COVID%202020%2012%2030%20Economic%20Impact.pdf

The report, which also includes statistics on the aviation industry for 2018 and 2019, also includes
an average annual growth estimate of 2 to 4 percent in the aviation sector until 2038 (ATAG,
2021). In the USA, the FAA collected employment and economic impact data, included domestic
tourism and general aviation in its figures, and the graph below was obtained. The flight data in
2019 and the flights operated under the effect of COVID-19 were compared, and as a result of the
obtained outputs, the estimates in the process until 2038 are included.
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Figure 3. Capacity Comparison Based on Regions

Source: ATAG Report, 2021

In the early stages of the pandemic, the future of the civil aviation economy was mostly
determined. As a result of the data, it had been defined as ‘extremely negative’ after March, and
the actual form and values of the process have shown themselves as of April.
Figure 4. Annual Revenue Passenger Kilometers (RPK) Change by Region on International
Routes From January to August 2020

Source: Statisca, 2020.

According to Figure 4, the annual Revenue Passenger Kilometers (RPK) change on international
routes gradually decreased between January and July 2020 due to the coronavirus outbreak.
Compared to August 2019, international RPKs for Asia Pacific airlines decreased by 95.9 percent
in August 2020, with the estimated impact of COVID-19 on the aviation industry as of April 2020
which was $314 billion loss. As the COVID-19 crisis continued, the decade-old growth of
passenger aviation was interrupted throughout 2020, and it is predicted that its impact will last for
many years.
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Figure 5. Number of Domestic-International Passengers for 2019-2020

Source: https://www.icao.int/sustainability/Pages/eap-fp-forecast-scheduled-passenger-traffic.aspx

According to ICAO data, when a comparison was made with 2019 data with a view to see the
estimated COVID-19 effect on the passenger traffic planned for 2020, it was revealed that there
was a 66% decrease in the seats offered by the airlines in international air traffic. It was also
concluded that 1.376 million passengers were reduced, and airlines experienced a loss of
approximately $50 billion in gross passenger operating income. Only the data covering the 20192020 period were considered to better understand the above information. While international travel
remained stagnant, a moderate improvement was observed in domestic travel with regional
restrictions loosening. With regards to the effects of COVID-19 on the aviation industry on a
regional basis, as it can be understood from the table below, the overall decrease in airline
passengers was 60% in 2020 compared to 2019 on both domestic and international levels. Airport
revenues lost approximately $11.8 billion in 2020, compared to the trade in the standard period,
and it was determined (by the WTO) that the global commodity trade volume decreased by 9.2%
in 2020, compared to 2019. Finally, there was an estimated -3.5% to -4.3% contraction in world
GDP in 2020.
Figure 6. Estimated Impact on Passenger Traffic and Revenue by Region for 2020

Source: ICAO estimates
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COVID-19 and Turkish Civil Aviation Industry
Effects of the Pandemic on the Turkish Civil Aviation Industry
The Turkish civil aviation industry, which had been endeavoring to grow economically, postponed
its growth plans in this period. However, the Turkish civil aviation industry was relatively less
affected by this process compared to the situation of the civil aviation industry in many different
regions of the world (İnce & Sürme, 2020). As a result of the epidemic, domestic transportation
did not operate -except Turkish Airlines- in passenger transportation, resulting in the cessation of
international flights. It only prevented the air cargo companies from landing on the ground, which
turned into an advantage for air cargo carriers.
Table 3 indicates that almost 80% of the aircraft registered in the Turkish registration, which has
a place in the Turkish civil aviation sector, is grounded. It is known that airline companies suffer
damage for every second that airplanes are not operating and that despite this, fixed operating costs
and personnel costs are continually increasing (Budd et al., 2020). Hence, the crisis period caused
by COVID-19 can be called the loss period for airline companies.
Table 3. Number of Aircraft on the Ground by Airline Companies in Turkey (March / 2020)
Airline
Turkish Airlines/AnadoluJet
Pegasus
SunExpress
Onur Air
Corendon Group
Freebird
Tailwind
MNG
ULS
ACT
TOTAL

Fleet
357
82
51
27
22
10
5
6
3
5
568

Aircraft on the Ground
255
82
48
27
21
10
3
1
0
2
449

Aircraft / Fleet Ratio on the Ground (%)
71
100
94
100
95
100
60
17
0
40
79

Source: www.airporthaber.com (March 2020)

In Turkey, domestic-international and transit traffic grew by 1.92% in total between January and
February 2020, but after February, the growth rate was around 1.35% in the monthly
period.Similarly, the increase rate of domestic-international flights and transit passengers between
January and February 2020 was recorded as 1.88%, but this value decreased to 1.28 in February
and March 2020. Besides, the growth rate regarding the total cargo amount decreased from 1.96%
to 1.38%.
On the other hand, based on the data published by the DHMI of the Republic of Turkey, changes
occurring between the first period of 2020 and the same periods of 2019 were discussed. To this
end, in February March 2020, the number of traffic was less than the previous year, and this
decrease became even more apparent in March 2020, when the total changes in aircraft traffic were
examined. Additionally, it was found out that the total amount of cargo created by cargo-mail and
baggage decreased significantly compared to the same period of the previous year.
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Table 4. Aviation Indicators of Turkey for the First Quarter of 2020
Indicators
TotalAircraft
TotalPassenger
TotalFreight

2020January
145.072
13.952.310
274.943
TotalChange

Aircraft

TotalChange

Passenger

TotalChange

Freight

2020February
278.670
26.237.651
537.943

2020 March
376.107
33.587.932
739.859

1,92

1,35

1,88

1,28

1,96

1,38

Source: DHMİ, 2020 (Compiled from January, February, and March data)

On the other hand, based on the data published by the DHMI of the Republic of Turkey, changes
occurring between the first period of 2020 and the same periods of 2019 were discussed. To this
end, in February March 2020, the number of traffic was less than the previous year, and this
decrease became even more apparent in March 2020, when the total changes in aircraft traffic were
examined. Additionally, it was found out that the total amount of cargo created by cargo-mail and
baggage decreased significantly compared to the same period of the previous year.
Table 5. Proportioning of 2019-2020 First-Quarter Data
Indicators
Total Aircraft
Total Passenger
Total Freight

2019 January-2020
JanuaryChange
%2.00
%- 0. 08
%1,9

2019 February-2020
FebruaryChange
%2,2
%- 2.2
%2,8

2019 March-2020
MarchChange
%-11.4
%-18.9
%-9.3

Source: DHMİ, 2020 (Compiled from January, February, and March data)

Two other important issues that come after the cessation of operation on behalf of the aviation
sector determine how the process will continue. One of these is when the travel restrictions will be
lifted and when the activities will commence. Another issue is to what extent the service demand
from passengers will continue despite the removal of travel restrictions. As a result of these
uncertainties, the aviation industry will have to operate to generate solutions according to many
different scenarios. The favorable scenario is the commencement of flights and the demand for
services gradually increasing to previous levels. The negative scenario is that this process will
prolong indefinitely.
The Transformation of Civil Aviation Into Air Cargo Transportation During the Pandemic Period
The civil aviation industry experienced a serious potential loss during the pandemic process.
Strategies designed to prevent this loss of potential largely failed. At this point, airline companies
started to attach importance to air cargo transportation activities and thus tried to minimize their
financial losses. This situation was the precursor of a transformation in airline companies’
activities in the civil aviation sector.
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Figure 7. Cargo Traffic Volumes for January-November 2020

Source: Tobb.org.tr

A significant recovery can be observed in CTK (Cargo Traffic Volume) in the last two quarters of
2020. In the second half of the year, countries and industries started to operate in the middle of the
epidemic. The opening up of industries amid demand for pharmaceutical and protective equipment
distribution and increased global business confidence was the primary driving force behind the
growth in CTKs in the second half of 2020. The aviation industry plays an equally important role
in the global distribution of vaccines and will further increase cargo traffic demand worldwide.
This will help some aircraft improve their cash flows. Preliminary data show that a large number
of aircraft are involved in the distribution of the COVID-19 vaccine. The need for temperature
control and rapid delivery of these vaccines makes aviation the only viable transport solution.
However, given that the demand for CTKs is unevenly distributed across aviation geographic
regions, it means that there is a demand for incentives and government support in the aviation
industry to remain sustainable. Such support should be regional and customized to meet the
regional and national needs of the sector.
After the epidemic, it became possible to see radical changes in the civil aviation sector and airline
companies’ operations around the world (Bombelli, 2020). During the fight against the epidemic,
German Lufthansa, one of the world’s largest airline companies, made radical changes in the
Airbus A330 plane, included masks and other medical equipment on all passenger seats and carried
this equipment directly from Shanghai to Frankfurt. Air Canada airline company, which also has
globally large-scale operations, also followed the road map followed by Lufthansa, compromising
the passenger-carrying capacity of the Boeing 777-300E and transforming it into a cargo plane.
During this period, Air Canada transported a total of 30 tons of cargo, 9 tons of which were mask
products (T24, 2020).
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Figure 8. Change of Air Passenger Transport Into Cargo Transport

Source: The proportional change of China’s civil aviation and airline cargo transportation operations during the period
from the beginning of the pandemic to May 2020 (Li, 2020).

In Figure 8, there are differences between the growth rates of airline transportation and air cargo
transportation figures of China, which was the first country affected by the COVID-19 outbreak.
Especially in February 2020, when the epidemic had the highest effects, China’s airline
transportation figures decreased significantly, while air cargo transportation figures showed that it
had a supportive effect during this crisis period.
It was observed that many airline companies around the world carry out different and intense
activities in air cargo transportation. While Australia-based Qantas Airlines carried large quantities
of medical supplies, such as gloves and masks, between May and June, the company was one of
the first companies worldwide to dismantle only passenger seats. US origin United Airlines carried
out a total of 5 thousand cargo flights to North America and Asia in a short time. Besides, the
company’s cargo revenue from these operations increased by 36% in the first quarter of the year
and reached 402 million dollars. American Airlines resumed its cargo transportation after a 35year hiatus and decided to transport cargo to 32 different destinations in Latin America, Europe,
and Asia with Boeing 777 and Boeing 787s. Singapore Airlines allocated one of the Airbus SE
A320 type aircraft to its inventory for air cargo transportation on the condition that the passenger
seats are removed. During the epidemic, cargo operations initiated by Lufthansa contributed € 299
million to the company’s bottom line in the second quarter of 2020. As a result, it is possible to
suggest that airline companies operating globally have undergone operational identity changes. On
the other hand, these changes due to needs also helped airlines to discover their air cargo
transportation potential and constitute an essential step for future roadmaps.
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Table 6. The Share of Cargo Flights in Total Flights during the Pandemic

Source: Doğruluk Payı, 2020

As shown in Table 6, the share of cargo flights in total flights during the pandemic increased
significantly in May 2020 compared to the previous year. In the same period, while there were
serious decreases in scheduled, non-scheduled and business flights due to the pandemic effect
compared to the previous year, the cargo rate in this general share increased significantly. This
situation creates the impression that airlines see the potential returns of air cargo transportation
activities as a recipe for salvation, along with the negative financial effects of the pandemic.
Figure 9. Passenger and Cargo Transport Numbers Between March-May 2020

Source: Doğruluk Payı, (2020) as cited in Tez, M. (2020)

On the other hand, in the data obtained by EUROCONTROL between 3 March 2020 and 4 May
2020, as shown in Figure 9, there are proportional differences in all flights around the world based
on the flight type. When the flight figures were evaluated according to this table, there was a
noticeable decrease in the flights of low-cost airlines and the flights of well-known airlines, while
cargo flights increased in the same way. The transformation in air cargo transportation caused
various changes in the practices and sales of aircraft manufacturer companies as well as airline
companies. As the most important example of this, Airbus’s A380 model began to be transformed
into cargo planes in line with airline companies’ orders and demands, after large-scale sales and
intensive use figures worldwide. Additionally, the aircraft manufacturer ATR, which was
established with the French-Italian partnership, started its transformation operations to facilitate
the conversion of its own aircraft into cargo aircraft and gain additional cargo operations capacity.
Transformation in Turkey
As in many countries of the world, the COVID-19 outbreak adversely affected Turkey’s civil
aviation sector. However, air cargo transportation gained a different momentum during the
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epidemic period. Turkey was one of the countries that carried out successful operations during this
time. Although the pandemic period created severe financial problems for global trade, Turkey
benefited financially from processed food producers thanks to the airline cargo sector. Turkish
agricultural products exported one million seven hundred fifty-three thousand dollars of material
using air cargo transportation as of June 2020. While the sector generally shrank by 28% in the
specified period, the company’s global market share increased from 3.9% to 5.4%. Moreover,
Turkish Airlines, which is considered Turkey’s flag carrier in civil aviation, made significant air
cargo transportation development with Turkish Cargo thanks to its cargo operations in the ground.
In the first half of 2020, private cargo grew by 67% by performing one of every twenty air cargo
transportation. When the activities were compared with July 2020 figures, it was observed that
there was a 29% increase in cargo operations comparing to the same period of the previous year.
Turkish Cargo, which returned to passenger aircraft due to the non-use of these planes and the
limited capacity of cargo planes, increased the average usage time of these aircraft to 11 hours per
day using wide-body aircraft as cargo aircraft. Thanks to this strategy, the company achieved the
highest usage of all time.
The increase in the need for medical supplies around the world during the COVID-19 epidemic
actually led to the emergence of a new industry. Air cargo transportation companies, which have
a special system and vehicle network for the transportation of medical supplies, can make a
significant difference and turn it into a financial resource for themselves. The insufficient capacity
of China and the increasing level of urgency of medical needs had a significant effect on Turkish
Cargo’s gaining importance and increasing its potential. Countries that urgently need medical
products, such as China, started to turn to alternative cargo transportation companies, regardless
of high production and shipping prices. With the effect of Turkish Airlines’ established and
positive image, Turkish Cargo became prominent in managing order processes that exceed their
potential. Such an environmental crisis created a critical commercial opportunity for Turkish
Cargo to introduce itself as a truly qualified air cargo transportation company. While many airline
cargo transportation companies had to reduce or revise their operations during the epidemic period,
Turkish Cargo took important steps towards growth. According to the evaluations of IATA, the
epidemic period provided significant opportunities for many companies engaged in air cargo
transportation but underlined that they experienced indecision due to the concerns of leaving their
primary duties, and this was reflected in their profitability rates. Besides, according to IATA
evaluations, Turkish Cargo has become one of the successful airline cargo transportation
companies of the epidemic period (Air Cargo News, 2020).
Conclusion
The COVID-19 virus spread rapidly all over the world, causing an unprecedented crisis on
countries and industries. The fact that airline transportation offers intercontinental transfer
accelerated the global spread of the COVID-19 by transporting it from different points. Many
countries seeking to put an end to the spread of the COVID-19 closed their airspaces and
introduced travel restrictions. As a result, countries are faced with restrictions that occurred in
aviation industry, resulting ina drop in customer demand. First of all, air traffic decreased
significantly as a result of the cancellation of flights from and to China by the airline companies
and the sudden decision to stop the flights of the countries with any risk of findings related to the
pandemic. According to the February statistics published by EUROCONTROL, it is observed that
capacity of flight traffic in the European region decreased by 2.6% due to the COVID-19 outbreak.
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Besides, the data reflects that daily flight capacity of twenty EUROCONTROL member countries
decreased. Moreover, flights between China and Europe decreased by 61%. It was determined that
the countries most affected due to the flights from and to China are Germany, France, Italy and
England. International passenger capacity gradually decreased by 32% as of March 2020, and there
was a significant potential decrease not only in the states with early epidemics but also in all over
the world. As a result of the flights of all countries fighting with the epidemic, significant decreases
were experienced in seat capacity. When the flights with the countries most affected by the
epidemic, especially China, Italy, Korea and Iran are included in the analysis, the capacity
decreases by 32% while the rate of flights to countries other than such countries constitutes 20%.
In March 2020, the Asian Pacific continent ranked first with a 52.1% decrease in its capacity.
In April 2020, the estimated impact of COVID-19 on the aviation industry is a large loss of
revenue, 314 billion USD. Considering the effects of COVID-19 on the aviation industry on a
regional basis, overall decrease in airline passengers was 60% in 2020 compared to 2019 on both
domestic and international lines. Compared to the trade in the same period, loss of revenue in
airports was approximately11.8 billion USD in 2020, and global commodity trade decreased by
9.2% in 2020 compared to 2019. Finally, there was an estimated -3.5% to -4.3% reduction in the
world GDP in 2020. As a result of the interviews with the station managers of the airline companies
operating in different destinations, it was found out that the planned capacity change rate decreased
approximately by 76% in line with the March 2020 data of the HGK (Hongkong) station. Similarly,
the planned capacity ratios of Odessa (ODS) and Cologne (CNG) stations were observed to
decrease significantly. Another station included in the study, the Montreal Pierre Elliott Trudeau
(LUY) station, showed an increase in cargo capacity during the pandemic period. Furthermore, by
underlining cargo transportation and reshaping flight plans, the interviewers revealed that the local
airlines of the LUY station decreased 15%in the capacity of passenger transportation.
The Turkish civil aviation industry also experienced the pandemic’s negative effects as the civil
aviation industries around the world. The industry, which is currently trying to grow economically,
postponed its growth plans in this period. Additionally, many different parts of the world were
relatively less affected by this crisis process than the civil aviation industry. Considering the
negative cases caused by the crisis in both the national and international arena, civil aviation
sector’s transformation should be considered as a natural outcome. Turkish air cargo transportation
has the advantage of having sufficient capacity and equipment for transporting the vaccine to be
produced in the face of this epidemic, the medical products are especially expected to be effective
against the COVID-19 epidemic. Such advantage constitutes an important step in the increased
competition of Turkish air cargo transportation. Although the outbreak was one of the most
challenging periods in history for the civil aviation sector, the fact that this process turned into
such an advantage is precious for Turkey’s competitiveness.
Both businesses and societies suffer serious damage in crises caused by epidemic diseases.
Different strategies should be followed in this context since the crisis that occurred does not arise
from the business. Although air transport causes the rapid spread of the virus, it contributes to vital
activities in the delivery of international assistance and medical support. The biggest hit for airline
companies was recorded as a sudden drop in flight numbers. Therefore, airline companies’
operational logic radically changed, and this situation seriously affected the functioning of the
system. In the airline companies, as the first reaction that arose due to the pandemic, the grounding
of the planes and the revision of the number of personnel were first to be discussed. In this
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direction, while some airlines dismissed their personnel, some airlines initiated part-time working,
working from home, and working remotely, with the government’s support, and tried to continue
the process without dismissing their personnel. After the first reactions, there was a need to transfer
basic needs such as cleaning tools and disinfectants between countries.
The countries started to pay more attention to air cargo transportation operations to sustain their
aviation operations. Although air cargo transportation’s financial returns do not fully meet the
airline companies’ expectations for the profitability rate, it emerged as a positive trend in the
current conditions. On the other hand, air cargo transportation began to be considered as an
alternative income item for the future for airline companies. Even if the pandemic’s negative
effects disappear in the following years, it seems likely that airline companies will continue these
operations to some extent. The most important indicator of this situation is that airline companies
reached agreements with aircraft manufacturers to produce aircraft suitable for air cargo
transportation. The reason is that airline companies redesigned many passenger planes as cargo
planes during the pandemic period, and these operations attracted attention as a separate income
area. Therefore, it can be said that the pandemic creates an alternative business strategy for airline
companies.
Future research allows the title and content of this study to be carried further. The fact that the
pandemic started at an unexpected time caused companies to fail to perform adequate analyses and
caused problems in accessing the necessary data. That is why future research will produce better
quality results when reinforced by data obtained in 2021. Besides, the inclusion of not only aviation
actors in the study but also actors from other sectors, such as tourism and health, could greatly
expand the scope of the relevant research. Consequently, with the operational changes in the sector,
negotiations with the authorities already operating in the field of air cargo transport might be
important. The operational change in civil aviation had a positive impact on the cargo
transportation sector. Thus, discussing the process of changing the sector with actors on the other
side of the issue could improve the quality of future research.
References
Akça, M. (2020). COVID-19’un havacılık sektörüne etkisi. Eurasian Journal of Researches in Social and
Economics (EJRSE) Dergisi, 7(5), 45-64.
ATAG 2021. Retrieved from https://atag.itu.edu.tr/v4/
Aydın, N. (2018). Nitel araştırma yöntemleri: Etnoloji. Uluslararası Beşeri ve Sosyal Bilimler İnceleme Dergisi,
2(2), 60-71.
Bombelli, A. (2020). Integrators’ global networks: A topology analysis with insights into the effect of the COVID19 pandemic. Journal of Transport Geography, 87, 102815. https://doi.org/10.1016/j.jtrangeo.2020.102815
Budd, L, Ison, S. & Andrienne, N. (2020). European airline response to the COVID-19 pandemic – Contraction,
consolidation and future considerations for airline business and management. Research in Transportation
Business & Management, 37, 100578. https://doi.org/10.1016/j.rtbm.2020.100578
CAPSCA (2020). Overview and role in COVID-19. Retrieved February 18, 2021, from
http:/www.ıcao.int/CAPSCA
Chen, Z., Wang, Y., & Zhou, L. (2021). Predicting weather-induced delays of high-speed rail and aviation in China.
Transport Policy, 101, 1-13. https://doi.org/10.1016/j.tranpol.2020.11.008
Cui,Q., He, L., Lui, Y., Zheng, L., Yang, B., & Zhou, M., (2021). The impacts of covid-19 pandemic on China’s
transport sectors based on the CGE model coupled with a decomposition analysis approach. Transport
Policy, 103, 103-115. https://doi.org/10.1016/j.tranpol.2021.01.017
EASA (n.d.) Retrieved from https://www.easa.europa.eu/easa-COVID-19-resources
European Commission (2005). Diseases. Brussels: European Commission.

https://digitalcommons.usf.edu/m3publishing/vol16/iss9781955833004/1
DOI: 10.5038/9781955833004

462

Cobanoglu et al.: Advances in Managing Tourism Across Continents: Volume 1

Global Fact Sheet. (n.d.) Retrieved from http://web.shgm.gov.tr/documents/sivilhavacilik/files/Haber/2020/ATAG1.pdf
Gössling, S. (2020). Risks, resilience, and pathways to sustainable aviation: a COVID-19 perspective. Journal of
Air Transport Management, 89, 101933. https://doi.org/10.1016/j.jairtraman.2020.101933
Havayolu 101 (n.d.). Retrieved https://www.havayolu101.com/2020/04/24/coronavirus-salginin-havaciliksektorune-etkileri
ICAO (n.d.). from https://www.icao.int/sustainability/Documents/COVID-19/ICAO_coronavirus_Econ_Impact.pdf
ILO (n.d.). Retrieved from https://www.ilo.org/ankara/areas-of-work/COVID-19/WCMS_742733/lang--tr/index.htm
İnce, E., & Sürme, M. (2020). COVID-19 salgınının havayolu şirketlerine yansımaları üzerine nitel bir çalışma.
Gaziantep University Journal of Social Sciences, 2020 Special Issue, 571-584
Kang, M., Tan, X., Yeb, M., Tie, Y., Song, T., & Tang, S. (2021). The moving epidemic method applied to
influenza surveillance in Guangdong, China. International Journal of Infectious Diseases, 104, 594-600.
https://doi.org/10.1016/J.IJID.2021.01.058
Li, T. (2020). A SWOT analysis of China’s air cargo sector in the context of COVID-19 pandemic. Hebei
University of Economics and Business, Law School, China.
Madhavan, M, Yang, C., Chai, S., M., & Piboonrungroj, P. (2020). Short-term forecasting for airline industry: The
case of Indian air passenger and air cargo. Global Business Review.
https://doi.org/10.1177%2F0972150920923316.
Nikolopoulos, K., Punia, S., Schäfers, A., Tsinopoulos, C. & Vasilakis, C. (2021). Forecasting and planning during a
pandemic: COVID-19 growth rates, supply chain disruptions, and governmental decisions. European
Journal of Operational Research, 290(1), 99-115. https://doi.org/10.1016/j.ejor.2020.08.001
Poonam, M. (2020). Aviation during and Post Pandemic COVID-19 – Impact and Strategies. Journal of Aviation
and Aeronautical Science, 2(1), 1-5.
Rayash, A. A., & Dinçer, İ., (2020). Analysis of mobility trends during the COVID-19 coronavirus pandemic:
Exploring the Impacts on global aviation and travel in selected cities. Energy Research & Social Science,
68, 101693. https://doi.org/10.1016/j.erss.2020.101693
Sokadjo, M., & Atchade, N. (2020). The influence of passenger air traffic on the spread of COVID-19 in the world,
Transportation Research Interdisciplinary Perspectives, 8, 100213.
http://dx.doi.org/10.1016/j.trip.2020.100213
Tez, M. (2020). The effect of pandemic in the civil aviation sector: A research in European Region (Unpublished
Master Thesis). Yeditepe University, İstanbul.
Tisdall, L, & Zhang, Y. (2020). Preparing for ‘COVID-27’: Lessons in management focus – an Australian general
aviation perspective. Journal of Air Transport Management, 89, 101922
https://doi.org/10.1016/j.jairtraman.2020.101922
Türkiye-Vikipedi. (n.d.) Retrieved from wikipedia.org

463

University of South Florida (USF) M3 Publishing

The Impact of Corporate Social
Responsibility and Corporate Reputation on
Consumer-Company Identification and
Loyalty: The Mediating Role of Trust
Rizwana Hameed1 and Naeem Akhtar2
1
Institute of Business and Management
University of Engineering and Technology, Pakistan
2

School of Tourism Management
Sun Yat-sen University, China

Abstract
Aspects endorsing loyalty are of great interest to both academicians and professionals since
consumer loyalty is a noteworthy prognosticator of corporate success. Likewise, this study
explores the impact of consumers’ perception of corporate social responsibility and corporate
reputation on their behavioral outcomes (consumer-company identification and consumer loyalty).
Further, it probes the mediating role of consumer trust in this relationship. The results of structural
equation modeling analysis (N = 400) disclose that building strong trust leads consumers to
perceive that the company is committed to its CSR initiatives. The company’s CSR commitment
excites greater satisfaction and trust in the company and its services, which then ultimately
encourages consumers to remain loyal. Taken together, these results drive the better understanding
and development of CSR by consumers and retailers’ programs that remind and reinforce
consumers’ perceptions about socially responsible behaviors.
Keywords: consumer trust, loyalty, corporate social responsibility, consumer-company
identification
Introduction
Usually, CSR consists of legal, ethical, and philanthropic obligations that reflect the company’s
social interest (Stanaland et al., 2011), while corporations are encouraged to go beyond legal
enforcement and take constructive roles as important social organizations (Torugsa et al., 2012).
Mohr and Webb (2005) note that when determining to what degree they can get involved in CSR,
businesses sometimes fail. Since “the payoff is not guaranteed from socially-responsible programs
and may take time “. Still, corporate social responsibility (CSR) has gained attraction to date as a
new concept relating to the social impact of business enterprises and has become a common
concept among stakeholders such as managers, creditors, customers, suppliers, consumers,
employees, and policymakers. Therefore, companies are expected to behave in a socially
responsible manner while also generating value for investors.
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Former investigations were made by to identify the role of CSR in refining fiscal gains , sales
volumes (e.g. Saeidi et al., 2015; Surroca et al., 2010) and product evaluations by focusing on the
corporate perspective of CSR activities while ignoring consumers perspective (Lee et al., 2012).
Thus, organizations must adopt the consumer-centered approach in devising their CSR actions.
While CSR’s significance in shaping a company’s customer expectations and valuations is
gradually being reported (Maignan et al., 1999). CSR consumer knowledge remains poor, and
companies often have disappointing results even with a significant allocation of resources to their
CSR activities (Lee et al., 2012) due to some other mediating or moderating variables, which prior
studies have omitted. Saeidi et al. (2015). Therefore, the factors related to customer perceptions of
CSR should be investigated by companies and their contributive position in shaping consumer
loyalty should be explored. So, perceived consumer fit develops into a vital element in customer
awareness of CSR actions, whereas constructive insight of CSR actions influences judgment about
Consumer–Company identification, consumer trust, and loyalty.
Since consumer loyalty plays an integral role in competitive market for business performance,
comprehensive studies have explored the various factors that drive customers to remain loyal to
the goods and services of a company (Kotler & Armstrong, 2009; Oliver, 1997). However, the
impact of corporate social responsibility (CSR) on retaining loyal customers and growing their
numbers has been minimal. Besides, previous CSR studies have been primarily concerned with
creating an unconditional direct impact of CSR interventions on market valuations paying little
attention to the variables that could explain such impacts. One of these factors is considered to be
confident with customer satisfaction (Luo & Bhattacharya, 2006) and congruence between the
characteristics of the consumer and those of the business (Sen & Bhattacharya, 2001), which
mediates the connection between CSR initiatives and corporate performances (Castaldo et al.,
2009).
Implementation of CSR initiatives helps cultivate the trust of customers in the business and its
goods (Castaldo et al., 2009). Consumer trust, in turn, helps the organization retain favorable
customer relationships (Morgan & Hunt, 1994; Sirdeshmukh et al., 2002). Despite the potential
role of the envisaged construct, the role of trust in CSR research has only been explored in a few
studies. Consumer awareness of CSR actions is essential because it preconditions a consumer’s
ability to reward or punish ﬁrms (David et al., 2005). CSR awareness among consumers also
depends on retailers’ efforts and strategies to communicate their CSR actions (Pomering &
Dolnicar, 2009). Studies have indicated that retailers who develop ethical practices will achieve
positive benefits for society, consumers, and themselves (Stanaland et al., 2011). This study
discusses how some of the determinants and findings of CSR affect loyalty in the retail industry
by applying this principle as one potential way to improve customer loyalty.
To better apprehend consumer’s level of awareness for CSR initiatives, there is a need to have a
look into retail patterns that how retailers communicate CSR actions to their end-users under
stakeholders’ pressure from key stakeholders (Vlachos et al., 2009; Nguyen & Pervan, 2020).
Researchers approve some trials and boundaries for communicating CSR (David et al., 2005;
Pomering & Dolnicar, 2009). Overall, businesses fail to link their CSR initiatives efficiently
thereby fabricating a poor customer reaction. Businesses must feel accountable for low CSR
awareness among consumers (Pomering & Dolnicar, 2009). This defies companies to build
mindful relationships amongst publically accountable deeds and company repute (David et al.,
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2005). Nonetheless, customers remain involved in knowing and investigating further the
companies’ CSR activities and build loyalties for them.
Besides the fact that consumers signify an essential part of the stakeholder group as mentioned
earlier research reflect merely scopes of perceived fit from the organization ‘s point of view. So
organizations must adopt the consumer-centered approach in devising their CSR actions. Previous
research confirms formulating CSR actions, the introductory study demonstrates that the
consumers hardly recognize such efforts as reasonable. Consequently, the investigation must
outline the ways to bring consumers’ attention towards CSR actions and also to make them
optimistically identify with these actions. So, perceived consumer fit develops into a vital element
in customer awareness of CSR actions, whereas constructive insight of CSR actions influences
judgment about Consumer–Company identification, consumer trust, and loyalty.
Recently few researchers (Park et al., 2007; Yim et al., 2010) titled for added consideration of
emotion-laden practices obsessed by warmth, resulting into developing somehow affectionate knot
with consumers in marketable relationships that eventually leads towards consumer trust.
Likewise, the authors offer experiential confirmation that marketable and personal affairs are alike
(Fournier & Paulssen, 2007; Park et al., 2007). The evolving link of such analysis proposes that
affection can encompass ahead of person-to-person affiliation situations (Yim et al., 2010).
Moreover, consumers appear to extend their affection to such offerings including gifts, places,
products, and human brands and stores. Concluding, current marketing research looks into
supporting the relevance of the marketing emotional attachment theory which may be defined as
a psychosomatic status of the brain that holds strong cognitive and emotionality that associates a
brand to an individual as brand appears to be an extension of the personality (Park et al., 2007).
Studies confirm that such attachment between firm and consumer is discrete from feelings,
contentment, or involvement (Park et al., 2007; Thomson et al., 2005). Similarly, studies classify
value deals, customer-company identification, the fulfillment of self-expressive cravings, and the
worth of customer-staff associations as sources of consumer-company emotional attachment (Yim
et al., 2010). Folks develop affections with firms they trust to gratify desires, empower and enrich
the self (Park et al., 2007).
This study, therefore, explores CSR from the customer rather than the corporate point of view by
focusing on the importance of meaning (i.e., fit between the values of a consumer and CSR) and
the ethical standards of CSR activities as the two primary determinants of quality and commitment
of CSR. Higher value significance and ethical values are expected to lead customers to believe that
the business is committed to its CSR operations, which in turn leads to greater loyalty and
confidence in the organization and its services. Therefore, customers are likely to stay loyal to the
company. With additional imminent CSR actions, the study emphasizes consumer viewpoints that
enhance our understanding of the effects of CSR plans could have on consumers. The perceived
fit between company and CSR behavior has an affirmative impact on customer reaction previously
based by various authors such as (Becker-Olsen et al., 2006; Bhattacharya & Sen, 2003; Lass &
Hart, 2004). The main focus of these authors is on the implications that help us assess the perceived
fit.
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Literature Review
As shown by the range of scholars in their studies using this term (Pérez & del Bosque, 2015;
Wang & Juslin 2012), the triple bottom line established definition of CSR is largely prevalent,
present, and accepted (González-Rodríguez et al., 2015). Finally, it has been argued that CSR is a
multi-dimensional construct (Galbreath and Shum 2012), and triple-bottom-line conceptualization
addresses those dimensions. For scholars, however, the concept of validity has long been a
conceptual basis for understanding CSR and perceived CSR (Stanaland et al., 2011). It is also clear
that by participating in CSR (Pérez & del Bosque, 2015), companies are aiming to gain a higher
degree of legitimacy in the eyes of stakeholders. Consumers have been given considerable
attention in this regard, as their opinions are considered to directly impact the design and
effectiveness of corporate strategies. The perceived CSR is thus a mixture of customers’ economic,
environmental and corporate social views.
CSR is an integral part of corporate marketing strategies and loyalty is seen as a key goal for a
company’s survival and growth; building a loyal customer base has become a significant basis for
creating a sustainable competitive advantage (Kotler and Armstrong, 2009). Taking CSR in mind
denotes that businesses ought to be anxious around achieving dual objectives: to remain beneficial,
and to stay consistent thru communal intents well-defined in CSR. This would govern their facility
in attaining monetary objectives in a generally accountable fashion. For the subsistence and
success of the businesses, the organization must have to meet both monetary and non-monetary
goals. While executing a CSR plan, the retailers need to have a complete know-how of consumer’s
perceptions and reactions to CSR actions (Du et al., 2007). Prior research need to lessen the
conceptualization of CSR and have scrutinized simply one or two CSR activities (Maignan &
Ferrell, 2003). Due to the extensive and composite nature of the CSR notion, limited research
inspected common customer responsiveness to CSR activities (Pomering & Dolnicar, 2009).
In essence, organizational identification is mainly concerned with employees but through time
other researchers in the field of marketing (Bhattacharya & Sen, 2004; Sen & Bhattacharya, 2001)
have extended the concept to cover customers as well and termed it as consumer company
identification (CCI). Since CCI can play a very important role in consumer behavior, it has been
an area of significant research interest to identify its antecedents, and the studies conducted show
that positive CSR dogmas are fundamental drivers of CCI (e.g., Bhattacharya & Sen, 2003; Du et
al., 2007; Lichtenstein et al., 2004; Marin et al., 2009; Sen & Bhattacharya, 2001; Becker-Olsen
et al., 2006). The reasoning behind this direct impact of CSR on CCI is that when consumers notice
firm conduct in a publicly accountable manner, they are typically more likely to acknowledge trust
in such a business and to create an enhanced social profile (Aquino & Reed, 2002).
To be proficient and respectable must be significant for business firms. Advancement into such
zones has led to putting more consideration towards whatever is now a day’s devised as corporate
ability (CA) and corporate social responsibility (CSR) (Berens et al., 2007). As CA may be defined
as a firm’s proficiency to manufacture and distribute its quality outputs (Berens et al., 2005). Prior
literature has pointed these both features (i.e., CA and CSR) perceived by consumers are pivotal
in linking the customers to product or service providers (Becker-Olsen et al., 2006; Berens et al.,
2007). Firms used to have diverse sets of strategies for their product offerings to boost up
consumers’ purchase intention, like tying it with their companies’ fastidious image. This is logical
as consumers pose associations with a firm that is differently impacting their evaluation for
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products or services. Exclusively, prior studies find relations with the company’s CA and its CSR
that govern product or service appraisals (Berens et al., 2005), eventually distressing buying intents
and its mediators (Marin & Ruiz, 2007; Vlachos et al., 2009).
The current study seems to be different as of formers it incorporates CA and CSR into a distinct
study. It’s too subjective and self-assured to finish off that the firms can profitably increase its
consumer’s domain due to CA or CSR, without thoughtful vital intermediaries that essentially
compel their buying intents. Especially, current investigation suggests consumer belief as to the
mediator with partial support by different studies (David et al., 2005). A prior study exposes that
about 80% of shoppers displayed better faith plus emotional recognition for the businesses backed
by CSR initiatives, besides 86% shift towards the acquisition of products of such firms while
evaluating them on basis of price and quality (Gupta & Pirsch, 2006). The rationale to above, this
research discusses that in the current age of exceptional business control and consumerism,
businesses that pose symbolic attitude of being trustworthy and have strong ties with consumers
are expected to meet significant consumers’ self-definitional requirements (Bhattacharya & Sen,
2003) and truthful experiences (Crosby et al., 1990; Mohr & Webb, 2005) that results into positive
CC identification and consumer loyalty.
Table 1. Measures
Construct
Corporate
Responsibility
Perceived
Reputation

Trust

Loyalty

Consumer-Company
Identification

Social

Corporate

Items
The company supports good causes.
The company behaves responsibly regarding the environment.
The firm justifies its societal duties.
The corporation acts in a socially responsible way.
The corporation seems authentic.
The company has a reputation for being reliable.
The company has a repute intended for truthfulness.
The corporation has a name meant for donating great valuable goods
/ services.
The company ensures no deceitful assertions.
I have a conviction that the corporation is open in trade with its
clients.
I sensein general that the firm is dependable.
I have an impression in general that the firm’s reliability is great.
I would raise the spirits of my associates and families for building
commercialties with the firm
I personally would make sure of further trade with the firm in
upcoming years.
I myself are liable buyer of this firm.
I intend to remain a customer of this company
When someone criticizes this company, it feels like a personal insult.
While somebody acclaims this firm, it touches similar to peculiar
praise.
If a story in the media criticized the company, I would feel
embarrassed.
I sense solid bonds with the firm
I experience a strong sense of belongingness to this firm

Sources
(Lin, 2011)

(Fombrun et al., 2000; Stanaland et
al., 2011)

(Sirdeshmukh et al., 2002;
Stanaland et al., 2011)

(Arnold & Reynolds, 2003;
Stanaland et al., 2011)

(Mael & Ashforth, 1992), company
(Kim, 2010)

Consumer Perception of CSR, Trust and Customer–Company Identification
Customer–company identification shows a strong social relationship between a customer and a
company, such that customers experience a sense of oneness with respective organizations
(Bhattacharya & Sen, 2003). Former research also validates the positive benefits of customer
identification for companies such as improved product use (Ahearne et al., 2005), satisfaction,
customer loyalty, willingness to pay more (Homburg, & Wieseke,, 2009), positive brand attitudes,
higher purchase intentions (Currás-Pérez et al., 2009; Wang et al., 2012), commitment, and
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positive word of mouth (Brown et al., 2005). But when companies make deliberate errors it might
dislocate customers’ identification, for instance, consumers continued to support the Apple
Newton and Classic Coke even after Apple and Coca-Cola halted their production. Consumer
perceptions of CSR actions cooperate a major job in C–C identification and company loyalty
(Bhattacharya & Sen, 2003). Organizations with a strong presence with CSR actions are successful
in positioning themselves into consumers’ minds as compared to competitors (Bhattacharya &
Sen, 2003). Consumers’ affiliation with such brands, offered by organizations with strong CSR
initiatives continuously rises (Bhattacharya & Sen, 2003; Marin et al., 2009).
The firm resource-based view (RBV) is broadly utilized in the literature that helps the firms, which
are engaged in Strategic CSR activities to estimates its benefits derived from it (Branco &
Rodrigues, 2006; Hu & Wang, 2009). As per this RBV theory, the benefits can be categorized into
two types i.e. internal and external. The firm’s competence and its customs are categorized as its
internal benefits (Branco & Rodrigues, 2006). The external benefits include firm’s repute among
all stakeholders, its consumers, human resources, shareholders, etc (Branco & Rodrigues, 2006;
Hu & Wang, 2009), and exclusively raises firm’s reliability and integrity (Branco and Rodrigues,
2006), that leads to building strong associations with stakeholders (Maignan & Ferrell, 2003; Moir,
2001). So reputational benefits are classified as the firm’s intangible reserves that strengthen
contribution to the firm’s consist ant viable gains (Branco & Rodrigues, 2006; Hu & Wang, 2009).
Probing for the consumer-CSR relation and shaping the public’s belief on companies’ CSR
activities have been a significant research area to date (Pomering & Dolnicar, 2009). Yet, there
have been divergent beliefs concerning consumers’ reactions towards CSR actions. Consumers
who have a propensity to improved stance towards socially responsible firms will exhibit positive
behavioral intents and lastly positive conduct (Vermeir & Verbeke, 2006). This is true only
provided consumers are known to such firms (Bhattacharya & Sen, 2003; Pomering & Dolnicar,
2009). So, on the prior findings of different authors, this hypothesis is formulated:
•

H1a. Customer Trust mediates the relationship between consumer perception of CSR
activities and consumer-company identification.

Consumer Perception of CSR, Trust and Consumer Loyalty
In an organizational identification scenario, the organization provides a platform for members to
form a group such that membership class distinguishes an organizational in-group from an outgroup. It is innate to think about groups formed around organizations in a formal membership
context, but the social nature of viable entities points out that even loosely knit, geographically
detached customers group themselves into communities and tribes (Goulding et al., 2013;
McAlexander et al., 2002) and such communal groups manipulate consumer behavior toward the
marketing entity (e.g., loyalty, attachment to products, word of mouth) and other group members
(e.g., enhanced relationships, helping others) (Algesheimer et al., 2005; McAlexander et al., 2002).
Consumer trust is one of the important achievements of the organization. The positive benefits of
consumer trust for companies include increased product use, satisfaction, customer loyalty,
willingness to pay more, positive brand attitudes, and higher purchase intentions (Wang et al.,
2012).
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It is not surprising to conclude that CCI would have a positive impact on both consumer
satisfaction and customer loyalty, based on the estimates of the theory of social identity that
customers with stronger CCI are more likely to engage in pro-brand deeds (He & Li, 2011). Many
of the research carried out in this context support CCI’s direct effects on consumer loyalty (e.g.,
Bhattacharya and Sen, 2003; Lee et al., 2012). For instance, Lichtenstein et al. (2004) reveal that
a business tends to be more appealing to CCI that is considered to be socially responsible as such
businesses are sponsored by customers with whom they want to recognize themselves, and such
recognition-based support is typically conveyed by persistent, long-term company preference.
Supplementary support was provided by Bhattacharya and Sen (2003), who argue that a primary
outcome of CCI is loyalty.
So, on the prior findings of different authors, this hypothesis is formulated:
•

H1b: Consumer trust mediates the relationship between consumer perception of CSR
activities and consumer loyalty.

Corporate Reputation, Trust and Consumer Company Identification
CSR is a key prerequisite for the business identity-management process and its control over the
firm performance. Consumer trust plays an important role in fabricating consumer loyalty.
Godfrey (2005) provides an argument that an enhancement in corporate reputation would be the
outcome of the firm’s benevolent contributions which are supposed to be affirmative. Reputation
is an important intangible asset that entails an enduring investment of funds, stab, and
consideration to consumer relations (Jarvenpaa et al., 2000). Good reputable firms are supposed
to be hesitant to endanger its repute using opportunistically means (Chiles & McMackin, 1996).
As a result, perceived corporate reputation should be positively correlated with consumer trust.
Trust is intermingled by threat (McAllister, 1995), and mutually built on customers ‘insights.
So, on the prior findings of different authors this hypothesis is formulated:
•

H2a. Consumer trust mediates the relationship between perceived corporate reputation
and consumer company identification.

Perceived Corporate Reputation, Trust, and Consumer Loyalty
The touching constituent is concerned with (positive/negative) feelings, the consumers hold for a
certain brand. The cognitive component refers to particular knowledge about that brand. The
cognitive constituents implant consumers’ behavioral temperament or an intent to acquire the
brand. A clear distinction has been made between loyalty, latent loyalty, spurious loyalty, and no
loyalty. So customer loyalty may be defined as an affiliation with the relative attitude toward an
entity (brand/service/store/vendor) and support behavior (Dick & Basu, 1994). Furthermore, they
claim: Loyalty, the most favored of the four settings, implies a promising correspondence between
relative attitude and repeat support (Dick & Basu, 1994). Reciprocity opinions helped to sustain
the link between consumer trust and loyalty. Consumers used to make wise purchase decisions for
those brands that seem to have a low perceived risk which ultimately strengthens the consumer
trust positively and such behaviors enable the consumer to predict the company’s’ future offerings
(Morgan & Hunt, 1994). Moreover, trust affects loyalty by touching the consumer’s discernment
of equivalence in values with the provider (Gwinner et al., 1998). A complete match in values
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between the firm and the consumers results in embedded connection, endorsing reciprocity, and
ties loyalty.
Hence we hypothesize the following:
•

H2b. Consumer trust mediates the relationship between perceived corporate reputation
and consumer loyalty.

Figure 1. Conceptual Model
Consumer
Perception of
CSR

Consumer
Company
identificati
Consumer
Trust
Consumer
Loyalty
Perceived
Corporate
Reputation

Methods
Measures and Data Collection
All the items used in this research have been measured using well-established scales. Some of the
items have been adapted and modified keeping in view the context of the current research. Multiple
items have been used to measure each underlying construct in the proposed conceptual model. The
five items of perceived corporate social responsibility have been adapted from (Currás-Pérez et
al., 2009; Lin et al., 2011). Perceived corporate reputation, consumer loyalty, and consumers’ trust
have been operationalized using four items each adapted from (Stanaland et al., 2011). Finally
Consumer-Company Identification has been measured using 4 items adopted from (Fornell &
Larcker, 1981; Mael & Ashforth, 1992). All the items used in the questionnaire has been listed in
Table 1. The sample size is made up of 500 consumers who are the respondents. We just got 400
responses from 500 respondents and the final analysis was performed on 390 participants. Random
sampling has been used for data collection since, compared to no-random techniques, it is difficult
to collect data randomly in Pakistan, but the chances of generalizability of results improve after
random sampling. For checking the reliability of the instrument reliability test like Cronbach’s
Alpha has been applied, Mikkihebl finds in their research that Cronbach’s Alpha provides the best
possible reliability measure for the instrument. After the development of the instrument and In
order to achieve the desired result of the data collection, a pretest of 50 respondents has been done.
This shows the validity of the data which is proved by the statistical test Cronbach alpha value
which is 0.929.
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Analysis
To analyze the measurement properties of the fundamental constructs, Structural equation
modeling (SEM), with AMOS 18, has been utilized as this modeling helps to provide the
comprehensive measurement of hypothetical relations and authorizes the researcher to
concurrently test the entire model.
Measurement Model
The fit indices of measurement model with the values (χ2 =319.433, df=160, Normed Chi-square
=1.966, GFI=0.922, TLI=0.962, CFI=0.968and RMSEA=0.051) model are satisfactory. The
results exhibited reasonable goodness of fit. We have tested the reliability and validity of the scale,
after attaining a satisfactory fit of the measurement model. The reliability of the fundamental scales
has been evaluated by measuring its composite reliability confirming high construct reliability for
each construct. The proposed guidelines by Fornell and Larcker (1981) were followed to analyze
the convergent and discriminant validity of the scale. The average variance extracted (AVE>.5)
for each scale has been tested to measure the convergent validity of the scale, paralleled with the
shared variance (correlation squared) to examine the discriminant validity (Andrews et al., 2004;
Fornell & Larcker, 1981). The value of average variance extracted for each construct is greater
than 0.5 and the shared variance of other constructs indicates the convergent and discriminant
validity of the scale (Table 2).
Table 2. Reliability and Validity of the Scale
Construct Reliability
0.874
0.871
0.849
0.881
0.907

Constructs
PCR
CSR
Trust
Loyalty
CCI

PCR
0.634
0.479
0.491
0.316
0.377

CSR

Trust

Loyalty

CCI

0.629
0.518
0.384
0.419

0.587
0.440
0.534

0.650
0.471

0.709

Structural Model
Structural regression model has been used to test the proposed hypotheses. The SR model reveled
and adequate fit (Chi-square =346.1665, df=161, Normed Chi-square =2.150, GFI=0.917,
TLI=0.957, CFI=0.963and RMSEA=0.054). Table 3 reflects he direct and indirect effects.
Table 3. Direct and In-direct Effects
Relationship

Std. Estimates

Direct Effects
CSRà Trust
CSRàCCI
CSRàLoyalty
PCRà Trust
PCRàLoyalty
PCRàCCI
Trustà Loyalty
TrustàCCI

0.451**
0.197**
0.246**
0.391**
0.071ns
0.101 ns
0.462**
0.538**

CSRàTrsutàCCI
CSRàTrsutàLoyalty
PCRàTrsutàCCI
PCRàTrsutàLoyalty

0.316**
0.233**
0.295**
0.217**

Indirect Effects

*p<0.5, **p<0.01, ns: Not significant
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Discussion and Conclusion
In this study, we assumed that CSR activities and PCR may help to build consumer trust that may
have an effect on behavioral outcomes of Consumer Loyalty and CCI. As shown in table 2, the
hypothesized model seems to provide a reasonable fit for the observed covariance.
H1a examines the impact of consumer perception of CSR activities on Consumer Trust with the
consumer –company identification and consumer loyalty. The estimated outcomes of the (Table
2) expose that CSR perception has positive association with Consumer Trust (ˇ = 0.451*, p < 0.05)
that leads to positive consumer recognition with the firm (ˇ = 0.197*, p < 0.05) and consumer
loyalty (ˇ = 0.246*, p < 0.05) indirect effects. Hence H1a is supported. It means the influence of
CSR is established while determining consumer loyalty and C-C identification.
CSR also directly manipulates loyalty (Maignan et al., 2005; Sureshchandar et al., 2002). To
increase consumer loyalty, firms are adopting the best possible means to satisfy consumers’ needs
and wants (Han & Black, 2008). As, the consumer is directly or indirectly the most limited source
for the firm’s profitability in terms of loyalty (Edvardsson et al., 2000). Considering the direct
effects of CSR on loyalty, (Brown & Dacin, 1997) discuss that CSR persuades behavior
consequences directly by overall corporate evaluation by several trails. Subsequently,
organization’s CSR initiatives fixed with well-built corporate abilities facilitate to build strong CC identification that leads to commercial behaviors (Bhattacharya & Sen, 2004). As a result,
consumers recognize that they gain value of being well understood and trusted by socially
responsible firms (Sen & Bhattacharya, 2001).
Additionally, the latest research empirically display a progressive association between CSR and
customer loyalty (He & Li, 2011; Marin et al., 2009). Most studies suggest that CSR initiatives
directly results in generating more consumer loyalty, without mediating variables. Conversely, as
per the essential intricacy of the concept, it is cynical that CSR will be considered instinctively by
users during buying or purchasing of the products or even strengthening its ties with the firm
(Bhattacharya & Sen, 2003). This research considers the CSR effect on consumer loyalty through
societal personality variables (identification) and shared exchange variables (trust). Thus the
analysis and findings pose partial mediation between CSR, CCI, and loyalty (Walsh &
Bartikowski, 2013). Moving towards the indirect antecedents, the results show that CSR
associations have positive indirect effects on C-C identification (ˇ = 0.316*,p < 0.05),and consumer
Loyalty (ˇ = 0.233*, p < 0.05) while supporting H1b.Evaluating the values of these coefficients,
it appears that CSR associations have a greater influence on consumer trust than on customers’
decision about whether to recognize a company. Moreover, the consumer trust has the greater
power to influence consumer loyalty (ˇ = 0.468*, p < 0.05)) and CCI (ˇ = 0.538*, p < 0.05)in
indirect effects.
Further, Perceived Corporate reputation (PCR) is not associated to C-C identification (ˇ = 0.101,
p < 0.05) and Consumer loyalty (ˇ = 0.071, p < 0.05). However, PCR is positively related to
consumer trust (ˇ = 0.391, p < 0.05). Fukukawa et al. (2007) stress the significance of participant
insights to a firm’s chase of moral values and CSR together. Corporate marketing usually takes
into account such concepts as company image, branding, personality, repute, and communications.
Besides, Brown and Dacin (1997) originated that product authority is intermediated by business
valuation. Reputation is a priceless resource with a capital investment of assets, effort, and
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deliberation to customer relationships (Jarvenpaa et al., 2000). Firms having a good reputation are
perceived to be hesitant to endanger their repute by acting opportunistically (Chiles & McMackin,
1996). So, perceived corporate reputation should be positively associated with consumer trust. As
social responsibility relations may be valuable in an escalation of trust and the consumer’s
unification with the firm (Aaker, 1996; Maignan et al., 1999). Trust is mingled with risk
(McAllister, 1995), and both are based on consumers’ perceptions (Hawes et al., 1989). So
consumer assessment of a firm’s CSR actions is optimistically related to perceived corporate
reputation. Hence, H2a and H2b are supported. Thus, outcomes confirm that customer trust
mediates the relationship between CSR and C-C identification in direct and indirect effects both.
Lantos (1999) asserted that honest conduct institutes trust. Prior studies sustain that trust leads to
satisfaction (Chiou & Pan, 2009). As per these studies, there is a variety of sources of trust that
positively effects worthy experience with the firms. Thus, trust in an organization yields positive
feelings towards the organization, extended satisfaction, and loyalty (Chiou & Pan, 2009).
Additionally, Svensson and Wood (2004) present an abstract agenda for business ethics and trust
in intra-corporate affairs, arguing that business ethics influence trust.
Finally, consumer trust is related to PCR to influence consumer loyaltyˇ = 0.217, p < 0.05) and CC identification in indirect effects. (ˇ = 0.295*, p < 0.05). In short, the substantial and progressive
direct effects authorize the impact of CSR associations on faithfulness and C-C identification is
mediated by consumer trust, and PCR associations with consumer loyalty and C-C identification
is not substantial indirect effects but significantly mediated by consumer trust in indirect effects.
Our results also propose that consumer trust serves as a mediator in the association between PCR
and loyalty and PCR and CCI. The findings validate that customer trust partially mediates the
relationship between PCR to CCI (H2a&H2b), and that the effect of this mediation is strong. The
direct trail from PCR to loyalty and CCI is insignificant. The solid fractional intermediation of
consumer trust specifies that end-user positive PCR leads to consumer faith and that customer
conviction consequently affects trustworthiness and CCI.
This research articulates different aids to CSR fiction, corporate ability, and consumer
dependability. Now a day’s social identification theory is getting growing attention for customer
loyalty (Bhattacharya & Sen, 2003; He & Li, 2011). Though Consumers are unofficial members
of the firm still they used to extend strong ties with C-C identification and display love for
organizations (Bhattacharya & Sen, 2003; He & Li, 2011). Furthermore, even as the narrative has
exposed the links between CSR consumer loyalty (Pérez & del Bosque, 2015), our study adds to
this literature by probing the variables with its mediating links between CSR and consumer loyalty.
In recent times, theoretical fiction concurs to amalgamate the part of diverse paradigms like faith
and gratification (He et al., 2012) to customer loyalty.
Practically current investigation extends established CSR patterns for consumer’s belongings and
proposes that CSR relations are significant for C-C identification and trust along with the product
evaluation. Customers preferably build ties with the firms with an honest perception of the
exchange process between the two. Additionally, consumers are more eager to associate
themselves with publically accountable firms as per fraction of self-enrichment and selfesteem.CSR supports such associations based on integrity i.e. a conviction on other’s assurances
and activities, somewhat far from lawful plus promised provisions (Kennedy et al., 2001). Hence,
the current study is a pragmatic signal towards the current inspection of the optimistic upshot of
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CSR on CCI (Lichtenstein et al., 2004; Marin et al., 2009) customer satisfaction (He & Li, 2011)
that leads to consumer loyalty. Moreover, this finding is consistent with (Keh & Xie, 2009) that
recognized a constructive impact of customer conviction on C-C ID.
Managerial Implications
Earlier CSR functions and strategies were viewed as an obligation by law. Moreover, it’s always
been viewed from the company’s perspective rather than consumers. But due to globalization and
rigorous competitions, the organizations realized its importance as CSR actions are essential for
positive and strong tangible and intangible outcomes (Becker-Olsen et al., 2006; Bhattacharya &
Sen, 2003; Gardberg & Fombrun, 2006; Lacey et al., 2010; Luo & Bhattacharya, 2006). The
resultant key feats of this study include positive consumer loyalty, corporate reputation, and CCI
which ultimately helps the organization for optimal utilization of resources to build cost
efficiencies and revenues (Oliver, 1997; Reichheld, 1996). However, the mediating role of
consumer trust to build such positive relationships has been observed by few researchers (Tax et
al., 1998). The outcomes display that consumer belief seems to be considered as a key mediator
between CCI and consumer loyalty. In past, the researchers accounted CSR as an authority for
organization’s positive outcomes like buyer product retort (Brown and Dacin, 1997), customercompany identification (Bhattacharya & Sen, 2003), consumers’ feelings for products (Berens et
al., 2005) and an organizations’ worth at market place (Luo & Bhattacharya, 2006). The findings
of this study validate that perceived CSRs’ impact has direct or indirect unification on loyalty and
CCI. It’s somehow a very perplexing decision for the managers to allocate resources for CSR
actions. However, the results of this research strongly favor the managers to do so as loyal
consumers seem to be a profitable venture (Berens et al., 2005) for the firms.
Limitations and Future Research
Though the majority of assumptions seem to be reinforced. However, this research study devises
limited restrictions that offer prospects aimed at advance investigation. The most significant
drawback of this analysis is that only one service viewpoint is intentional (i.e. retailing). CSReffects relationships in other service industries such as financial services with reputational
problems should be examined in additional studies. Another drawback is that current research
emphasizes the effects of non-monetary customers. However, designate a positive link between
CSR and an organization’s monetary valuation. It’s easy for the firms to estimates their costs for
CSR initiatives but fiscal client’s outcomes are hard to calculate. So, firms should cite their funds
for CSR actions as investments in stakeholders’ benevolence that gush buying intents and resulted
in monetary yields (Lee et al., 2009). Such exploration looks particularly appropriate in the context
of varied outcomes in the preceding study w.r.t association among CSR and financial outcomes
(Margolis & Elfenbein, 2008). Future research might explore ample zones like a wide range of
stakeholders should be surveyed utilizing the related approach assumed in the research. In the
current task, only shoppers were graphed while ignoring the majority of the other participants,
such as workers and suppliers, who could improve the understanding of both CSR and other
variables. Linked to the extended stakeholder investigation, a comprehensive list of trade features
such as justice, morality/decency, and limpidity are supposed to remain an added qualification for
moral and CSR conduct. Another important variable like the user ascription method, which
deduces a firm’s intent headed for CSR actions, needed to fix attitude toward the firm like how
consumers go through this attribution process.
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The research scope of this study is based on Perceived corporate reputation (PCR) from the
consumer’s point of view without taking into consideration other institutional variables including
firm size, its structure, and profitability, etc. Forthcoming researchers can attempt to expand such
limitations via accumulating other control variables, gauging new models through several
businesses, plus witnessing research themes across different time points. This would help them to
measure the candid effects of PCR and CSR. Lastly, some other variables like knowledge,
proficiency, awareness, and familiarity disturb data handling during the consumer buying process
so these variables may influence the product evaluation. Upcoming researches ought to improve
a wider agenda for the variables that modest the association amongst consumer perception of CSR
activities and consumer loyalty. To conclude, the outcomes of this study offer an amazing
contribution by displaying some new dimensions for upcoming research to keep on observing for
these potentials to get the mediating impacts.
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Abstract
Following the outbreak of war in 2011 in Syria as a result of large influx of migration towards
Turkey, as of 2021, in a decade the number of registered Syrian refugees in Turkey, has exceeded
3,6 million, which is the largest refugee population in the world. In the same vein, Kilis, as being
the province that hosts the highest number of Syrian refugees in Turkey at the provincial level in
proportion to its population, exposed to numerous influxes of migration in different periods, with
over 100.000 refugees. Many international organizations have played an active role in the social
integration and inclusion process of Syrian refugees, who are provided with protection and shelter,
in the care of Turkey. In the past 10 years, the unpredictable nature of the war has given a dynamic
character to the migration phenomenon associated with Kilis, due to the open-door policy. This
liveliness has brought vitality to the province and the local economy over time, accelerated the
cultural interaction, and made significant contributions to the marketing and tourism development
of the city. The labor migration towards the Kilis province, has brought a rich human resource in
terms of cultural diversity to the city, which has also positively reflected in tourism businesses.
This study is designed as qualitative research. It is aimed to measure the effect of the ongoing
conflict along Syrian border on the tourism development of the frontier city of Kilis. According to
the results of the study, the war environment and the presence of Syrian refugees indirectly have a
positive impact on tourism development through the development of the city.
Keywords: refugees, migration, refugee workforce
Introduction
Turkey, within the framework of the open-door policy, is home to many refugees, mostly from
Syria since 2011. Since March 2021, the number of refugees, who have left the war zone of Syria
in pursuit of asylum in Turkey and provided temporary protection by the Turkish Government,
exceeds 3 million 659 thousand people. The unofficial numbers are estimated to be much higher
(Directorate General Migration Management, 2021). Kilis is among the top 10 cities in Turkey
with total figure of Syrian refugee population. Number of refugees Kilis hosts is almost as big as
its own population, due to the fact that city is a natural escape corridor from the chaotic atmosphere
in Syria to the safe zone on the north, as it is located on the border. In the beginning years of the
war, although the ongoing wave of immigration created a temporary environment of chaos in the
border provinces, but since 2017, the border movements that have followed a more controlled
course have decreased significantly, compared to the past. Since the beginning of the war, Kilis
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has had an intense cultural, social and economic interaction with Syrian refugees, and Syrian
entrepreneurs have made investments in various areas in the city. Journalists, experts, researchers,
investors, military members, international aid workers and volunteers, who came to Kilis mostly
for war-related reasons, both contributed significantly to the economy of the city and preferred
Kilis to meet their needs for accommodation. In order to respond to this need, the first 4-star hotel
and another boutique hotel in Kilis were also opened during the most intense years of the war, and
this dynamism at the border revitalized the city in many ways. In this study, the effect of the warinduced refugee movement on tourism and the development of the Kilis province, whose
population nearly doubled due to the war taking place next to the city, was examined.
Literature Review
As the world economy becomes more and more dependent on tourism, the wars that take place
and the costs of these wars affect countries adversely to the same extent (Smith, 1998). Besides,
wars and conflicts create an unexpected market for neighboring countries to the countries where
war took place. United Nations High Commissioner for Refugees (2020) states that 1% of the
people in the world are displaced individuals, 85% of them live in other countries neighboring
their own countries from which they had to leave, and 77% of them have long-term displacement.
European Civil Protection and Humanitarian Aid Operations (2020) stated that, in the world, the
average length of time for displaced people to stay out of the place they had to leave is 20 years.
In Turkey, when it examined the first 10 most densely inhabited provinces of Syrians under the
temporary protection, as of March 3, 2021, it is seen that Kilis is on 10th place with 105.496
registered Syrian refugees. 8,483 Syrians registered in Kilis are in the temporary accommodation
center in Elbeyli district. Kilis, In this respect, is one of the 5 provinces where Syrians are hosted
in temporary accommodation centers. When population of Kilis and number of registered Syrians
are compared, Kilis comes into the picture that, with a percentage of 73,88%, it hosts the largest
number of Syrian refugees in proportion to its own population density in provincial level
(Directorate General Migration Management, 2021). Organizations such as United Nations
Population Fund (UNFPA), Relief International, United Nations High Commissioner for Refugees
(UNHCR), UNICEF, Danish Refugee Council (DRC), French Development Agency (AFD),
World Bank, Council of Europe Development Bank (CEB) are actively operating in Kilis. In the
report dated December 31, 2020, the European Commission (2020) stated that a total budget of 6
billion Euros (3 billion Euros for 2016-2017 and 3 billion Euros for 2018-2019), was allocated by
the union for humanitarian aid and development actions. It was declared that, all operational funds
were committed and contracted and in total, more than € 4 billion paid for them.
Except for being a neighboring city to war, Kilis is a province located in the Southeastern Anatolia
Region and neighboring Syria. In Kilis, there are a total of 18 archaeological sites such as Oylum
Höyük, where uninterrupted settlement is seen for 5500 years; mound; mosaic basilica; Ravanda
Castle; mansions; hamams; Mevlevihane and historical mosques. Kilis is also an outstanding
destination in terms of its faith tourism potential. There are a total of 7 accommodation facilities
in Kilis, 6 of which are municipal licensed and 1 of which is tourism operation licensed, in addition,
6 travel agencies in group A category. One of the most remarkable points is that, most of these
enterprises started to operate after the turmoil in Syria.
The phenomenon of migration provides substantial social and economic contributions to the
destination countries where migration takes place, as well as culturally enriching societies,
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developing tourism products, and providing workforce to travel, tourism, accommodation and food
and beverage sectors (World Tourism Organization, 2009). Refugees contribute vitality to their
new community; they make permanent cultural, social and economic contributions. In general,
although refugees bring some financial burdens to the new society in which they are hosted in the
short term, they provide benefits to that society and the country in many ways in the long term
(Zucker, 1983).
Hosting refugees in a country also paves the way for many refugees to contribute to the country’s
economy through their investments (Grandi, 2020). From this point of view, for host countries,
spending money on refugees is not a cost or burden, but an investment; thus, refugees benefit the
countries they seek asylum (Barder & Ritchie, 2018). In a report published by the European
Commission, Kancs and Lecca (2007) emphasize that although refugee integration programs such
as social assistance, language and vocational education expenditure are costly for the government
budget, in the medium to long term socio-economic and financial benefits significantly outweigh
refugee integration costs. Accordingly, depending on the policy funding method and the refugee
integration policy scenario, the annual long-term GDP effect estimated to be 0.2% to 1.4%, which
is above the underlying growth, and the full repayment of the integration policy investment
(positive net present value) would be concluded after 9 to 19 years.
When considered in the context of labor mobility, migration can also be seen as a labor migration.
This concept refers to the freedom of employees to pursue their profession wherever there is a job
opportunity. In this context, workers can be named as immigrants or migrant workers, temporary
migrants or temporary workers (Mohd Shariff et al., 2018). However, the procedures of such
regulations should be formulated in a way to take local employment into account and eliminate the
prevailing beliefs of many Turkish citizens that refugees take their jobs (Kırışçı, 2020).
Implementing programs that support the needy within the host community, while allowing
refugees to access the market and the formal labor market, will bring economic and financial
benefits to the whole community. Refugees who have access to work that are suitable for them can
address labor shortages, benefit more from support and measures in the line of business, increase
their income and spending, and contribute to the tax revenues of the host country (Grandi, 2020).
In a country, sustainably integrated refugees are able to positively change the frightening
demographic trends in that country, fill vacancies with specific skill needs and play an important
role in improving the ratio of economically active individuals (Kancs & Lecca, 2007). As a matter
of fact, approximately half of the total number of refugees entering Europe consists of educated
individuals with a university degree. These people with professional qualifications create potential
value by saving the country of destination from the burden. In addition, this group, consisting
mostly of young people, has the potential to bring dynamism to countries (Barder & Ritchie, 2018).
From this point of view, especially countries that are the gateway from the war environment should
integrate this qualified human resource into their own system and, even venture to spend extra
effort and money for these applications. Considering that, a law that allows Syrian refugees to
work in Turkey was passed in January, 2016. However the law facilitated documentation
restrictions, and let Syrian refugees to contract before application; majority of the refugees were
working in informal labour conditions and relatively small amount of applicants were benefited
from it.
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The Phenomenon of Migration in the Context of Tourism
Tourism industry is fueled by a culturally diverse workforce (Christensen-Hughes, 1992). The
organizational contributions of foreigners who are employed in tourism enterprises are valuable in
terms of contributing to the businesses in issues such as cultural diversity, innovation and
dynamism; and besides that, the language they speak is considered as a foreign language in the
country they work in. Employees, who have reached a certain level in terms of knowledge and
skills, have become a trained human resource for businesses in the country where they are under
protection, and they save these businesses from the cost of training and time.
According to Smith (1998), war is a human tragedy in which tourism and leisure activities play an
important role, and in such circumstances, just like the war, tourism is divided into three periods
as “during the war”, “before the war” and “after the war. War becomes an important stimulus for
tourism through population changes and infrastructure innovations, and after the war through
homesickness, memories of that region, respect and reunion. For example, there has been a large
flow of refugees to the Greek-Lesbos Island in the past years, but this influx has had a limited
impact on the island. In fact, the tourists who visited the island, stayed for a long time and helped
thousands of refugees by providing food and material by donating them. A small number of
refugees on the island, whose economic conditions are relatively better, have made an unexpected
contribution to island tourism by staying in hotels located there (Laurence, 2015). Another striking
example of refugee employment is Magdas Hotel, an accommodation facility that started serving
in Austria’s capital Vienna in 2015 and is renowned for employing refugees. This hotel project,
which aims to create employment under equal conditions in the labor market, was supported by an
organization named Caritas. Providing employment opportunities for 20 refugees, this hotel is able
to provide guests with services in many different languages by refugees.
There may not always be a positive relationship between tourism and refugees. In a statement
supporting this, World Tourism Organization (2009) declares that the relationship between tourism
and immigration may have some negative aspects and consequences, such as brain drain and
decrease in tax revenues in countries of origin, and the potential to cause wage deflation and some
social tensions in destination countries.
When studies on the relationship between tourism and migration are examined in the literature,
according to the research results of Paksoy and Özgüven (2017), Syrian refugees who live in Kilis
contribute positively to Kilis province as a tourist and consumer and by traveling, investing,
creating employment, importing and exporting and benefiting from banking and health services as
well. Seetaram (2012) in her research conducted in Australia, investigated the existence of a
relationship between immigration and international tourist arrivals. According to results of the
study, immigration can effect tourism flows and the greater the amount of immigrants, the more
probable their relatives and friends to visit them in country they resided.
Findings
Some statistical information is given below for comparison of before and after migration. Figures
support noticable effects of migration towards Kilis.
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Figure 1. Total Nights of Accommodation in Kilis by Year

Source: Turkish Statistical Institute, 2021

Figure 2. Number of Syrian Refugees Under Temporary Protection in Turkey

Source: Directorate General Migration Management, 2021

Figure 3. Registered Members of Kilis Chamber of Commerce by Year

Source: Kilis Chamber of Commerce and Industry
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Figure 4. Number of Enterprises Operating in Kilis

Source: Turkish Statistical Institute, 2021

According to the figures, since the beginning of the war in 2011, with the influx of Syrian refugees,
especially the number of businesses opened and the total number of stays are visibly increased. As
represented in Table 2, the number of refugees under temporary protection in Kilis has increased
dramatically, especially since 2013. Similarly, according to Table 1, the total number of
accommodations per year, which was approximately 20 thousand in 2012, increased by two and a
half times in 2013 to 52 thousand. Journalists, soldiers, medical personnel, technicians and
educators who came to Kilis to follow the war had a major role in this leap. Table 3 shows the
members registered in Kilis Chamber of Commerce and Industry. As it is seen from the table 3,
the number of members, which remained stable until the beginning of the war in 2011, gradually
increased. Table 4 portraits the businesses operating in Kilis. As can be seen from both tables,
registration of Syrian businesses in the following years caused these businesses and entrepreneurs
to be reflected in the statistics. It can also be observed that the operating businesses followed a
stable course until 2011. Since 2020 was a year when the covid 19 outbreak prevailed, it was
excluded from the evaluation.
Conclusion
In the last 10 years since the war started in 2011, Kilis has been the gateway for Syrian refugees
who determined to get out of fear and uncertainty environment of the war. Within the open door
policy of Turkey, Kilis reveals an image of a society that lives in harmony with Syrians in many
respects over a period of 10 years. The war and uncertainity environment in Syria has created a
war-induced potential in Kilis, and at the point we came today, Kilis gained many benefits in the
medium to long term, due to the immigration it received and increased tourist movements. What
is meant here is the touristic activity of visitors from Syria, visiting their refugee relatives who are
living in Kilis; tourist consumption made by visitors who cross the border to the Syrian side, as
being the last city before crossing the border; tourism activities of refugees participating in
recreational activities and transportation activities taking place very frequently from Kilis to
provinces such as Hatay, Gaziantep and Kahramanmaraş. This posture is the representation of a
touristic movement in the classical tourism phenomenon but in a different course. In summary, the
dynamism of the city have emerged owing to the war has created a so called “non-leisure” tourist
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demand; refugees, who are the reflection of the Syrians living in Kilis, which is a society that is
fond of shopping, leisure activities, and travel, also played a big part in the formation of this
demand. Not only war that erupted in Syria, but also moral and material damages caused by rockets
fired at different times from Syria, Turkey’s olive branch operation and the Euphrates Shield
campaign carried out in Syria also attracted the attention of journalists. For this reason, visitors
preferred to stay in Kilis, which is the closest province to the border. In addition, many medical
personnel were directed to Kilis from all around the Turkey to provide medical support to the
soldiers participating in the operations, and all of those government employees also stayed at the
hotels in Kilis, purchased from food and beverage businesses and contributed to the city’s
economy. The city has developed over the years thanks to these advances; the face of the city has
changed, the number of businesses has increased and the city has become more lively with the
flow of people, and the accommodation facilities opened to meet this demand have increased in
this period. In the following years, the number of hotels, travel agencies, car rental companies and
tour organizations increased in Kilis, a city which has an ancient background, historical city texture
and unique gastronomic elements. Parallel to all these factor, a significant alteration was observed
in the tourist visibility of the city.
It can be assumed that tourism is affected by turmoil environments but, on the other hand, the
chaos arising from the influx of Syrian refugees into Kilis has disappeared over the years, and a
relative integration has been achieved, although it is not complete. At this point, the locals of Kilis
have learned to live with Syrians, started shopping from their restaurants and other businesses and
had cultural interaction. In parallel to those changes, touristic trips to the surrounding provinces
become frequent and the number of travel agencies, car rental and transportation companies
increased. It was, and still is also important for the development of tourism that local and foreign
employees of international organizations came to Kilis continuously and in different time periods
for inspection.
The majority of Syrian refugees in Kilis and Turkey constitute working age population (15-64 age
range). This is a significant detail that will make both the country and the city dynamic.
Employment of Syrians under temporary protection in various business lines will both reduce their
tendency to crime and contribute to the economy of the country and the city. A developing city
will indirectly pave the way for tourism development. When all these factors are taken into
consideration, it is come to conclusion that, the war environment and the presence of Syrian
refugees indirectly have a positive impact on tourism development through the development of the
Kilis in the medium term.
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Abstract
In this dynamic and technological world, different leadership styles have been practiced facing
organizational challenges in different contexts. Drawing from social exchange theory (SET), this
study wears a lens on exploring the direct and indirect effect of transformational leadership on
innovative work behavior through the mediating role of leader-member exchange, knowledge
sharing behavior, and voice behavior in the hospitality industry, Pakistan. Particularly, the
researcher aims to identify the most effective mediating mechanism between transformational
leadership and innovative work behavior. This study targeted 403 frontline employees working in
hotels near tourism places in Swat however, 302 responses were valid and reliable. The response
rate was 74.9%. A conceptual model was proposed using structural equation modeling (SEM).
This research supported an indirect effect of transformational leadership on innovative work
behavior through leader-member exchange, knowledge sharing behavior, and voice behavior. The
direct effect of transformational leadership on innovative work behavior was not supported
therefore, all three mediating mechanisms fully mediated the relationships between
transformational leadership and innovative work behavior. Particularly, the researcher identified
knowledge sharing as the most effective mechanism that supports transformational leaders to make
employees innovative. So, the managers should establish an effective system of sharing knowledge
and ideas that highly supports transformational leaders boosting innovative work behavior. The
study also provides research limitations and future directions.
Keywords: transformational leadership, leader-member exchange, knowledge sharing behavior,
voice behavior, innovative work behavior, hospitality industry, Pakistan
Introduction
Transformational leadership has been one of the most researched leadership styles in the literature
studies evidenced by some frequent researches using transformational leadership than other
leadership styles (Antonakis, 2014, Nguni, Sleegers, & Denessen, 2007), it is the most commonly
used leadership style at the organization level to manage variations (Sarros & Santora, 2008),
transformational leadership has rigorous relevancy and importance to organizational productivity
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that is why it attracts such attention (Ng, 2017). Robust shreds of evidence has been investigated
in which followers were more productive to the organization regardless of whether their
performance is measured at the team, unit, firm or individual level (Buil, Martínez, & Matute,
2019). Basically, individual performance is one of the base line dimensions, besides the financial
and environmental dimensions, for which organizations are nowadays struggling to achieve in
order to make sure organizational sustainability (Di Fabio & Peiró, 2018, Florea, Cheung, &
Herndon, 2012). Unluckily, this individual dimension has been given less consideration in the
organizational sustainability, as compare to economic and environmental dimensions (Florea,
Cheung, & Herndon, 2012, Spreitzer, Porath, & Gibson, 2012). Though, the massive monetary
implications of a number of work-related employees’ behaviors call for extra huge interest in
measuring organizational sustainability through this individual dimension. As a result, the need of
measuring organizational sustainability has been growing by management researchers and social
practitioners in the last century. Interestingly, innovative work behavior is an essential employee
consequence that is associated to the individual dimension to ensure organizational sustainability.
Management scholars and practitioners pay a significant consideration of using behavioral term,
innovative work behavior in order to attain organizational objectives and long-term advantages
(Terblanche, 2003) and to ensure organizational sustainability in the competitive environment.
Likewise, despite of empirical evidences and advancement, the organizations running in the most
competitive environment additionally demand innovative work behavior in other domains of the
organizational objectives (Carsten Christoph Schermuly, 2013, Lee & Wong, 2017), with respect
of drilling the new approaches which are considered to fulfill consumer needs (Chowhan, Pries, &
Mann, 2016, Javed, Abdullah, Zaffar, Haque, & Rubab, 2018), and keep their competitive role
active and flourished in the business domain (Carsten Christoph Schermuly, 2013). Since the
management scholars and social practitioners employ different actors to boost innovative work
behavior in the organizations (Terblanche, 2003), however the studies argue that business leaders
are the most influential actors that can enhance innovative work behavior in organizational
sustainability, and consequently convey new modifications to an elusive scenario (Janssen, 2000).
Interestingly, the present day research has stressed of using transformational leadership as the most
important predictor to innovative work behavior (Young, 2012). Therefore, contemporary
researchers have realized the need of employing trans formal leaders who have the possible
attempts to tackle complex issues with innovative behaviors (Williams & Foti, 2011).
In present days, industrial sector operating in East Asia needs transformational leadership style to
motivate employees’ innovative work behavior in order to gain financial sustainability (cumming,
1996, Susanne g. Scott, 1994). Transformational leadership style is the most important leadership
style that has been helping social researchers and practitioners in targeting innovative work
behavior in contemporary literature flow (Javed, Abdullah, Zaffar, Haque, & Rubab, 2018).
Transformational leadership is a strategic style that helps the leaders to transform their positive
behavior, mental stimulation and encouragement towards strengthening employees innovative
work behavior (Bass, 2010, Deanne N. Den Hartog, 1997). Previous literature studies have
employed transformational leadership style to boost innovative work behavior however, indirect
effect of transformational leadership on innovative work behavior was examined through the role
of different mediating drivers such as, job crafting (Afsar et al., 2019), trust in leader and
engagement (Li et al., 2019) and psychological empowerment, creative process engagement and
intrinsic motivation (Bin Saeed, Afsar, Shahjehan, & Imad Shah, 2019). Unfortunately, social
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exchange variables named leader-member exchange (LMX), knowledge sharing, and voice
employee behavior were not explored to mediate the effect in the past literature flows.
Interestingly, this research calls for future directions by Li et al. (2019) who suggest that leadermember exchange, knowledge sharing and voice behavior should be investigated as potential
mediators to boost individual capability to show creativity. Particularly, they suggest that future
research may capture a broad range of industries in diverse sectors (e.g., healthcare,
telecommunication, information technology, hospitality, banking, and manufacturing). Following
the above unexplored areas, this research hires social exchange mediators (Ting-Peng Liang, 2008)
e.g. leader-member exchange, knowledge sharing and voice behavior to measure the individual
creativity in diverse sectors (healthcare, telecommunication, information technology, hospitality,
banking and manufacturing). Previous research explores the moderating role of knowledge sharing
between transformational leadership and innovative work behavior (Afsar et al., 2019) but now
this research proposes the mediating effect of knowledge sharing between transformational
leadership and innovative work behavior (Li et al., 2019). Choi et al. (2016) suggest that
knowledge sharing is a key outcome of organizational innovation but its antecedents have been
studied poorly. (Lei, 2019) suggests to explore the mediating play of knowledge sharing between
transformational leadership and innovation behaviors however, (Choi et al. 2016) examine the
mediating effect of knowledge sharing on innovations as product innovation and process
innovation. Unfortunately, individuals’ innovative behavior could not be studied in the literature
review. Knowledge sharing is a natural tendency of individuals to share information and ideas with
co-workers (Lin & Svetlik, 2007), innovative behavior is the consequence of sharing knowledge
and information (Ritala, Olander, Michailova, & Husted, 2015). Therefore, knowledge sharing of
employees may mediate the link between transformational leadership and innovative work
behavior especially, when sharing of knowledge become more effective to develop and generate
innovative ideas with the help of transformational leaders (Afsar et al., 2019).
LMX theory defines that leader-member exchange is an important antecedent of innovative
behavior based on the quality of supervisor-followers relationship (Susanne g. Scott, 1994)
however, slight literature is available about the psychological link between LMX and innovative
work behavior (Carsten Christoph Schermuly, 2013). Therefore, there is need of mechanism that
indirectly links transformational leadership with innovative behavior to minimize the barrios in
the way of innovation process (Li et al., 2019). For this reason, this research used LMX as a social
exchange mediator between transformational leadership and innovative work behavior. Literature
studies argue that transformational leadership influences voice behavior in employees (Wang, Xu,
Sun, & Liu, 2019) indeed, transformational leadership is more effective antecedent of voice
behavior than other leadership styles e.g. abusive supervision and ethical leadership (Chamberlin,
Newton, & Lepine, 2017) however, more findings are needed on link between transformational
leadership and voice behavior. Vianen, (2001) argues that voice behavior may further boost
innovative ability and awareness in order to enhance innovative behavior especially it can
encourage innovative behavior of co-workers. Based on above discussion, this research is going
to mediate the link between transformational leadership and innovative work behavior through
employee voice behavior.
Resultantly, this research needs to boost employee’ innovative work behavior through which
industrial leaders are more likely to pay consideration on the social exchanges (e.g. leader member
exchange, knowledge sharing, and employee voice behavior) as the most influential factors
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predicting innovative work behavior through transformational leadership. Understanding the place
of transformational leadership in predicting innovative work behavior through distinctive social
exchange mediators, the present research develops the theoretical framework in this contemporary
research decades in three aspects. First, this research proposes and explores the mediating role of
leader-member exchange, knowledge sharing and employee voice behavior between
transformational leadership and employee innovative work behavior. Second, the contribution of
this research is to examine the sequential mediation of leader-member exchange, knowledge
sharing and voice behavior between transformational leadership and innovative work behavior.
Third, this research opens its lens on collecting data from a broad range of industries in diverse
sectors.
Literature Review
Social Exchange Theory (SET) and Its Outcomes
Social exchange theory (SET) defines how transformational leadership provides fundamental
principles that in turn make followers be positive by demonstrating positive behaviors which
significantly contribute to organizational commitment, organizational citizenship behavior and
innovative work behavior (Xerri & Brunetto, 2013). Social exchange theory extends the
relationship of social exchange construct named leader-member exchange (LMX) that is a link
between leaders and their followers at work-place (Uhl-Bien, 1995). Further extends that LMX
boosts and enhances the social behaviors of individuals e.g. voice behavior (Wijaya, 2018), and
follower innovative behavior (Uhl-Bien, 1995) simultaneously predicted by leadership. In
addition, social exchange boosts followers’ behavior to share important opinions to
leaders/supervisors (Afsar et al., 2019). SET theory is a most common theoretical foundation for
examining individual’ knowledge sharing (Blau, 1964) a social exchange construct (Ting-Peng
Liang, 2008). Knowledge sharing may encourage the determinations of transformational leaders
to facilitate the employees’ innovativeness because it exists as norms and embedded cultures
(Afsar et al., 2019). In addition, this theory regulates the process of sharing knowledge from
individuals to co-workers based on their self-interactions. Leaders in decision making flourish new
opportunities for followers to voice their suggestions and opinions (Locke, 1997). Based on theory
characteristics, the transformational leadership proves to be an important antecedent to employees’
behaviors, LMX and knowledge sharing behavior.
SET provides a broad lens to identify the potential needs of the higher relationships being
implanted at workplace. Particularly, under this effective system of positive environment,
organizational employees perceive adorable support from their supervisors, co-workers and
organizations so that they may reciprocate by performing suitable activities in the best interests of
the organization (Nelson, 2008). Accordingly, the employees show a high level of innovative
behavior when they do in their own ways and perform duties beyond their usual expectations. The
best interests of an organization rooted in an effective practices at work-place (Xerri & Brunetto,
2013) so that individuals would be able to create an effective social exchange environment where
they can exchange information, ideas, share knowledge and raise their voice in order to enhance
innovative behavior in the best interest of their organizations.
Transforming the values and ethics is the fundamental role of transformational leadership that
further boosts individuals’ performance (Afsar et al., 2019). This leadership style makes
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employees to think outside the organizational paradigms and stimulates the individuals’ thinking
in which they show higher attachment to complete the organizational tasks effectively (Lei, 2019),
transformational leadership also encourages working behaviors of the employees (Wang, Xu, Sun,
& Liu, 2019) that may enhance the intellectual skills and interpersonal capabilities to ease the tasks
(Afsar et al., 2019). Instantly, transformational leadership enables the employees to think
positively and to make an independent decision to strengthen their technical and dynamic power
(Lei, 2019), helps to promote organizational culture and motivates employees’ innovative work
behavior (Afsar et al. 2019). However, the previous study shows an empirical evidence that
transformational leadership influences innovative work behavior (Li et al. 2019). Based on above
discussion, this study proposes the research hypotheses.
•
•
•
•

H1: Transformational leadership significantly and positively influences innovative work behavior.
H2: LMX significantly and positively mediates the link between transformational leadership and
innovative work behavior.
H3: Knowledge sharing behavior significantly and positively mediates the link between
transformational leadership and innovative work behavior.
H4: Voice behavior significantly and positively mediates the link between transformational
leadership and innovative work behavior.

Figure 1. Conceptual Model

Method
Sample Size
The researchers claimed that the three-star hotels are trimming down due to low funds availability
and novelty of hotel staff (Tripathi et al. 2021) e.g., frontline employees. Bashir (2013)
recommends to measure the culture of three-star hotels and their frontline employees because
this sector is less innovative than four and five-star hotels. This study employed quota sampling
technique by approaching the frontline employees of three-star hotels in Swat Valley, Pakistan
(Rukmana, 2014). Pakistan statistics (http://www.pha.org.pk/) show that there are 5000 employees
working in three-star hotels therefore, the present study collected data from 10 three-star hotels in
Swat naming Serena Hotel, Shelton’s Rezidor Swat, Hotel Swat Regency, Rock City Resort, Burj
Al Swat, Hotel Hills City, Hotel Pameer, Hotel Bypass Fizaghat, New Rose Hotel, and Holiday
inn hotel. 42 frontline employees of each of 10 hotels were delivered designed survey
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questionnaires so, the total sample size was 420 which is a good sample size (Comrey and Lee,
1992). The researcher got permission from the hotel managers to distribute the survey
questionnaire and thanked to them for their support and positive feedback. Data were collected
during the winter holidays 24-31 December 2020 and the researcher stayed there. Out of 400, 323
responses were valid and reliable so, the response rate was almost 76.90%. By assessing the
demographic characteristics, the study found that 51.14% (157) of respondents were males and
48.86% (150) of respondents were females. Moreover, 54.40% (167) of respondents were 20-30
years old and 45.60% (140) of respondents were 31-40 years old. 21.17% (65) of respondents had
12 years of education, 40.07% (123) of respondents had 14 years of education and 38.76% (119)
of respondents had 16 years of education.
Measurement Scales
The study used 7-items globally developed transformational leadership scale by Carless, Wearing
& Mann (2000), further proposed by Buil, Martínez & Matute (2019), and found Cronbach alpha
for transformational leadership scale 0.967. Leader-member exchange was assessed by following
the established 7-items scale of Graen & Uhl-Bien (1995). 6-items of knowledge sharing behavior
has have been adapted from the study of Afsar et al. (2019), 6-items scale of voice behavior has
been adapted from the study of Wang, Xu, Sun & Liu (2019), and 6-items scale of innovative work
behavior has been adapted from the study of Terblanche (2003). This study used well-established
and valid measurement scales. All survey questionnaire items were assessed on a 5-points Likert
scale (e.g., ranging 1=strongly disagree to 5=strongly agree) in the study.
Data Analysis
To analyze the statistical interferences, the present study used structural equation modeling with
Smart PLS 3.3.3. This technique is suitable for exploratory research where new relationships are
being investigated (Hair et al., 2017, 2019). In the first step, PLS algorithm was executed to check
the validity and reliability of the various constructs used in the study. In the second step, PLS
bootstrapping was executed to check the path regression coefficients (Hair et al., 2019). This study
proposed new direct and indirect relationships among the constructs, hence, it is also an
exploratory in nature. Moreover, PLS technique is appropriated for building theories and
predicting applications in contexts where the research is under study and new as in the present
study (Roldán & Franco, 2012). It is also used at analyzing complex and multi-dimensional model
as Hair et al. (2017) argues that PLS technique is used when a model is based on complexity and
has many latent constructs and indicators. Moreover, Partial Least Square (PLS-SEM) operates
much in multiple regression analysis, and analyzing the mediating relationship using total effects
(Hair et al., 2019). In the third step, blindfolding command was executed to check the predictive
accuracy and adequacy. According to PLS algorithm, Kurtosis and Skewness values which are
between -0.86 and +0.93, within the acceptable range. (Richter et al., 2020). Thus, it confirms that
the data is normally distributed.
Results
Assessment of Validity and Reliability
PLS-SEM provides many rigorous measures for construct reliability, convergent validity and
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discriminant validity (Fornell & Larcker, 1981, Hair et al., 2019). By using structural equation
modeling, the study performed series of confirmatory factor analyses (CFA) to assess the
constructs’ validity and reliability. To assess the convergent validity of the constructs, outer
loadings and AVE (average variance extracted) are measured (Sarstedt et al., 2019). Outer/factor
loadings of latent constructs should be greater than 0.70 or higher in exploratory research (Richter
et al., 2020). Importantly, factor loading above 0.7 explains over 50% of the indicator variance
(Hair et al., 2017, 2019). By assessing CFA, the outer loading of one item of TL (TL4=0.680), two
items of LMX (LMX6=0.610, LMX7=0.673), and one item of innovative work behavior
(IWB6=0.612) were below the acceptance threshold. So, these outer/factor loadings were removed
from the measurement model. Outer/factor loadings of constructs are shown in (Table 1).
Meanwhile, AVE should be 0.5 or greater than 0.5 (Hair et al., 2019), it should be greater than
squared correlation (Fornell & Larcker, 1981) and square root of AVE of any construct must be
higher than correlation with other constructs. Therefore, the study found that AVE of all latent
constructs was greater than the acceptance threshold (Table 1). To assess construct reliability, the
internal consistency of constructs typically evaluates as composite reliability and high values
indicate higher reliability (Sarstedt et al., 2019). Specifically, reliability value falls between 0.600.70 in exploratory research (Hair et al., 2017) however, they should be equal to and greater than
0.70 (Hair et al., 2017). The study found good composite reliability values of all constructs in
(Table 2).
Table 1. Reliability and Validity of the Measurement Scales
SCALES
Transformational leadership (TL)
TL1
TL2
TL3
TL5
TL6
TL7
Leader-Member exchange (LMX)
LMX1
LMX2
LMX3
LMX4
LMX5
Knowledge Sharing Behavior (KSB)
KSB1
KSB2
KSB3
KSB4
KSB5
KSB6
Employee Voice Behavior (EVB)
EVB1
EVB2
EVB3
EVB4
EVB5
EVB6
Innovative Work Behavior (IWB)
IWB1
IWB2
IWB3
IWB4
IWB5

STANDARDIZED
LOADINGS

COMPOSITE
RELIABILITY
0.907

AVE
0.620

0.925

0.714

0.910

0.628

0.892

0.580

0.914

0.680

0.755
0.741
0.783
0.781
0.831
0.829
0.746
0.886
0.873
0.868
0.844
0.724
0.848
0.788
0.820
0.794
0.775
0.720
0.722
0.776
0.813
0.765
0.769
0.807
0.801
0.889
0.859
0.760

Note: AVE = Average variance extracted 1 item of transformational leadership, TL4=0.680, 2 items of leader-member
exchange, LMX6=0.610, LMX7=0.673, and 1 item of innovative work behavior, IWB6=0.612 were deleted from the
model due to low factor loadings than 0.7
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By assessing discriminant validity, the study measured cross-loadings and HTMT ratio
(Heterotrait-monotrait) criteria (Hair et al., 2019, Henseler et al. 2015). Cross-loadings of each
construct should be higher than the loadings of another construct (Sarstedt et al., 2019), and the
study found that the cross-loadings were according to the threshold values (Table 2). Meanwhile,
HTMT criterion recommends that HTMT values should be less than 0.90, an acceptable criterion
(Henseler et al., 2015). This study calculated discriminant validity, and the values were lower than
the threshold 0.90 (Table 3). Structural equation modeling was evaluated, and the study claimed
that the validity and reliability were good and satisfactory.
Table 2. Cross Loadings
Employee
Behavior
EVB1
EVB2
EVB3
EVB4
EVB5
EVB6
IWB1
IWB2
IWB3
IWB4
IWB5
KSB1
KSB2
KSB3
KSB4
KSB5
KSB6
LMX1
LMX2
LMX3
LMX4
LMX5
TL1
TL2
TL3
TL5
TL6
TL7

0.720
0.722
0.776
0.813
0.765
0.769
0.593
0.490
0.565
0.518
0.457
0.425
0.531
0.472
0.537
0.576
0.539
0.438
0.452
0.460
0.522
0.460
0.448
0.433
0.393
0.473
0.432
0.495

Voice

Innovative Work
Behavior
0.421
0.484
0.477
0.520
0.503
0.504
0.807
0.801
0.889
0.859
0.760
0.491
0.642
0.553
0.658
0.601
0.593
0.477
0.535
0.560
0.556
0.498
0.424
0.427
0.444
0.430
0.489
0.523

Knowledge
Sharing
Behavior
0.430
0.510
0.498
0.468
0.529
0.538
0.626
0.615
0.657
0.643
0.539
0.724
0.848
0.788
0.820
0.794
0.775
0.503
0.496
0.494
0.552
0.482
0.439
0.481
0.430
0.483
0.530
0.478

Leader-member
exchange

Transformational
Leadership

0.402
0.495
0.457
0.450
0.361
0.367
0.532
0.534
0.549
0.504
0.439
0.373
0.501
0.491
0.537
0.440
0.482
0.746
0.886
0.873
0.868
0.844
0.448
0.436
0.469
0.453
0.461
0.491

0.324
0.394
0.417
0.537
0.432
0.454
0.569
0.451
0.506
0.505
0.340
0.345
0.540
0.442
0.500
0.453
0.549
0.462
0.498
0.498
0.514
0.493
0.755
0.741
0.783
0.781
0.831
0.829

Note: Diagonal bold values represent cross-loadings of each construct greater than other

Table 3. Heterotrait-Monotrait Ratio (HTMT)
Employee Voice
Behavior
Innovative Work Behavior
Knowledge Sharing Behavior
Leader-member exchange
Transformational Leadership

0.731
0.746
0.633
0.646

Innovative
Work
Behavior

Knowledge
Sharing
Behavior

Leadermember
exchange

0.843
0.698
0.654

0.669
0.677

0.658

Assessing Path Coefficient (Regression)
Smart-PLS generates t-statistics to test inner and outer model significant level by applying a
technique, called bootstrapping (Hair et al., 2019). Bootstrapping was used to test respondents’
data with subsamples 10000 from the original sample size 300. Bootstrapping recommends three
values (e.g. path coefficient, t-values and p-values) to reject and accept the research hypothesis
(Hair et al. 2017), t-values should be greater than 1.65 with (p<0.10), 1.96 with (p<0.05) and 2.57
with (p<0.01) (Hair et al., 2019, Sarstedt et al., 2019). This study used 5% (0.05) significant level
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to test proposed hypotheses so that t-values should be greater than 1.96 with (p<0.05) because tvalues are considerable measures to test the hypothesis whether it significant or not (Richter et al.
2020). Table 4 presents that transformational leadership was not found to have a significant
influence on innovative work behavior (b=0.085, t-value=1.897, p-value=0.058, C. I=0.000,
0.172). It means transformational leadership did not influence innovative work behavior directly
because the employees have not been seemed to make innovations at workplace directly through
transform leaders.
Table 4. Direct Effects
HypoH1

Relationship
TL→IWB

B
0.085

Indirect Relationships
S. E
t-values
0.045
1.897

Decision
p-values
0.058

Rejected

C.I
2.5%
0.000

97.5%
0.172

Note: *p < 0.001 C.I: confidence interval*, TL=transformational leadership, and IWB=innovative work behavior

Mediating Relationships
By analyzing the mediating relationship between an exogenous and endogenous construct, the
researcher should determine the total indirect effects (Hair et al. 2019, Sarstedt et al. 2019, Richter
et al. 2020). So, this study determines the indirect relationship between transformational leadership
and innovative work behavior by the mediating mechanisms: LMX, knowledge sharing behavior
and voice behavior. Table 5 presents that transformational leadership had a significant influence
on LMX (b=0.584, t-value=13.728, p-value=0.000, C.I=0.493, 0.662) in turn, had a significant
influence on innovative work behavior (b=0.196, t-value=3.891, p-value=0.000, C.I=0.095, 0.294)
additionally, transformational leadership had an indirect significant and positive influence on
innovative work behavior (b=0.115, t-value=3.823, p-value=0.000, C.I=0.056, 0.174) but the
direct influence of transformational leadership on innovative work behavior was not significant
therefore, LMX fully mediated the link between transformational leadership and innovative work
behavior and the hypothesis H2 was supported. Second, transformational leadership had a
significant influence on knowledge sharing behavior (b=0.602, t-value=16.398, p-value=0.000,
C.I=0.524, 0.671) in turn, had a significant influence on innovative work behavior (b=0.463, tvalue=9.787, p-value=0.000, C.I=0.366, 0.551) additionally, knowledge sharing behavior was
found to have fully mediated the link between transformational leadership and innovative work
behavior (b=0.279, t-value=7.836, p-value=0.000, C.I=0.210, 0.351) and the hypothesis H3 was
supported. Third, transformational leadership had a significant influence on voice behavior
(b=0.567, t-value=12.188, p-value=0.000, C.I=0.473, 0.651) in turn, had a significant influence on
innovative work behavior (b=0.181, t-value=4.453, p-value=0.000, C.I=0.104, 0.267) additionally,
voice behavior was found to have a significant mediated link between transformational leadership
and innovative work behavior (b=0.103, t-value=4.098, p-value=0.000, C.I=0.058, 0.159) and the
hypothesis H4 was also supported. Most interestingly, knowledge sharing behavior had the highest
mediating role between exogenous and endogenous constructs therefore, it was the highest social
exchange mechanism that facilitates the transformational leaders enabling their subordinates
towards innovate the ideas, thoughts and phenomenon.
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Table 5. Mediating Relationship Between Transformational Leadership and Innovative Work
Behavior
Hypo-

H2
H3
H4

Relationship
TL→LMX
LMX→IWB
TL→LMX→IWB
TL→KSB
KSB→IWB
TL→KSB→IWB
TL→EVB
EVB→IWB
TL→EVB→IWB

B
0.584
0.196
0.115
0.602
0.463
0.279
0.567
0.181
0.103

Indirect Relationships
S.E
t-values
0.043
13.728
0.050
3.891
0.030
3.823
0.037
16.398
0.047
9.787
0.036
7.836
0.046
12.188
0.041
4.453
0.025
4.098

Decision
p-values
0.000
0.000
0.000
0.000
0.000
0.000
0.000
0.000
0.000

Accepted***
Accepted***
Accepted***
Accepted***
Accepted***
Accepted***
Accepted***
Accepted***
Accepted***

C.I
2.5%
0.493
0.095
0.056
0.524
0.366
0.210
0.473
0.104
0.058

97.5%
0.662
0.294
0.174
0.671
0.551
0.351
0.651
0.267
0.159

Note: *p < 0.001; C.I: confidence interval*, TL=transformational leadership, LMX=leader-member exchange,
KSB=knowledge sharing behavior, EVB=employee voice behavior and IWB=innovative work behavior

Figure 2. Conceptual Model

Model Accuracy and Relevancy
PLS-SEM is predictive-oriented software. It deals with providing model-fitness parameters e. g. R2
(coefficient of determination), Q2 (predictive relevancy and accuracy), and f2 (effect size). R2 is
used to test the model predictive accuracy (Hair et al. 2019) and is calculated by taking a square
of a correlation coefficient. Management scholarly research argue that R2 values are ranging from
0.25 to 0.50 to 0.75 respectively indicate a weak, moderate, and strong effect (Hair et
al. 2017, Sarstedt et al., 2019). In structural equation modeling, f2 values are ranging from 0.02 to
0.15 to 0.35 respectively, indicate a small, medium, and large effect by exogenous variable to an
endogenous variable (Sarstedt et al., 2019, Richter et al., 2020). The researchers suggest that as a
rule of thumb Q2 values should be greater than zero (0) for a specific endogenous construct from
an exogenous construct to predict model accuracy and relevancy (Sarstedt et al., 2019). Table 6
presents that R2, f2 and Q2 values of each outcome except WE were within the ranges of the above
threshold (Sarstedt et al., 2019). Therefore, the study supports that there were good model-fitness
and predictive-accuracy.
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Table 6. R2 and Q2 (Model Accuracy and Relevancy)
Leader-member exchange
Knowledge sharing behavior
Employee voice behavior
Innovative work behavior

R2
0.341
0.362
0.321
0.634

Q2
0.241
0.222
0.181
0.423

f2
0.517
0.569
0.473
0.763

Note: *p < 0.001

Discussion and Conclusion
The present study was set to explore the highest intermediary mechanism between
transformational leadership and employee innovative work behavior. The researchers measure the
intermediary syndromes of behaviors: LMX, knowledge sharing behavior and voice behavior as
the facilitators of transformational leaders enhance their followers’ innovative behavior at
workplace. The researcher captured hospitality industry of Pakistan particularly, targeting the
hotels in Swat Valley. The idea for measuring the patterns of behaviors has been come from the
future calls by Li et al. (2019, p. 14) who recommends to measure the role of syndromes of
behaviors as a potential mediators between transformational leadership and innovative work
behavior. Furthermore, they recommend measuring the behaviors of the employees in the
hospitality industry.
The results of the study signify that transformational leadership had not a direct influence on
innovative work behavior and there was insignificant influence of transformational leadership on
innovative work behavior (b=0.085, p=0.058>0.05) and this relationship is consistent with the
study of Afsar & Badir (2014). Insignificancy of influence signifies that the employees of Swat
valley hotels were not directly influenced by their transformational leaders because they don’t have
ideas and concepts based on, they might bring innovations in their working behavior. They were
not involved in innovating the tasks in a new way. Particularly, they show that their leaders only
support in doing tasks and directing orders, but they were not willing to innovate the methods and
approaches to do a particular task. The study found the mediating relationship of three-mediating
variables between transformational leadership and innovative work behavior. First, LMX was
found to have a significant and positive mediating link between transformational leadership and
innovative work behavior (b=0.115, p=0.000) and a full mediation because transformational
leadership did not influence innovative work behavior directly. The findings are consistent with
the study of Schermuly et al. (2013). It shows that the employees of the hotels were indirectly
involved in making innovations by bringing new ideas at workplace. Furthermore, it was seen that
frontline employees were willing to establish a social exchange system between them and their
followers so that they could consult their transformational leaders to do a particular task and see
their consequences. Second, the study supported the mediating role of knowledge sharing behavior
between transformational leadership and innovative work behavior (b=0.279, p=0.000) and
knowledge sharing behavior was found to have a fully mediated the link. The findings are
consistent with the study of Suhana et al. (2019) who targeted the postgraduate students in private
university of Indonesia. It supports the argument that knowledge sharing behavior among the
employees triggers the employees by bringing innovative ideas and concepts in work.
Third, the indirect link between transformational leadership and innovative work behavior was
significant (b=0.103, p=0.000) and was the full mediation link through the mediating role of
employee voice behavior. The findings support the notion of the study of Sharifirad (2013) who
claimed that social interactional mechanism between leaders’ listening and followers’ voicing
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could be improved for measuring the innovative work behavior of employees at workplace. The
previous study was conducted by targeting 583 postgraduate management students of top three
universities in Iran. Finally, the study concluded that knowledge sharing had the highest scores of
producing the opportunities of bringing the innovations for employees at workplace. Therefore,
knowledge sharing syndrome was found to have a highest social exchange mechanist that
maintains the highest flow from transformational leadership to innovation work behavior. It has
the most influential enabler for innovative the work behavior of the employees when the employees
listen their transformational leaders.
Managerial Implications
This study guides the managers of the hotels that they should practice the behavior of establishing
a reliable and powerful social exchange system of sharing knowledge among the employees.
Despite the significant mediating role of LMX, knowledge sharing behavior and employee voice
behavior, the researcher recommends the hotels managers to establish an appropriate system of
knowledge sharing that should be more convenient and easier for employees so that they
participate in that sharing and innovate their working behavior within the hospitality industry of
Pakistan. The generalizability of the findings may broaden the implications in any other sector or
in the same context in any other country.
Limitations and Future Directions
This study in nature was a cross-section study which is followed by a Quantitative research
method. This study only conducted a survey research on the employees of the hotels situated in
Swat valley, Pakistan however, the researcher may choose the hotels of different cities to
generalize the findings without any biasness. This study only targeted a small amount of employees
to check the syndromes of behaviors between transformational leadership and innovative work
behavior however, those behaviors may be tested by targeting a large amount of sample size. This
researcher used three syndromes of behaviors: LMX, knowledge sharing behavior and employee
voice behavior however, the researcher should test the moderating role of a set of mediating
mechanisms. Further study may employ a types of knowledge sharing behavior e.g., tacit and
explicit knowledge sharing behavior for bringing innovations in employee’ working behavior
because the patterns of knowledge sharing may deviate the findings (Liang, 2008, Choi et al.
(2016).
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Abstract
The Magical Lahore is the capital of the Province of Punjab Pakistan, which is generally famous
for its historical background, buildings, culture, its walled city, festivals, cuisines, tourism, and
education. It is known as the City of Gardens and Cultural heart of Pakistan. The objective of this
research is to identify different strategies of the community of Lahore city to represent the city on
national and international level and that makes the city enchanted. NVivo software was used to
analyze the content collected from social media, websites, and YouTube. Nine different strategies
had been found on the basis of Seventeen different dimensions which were identified after the
analysis of qualitative data. This qualitative research reveals that Lahore’s active community plays
an important role through social media activities, youth participation, Vlogging, business, tourism,
photography/videography, showbiz, sports, and freelancing in building the rich image of the
Enchanted City. This study is opener of new debate suggesting that the cities should apply
attractive ways to attract the tourists, investors, students and the people from the other countries.
Keywords: city branding, Lahore, social media, qualitative research
Introduction
The Magical Lahore is the capital of Punjab, which is province of Pakistan, generally famous for
its historical background and buildings and also famous for its culture life, walled city, festivals,
cuisine, tourism and education. It is known as City of gardens and also called as Cultural heart of
Pakistan. Lahore incorporates long and catchy history of more than 2000 years. In the early times
of 1524 to 1752, it was ruled by Mughal Empire. And then after the Durrani and Sikh empire, later
on came under the British Authorities (Rana & Bhatti 2018). The city shows the number of ancient
buildings, mosques, temples, churches, tombs, parks, and havelis which make it an appealing
tourist destination. The walled city of Lahore, Lakshami Chowk the heart of Lahore, is famous for
its traditional desi cuisine and strong culture. Lahore most iconic structures being found in the
Walled City of Lahore, which are Wazir Khan Mosque, Badshahi Mosque, Shahi Hamam,
Gurdwaras, many Havelis, Lahore Fort. Lahore once had thirteen gates, 6 gates Bhatti gate, Delhi
gate, Kashmiri gate, Lohari gate, Roshani gate and Shairanwala gate. To belong to Lahore is to be
steeped in its romance (Sidhwa, 2005). UNESCO Creative Cities Network has added Lahore to its
list. Besides Lahore, 66 cities have been designated in the list too (UNESCO, 2019). Lahore’s
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incorporation in Creative Cities in Literature will help improve Pakistan’s worldwide picture and
promote Lahore’s cultural importance. This will also empower famous literary figures from around
the world to visit Lahore. An American publication, the NY times picks the Enchanted Lahore as
one the ‘top places to visit in 2021’ (The New York Times, 2021). Especially in winter, this city
nourishes you. It opens its arms to you, then feeds you and wraps you in a hug. (The New York
Times, 2021). In this article, we’ll see how Active community which is composed of many creative
people who make the city image by showing the different components, sides and dimensions of
Lahore city in various ways. A study conducted by (Avraham, 2004) reveals that various attempts
have been made by leaders, urban planners and decision makers to create the attractive image of
their cities around the world in past 30 years. As around the globe, competition is increasing
rapidly, so increasing globalization is leading to migrations, investments and jobs out of town. So
many cities constantly presenting them in the new ways and also re-packaging their resources to
create the attractive image. It is done to compete the international standards to enchant the tourists,
entrepreneurs, investors, company headquarters, and global capital (Ashworth & Voogd, 1990;
Avraham, 2003a; Bradley et al. 2002; Dunn et al. 1995; Gold, 1994; Gold & Ward, 1996; Kotler
et al. 1993, 1999, 2002; Morgan, 2002; Nielsen, 2001; Paddison, 1993; Short & Kim, 1998; Young
& Lever, 1997). A community participation in various plays the vital role in creating the city
image. A city with the attractive image, attract the tourist, investors, students and the people, which
increases the economy of that city and eventually the country’s GDP also get increase. Despite all
of the research on Lahore or on the cities, there is the research gap, as there is no literature which
tells us, how beautiful Lahore is, how active people and dimensions are interrelated. Rana & Bhatti
(2018) narrated the challenges faced by Lahore due to urbanization. Schneidemesser et al. (2010)
talked about the air pollution in the Lahore atmosphere. The objective of this research is to discover
and to explore the different themes and dimensions of Lahore city, on the basis of which active
community represents the city on national and international level and to find the different strategies
through which active community makes the city enchanted. Due to the increasing competition in
the world, cities should represent their self in the attractive ways to attract the tourists, investors,
students and the people from the globe. This study is significant for making the cities profile
enchanted, as it explores the different dimensions of the city by active community participation.
Literature Review
Lahore, the second biggest area in Pakistan, has developed as the center of commerce and trade in
the region. Lahore improved the commuting facilities by Metro and Orange Train and by the
reclamation of the walled city (Rana & Bhatti, 2018). The Old city of Lahore has been exclusively
discussed in the literature (Groote et al. 1989; Leonard, 1986). Lahore is considered as one of the
most developed in Punjab, in the dimensions of socioeconomic development and infrastructure
(Rana, Bhatti & Arshad, 2017). It is very necessary these days to make a good image of city, to
differentiate, to make the attractive perspective in the tourist’s mind, and to compete the world
(Popescu & Corbos, 2012). Different commentators have identified that the utilization of culture
to promote a variety of social and financial objectives is most ostensible in cities (Griffiths, 2006;
Griffiths, Bassett, & Smith, 2003). The city image has relation with culture and festivals, and this
is how these are employed by cities for its marketing, tourism, social and economic advantages
(Finkel & Platt, 2020). A city with attractive and smart image has three main dimensions people,
technology and institutes, the combination of active engagement of community people,
infrastructures, technology-oriented services, and improvement of institutes plays the vital role in
smart cities (Nam & Pardo, 2011). The understanding of the city image and advertising has become
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the important factor in the regional tourism economy, promotion through the photography and
videography of city destinations play vital role in creating the city image as well tourism image
(Hou, 2017). Youth participation is necessary as they tell the view of youth as competent citizens
and active members within the institutions and choices that influence their lives (Wang, 2006).
The social media information is less organized and more enhanced compared to the traditional
information (Radi & Shokouhyar, 2021). Different academic communities with diverse
disciplinary areas have been attracted by social media research (Rehm et al. 2019). Social media
is interlinked with technology, innovation, people and social environment in which they are
utilized (Krutka et al. 2019).
Methods
Data Collection
The focus of this qualitative research article was to explore the different strategies of the Lahore
and to analyze how active community participates and show different strategies of city to create
the Lahore image on national and international level, data was being collected by social media
scrapping. Content from Facebook, content from Quora, blogs and web-based data was collected
in this research. Vlogs and videos (made by tourists and citizens) from YouTube were being
translated and transcribed to discover different strategies.
Data Analysis
To dig out the content collected from social media and web, and to analyze the data collected from
YouTube which was being translated and transcribed, NVivo software latest version was used. By
using NVivo software, the insights of data were being found. Different hierarchy charts, word
cloud and tree maps were being explored by NVivo. By carefully reading the data content, and
codes were assigned to the different themes. The coding, data organizing and data analysis totally
depends on researcher’s effort even NVivo is exceptionally helpful to do qualitative data analysis
(Ozkan 2004).
Findings
Hierarchy Charts
These hierarchy charts were made by assigning the different codes according to the context. The
different regions of charts are showing the comparison of different dimensions by items coding.
The darker and lighter shades of different regions are according to the reference content. Dark
shaded regions are showing the more quantity of data reference. This hierarchy chart (Figure 1)
shows Different dimensions of Lahore city. The most significant dimensions are with the more
region, which includes, Culture, the Walled City, People, these are most significant dimensions of
Lahore City according to the thematic analysis. Then, Hospitality, Historical Buildings,
Transportation, Cuisine, Tourism, History, these factors also play the vital role in city image.
Diversity, Technological Advancement, Gardens, Education, Business, Fashion & Trends,
Markets and sports are also significant factors according to their regions size. Total seventeen main
dimensions of Lahore had been discovered by the social media scrapping, web mining, and through
data mining of YouTube vlogs and videos.
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Figure 1. Hierarchal Chart of Lahore City Dimensions

Another hierarchy chart (Figure 2), shows the active community of Lahore which shows the
different strategies used by them for city branding. Active Community of Lahore includes Youth,
Social Media Activist, Businessman, Bloggers, Tourists, Photographers & Videographers, Artists
& showbiz, Sportsman and Freelancers. Youth and Social Media Activist are the dominant and the
indispensable people, who are creating the city image attractive by using different strategies which
are youth participation, social media activties, business, blogging, tourism, photography and
videography, celebarity endorsement, sports and freelancing. These are the different strategies
used by Lahore community for city branding, which shows different facets of Lahore city.
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Figure 2. Hierarchal Chart of Active Communities Who Develop City Brands

The following communities apply different strategies for city brading Table 1.
Table 1. Active Community and Their Strategies for City Branding
Active Community
Youth
Social Media Activist
Businessman
Vloggers
Tourists
Photographers/Videographer
Artist and Showbiz
Sportsman
Freelancers

Strategies for City Branding
Youth participation by their studies, social media sharing, culture
promotion, welcoming behavior, freelancing.
Sharing of different aspects, dimensions and facets of Lahore city
(seventeen dimensions mentioned in Fig-1) on Facebook, Instagram,
Twitter, Quora, YouTube.
Busniess meetings and promotions, marketing, diversification of
business.
Vlogging of Lahore culture, cuisine, historical places, hospitality and
Vloggings videos on Walled city of Lahore, and on other dimensions of
Lahore city by tourists and citizens.
Tourism, promotion of different seventeen aspects of Lahore city by
tourists.
Photography and videography of diverse Culture, Hostorical buildings,
Tourists destinations, different beautiful views of Lahore, gardens, desi
cuisine and The Walled city of Lahore.
Celebrity Endorsement.
Paricpation in different sports at national and international level.
Freelancing: Including writings, translating, graphic designing, virtual
assistant, web designing, tutoring etc.
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Word Cloud
Figure-3 is showing us the most significant frequent words, which are being used in whole data
mining. In this word cloud, Lahore, Love, People, Food, Amazing, City, Culture, History,
Buildings, and many other words, as you can see in the pictures depicting their significance,
frequency and new themes.
Figure 3. Word Cloud Showing Most Frequent Words Used in The Data

Text search Query
Text search query is basically the word tree map (Figure 4), in which text mining is being done to
explore the different themes, and new pattern of talking by the exact match of word Lahore. It
shows the connection of central word, with different pattern of talks. It is used to discover the
connection different new or existing of themes.
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Figure 4. Text Search Query is Basically the Word Tree Map

The During the data mining of social media, web, vlogs and videos, the most famous sayings of
Lahore, which people talk about Lahore every time are being observed:
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ﻻﮨﻮر اے, ﻻﮨﻮر
Lahore is Lahore
ﺟﻨﮯ ﻻﮨﻮر ﻧﯽ وﯾﮑﮭﯿﺎ او ﺟﻤﯿﺎ ای ﻧﮩﯿﮟ
One who has never visited Lahore is not born yet
Conclusions
This qualitative research reveals that, Lahore active community through social media activities,
youth participation, vlogging, business, tourism, photography, videography, showbiz, sports and
freelancing shows the different seventeen dimensions of Lahore which been explored through
NVivo analysis by digging out the data from social media, web, vlogs and videos from YouTube.
Through the analysis, we can say that Lahore is very famous enriched culture, beautiful walled
city, for its live hearted people, its hospitality, catchy history and historical buildings, scrumptious
and luscious cuisine, tourist destinations, blooming gardens, for its universities and quality
education, technological advancement, for its diverse environment, from its business point of view,
for its famous and large markets, sports and as Lahore follow the fashion and trends too. And all
these factors and ways plays the beneficial role in making the Lahore The Enchanted Lahore.
Future Directions
Future researchers may use the following portmanteaus for their future studies.
•
•
•
•
•
•

Touruiness (Tourism and Business)
Hulture (Culture and History)
Cuisopitality (Cuisine and Hospitality)
Educechnology (Education and Technology)
Fends (Fashion and Trends)
Websedia (Social media and web)
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Abstract
The tourism industry is one source of contributors to environmental pollution, and hotels are under
great pressure to go green and be more sustainable. However, only a few research efforts have
been paid to study what drives tourists to stay at a green hotel. To fill this gap, this paper
incorporated environmental concern into the theory of planned behavior (TPB) model to explore
tourist’s intention to stay in a green hotel. A structured questionnaire was developed to collect data
from 186 respondents in Algiers city (Algeria), and a multiple regression analysis was used to test
the hypotheses. The research indicates that attitude, subjective norm, and environmental concern
are significantly positively affecting intention of staying in green hotels. In contrast, the perceived
behavioral control (PBC) construct did not significantly influence behavioral intentions. We
expect that the findings of the study may assist policymakers and stakeholders in improving the
tourist’s willingness to stay in eco-friendly hotels.
Keywords: environmental concern, eco-friendly, hotels, theory of planned behavior
Introduction
Recently, the tourism sector has become the most contributor factor to the development of a
country (Khuong, Duong & Thuy, 2018). Nevertheless, it is accountable for 8% of the global
greenhouse gas release (Moise, Gil-Saura, & Molina, 2021), and so there is a lot of pressure for
hotels to go eco-friendly. Today’s tourists’ preferences tend to go to destinations that take action
for protecting and preserving the environment. Thus, providing eco-friendly products or services
by the hospitality sector is imperative to attract customers and meet the duties of corporate social
responsibility (Lin & Chen, 2018). Several researchers have emphasized that green consumer
behavior is among the most key factors that contribute to protecting the environment in the future
(Giao, 2018). Predicting behaviors is paramount in the environmental management sphere since
human behavior exerts a huge effect on the environment (Auza & Mouloudj, 2021; Bouarar &
Mouloudj, 2021). However, understanding customers’ incentives and factors to stay at a
sustainable hotel is a daunting task as it is related to complex human decisions (Lim et al., 2019).
Thus, Green hotel practices are regarded as being among the sustainable initiatives that target to
eradicate the negative effects on the environment through reducing energy consumption,
alleviating water consumption, and waste management and reduction (Radwan, Jones, & Minoli,
2012). Despite the increasingly rapid growth of the hotel industry which contributes massively to
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harming the environment worldwide, by consuming a great amount of water and energy, some
hotels were committed to promoting environmental preservation by implementing environmental
policies. (Abdel-Maksoud, Kamel, & Elbanna, 2016).
Green hotels can be understood as environmentally responsible hotels that actively follow
environmentally friendly guidelines, practice environmental management, implement diverse ecofriendly practices, institute sound green programs and commit themselves to achieve
environmental improvement by displaying eco-labels or a green globe logo (Kim & Han, 2010, p.
999). Hotels’ consumption of Food, raw material, energy, and water is particularly high (Lin &
Chen, 2018). Hence, there is a range of options available for hotels to implement green practices.
For example, from farm-to-table dining, composting, using solar or wind energy, energy-saving
illumination, recycling and using durable items rather than disposable ones, options to reduce daily
cleaning services, occupancy detectors in guest rooms that monitor lights, electronics, blinds, and
temperature setting, low-flow showerheads, and toilets and green cleaning products.
Within the hospitality literature, some researchers have attempted to investigate factors affecting
tourists’ intention for staying in a sustainable hotel (Chen and Tung, 2014; Hou & Wu, 2021; Lim
et al., 2019; Nimri et al., 2020; Teng et al., 2020; Wang et al., 2018; Yan & Chai, 2021). Tourist
intention to stay in eco-friendly hotels was proven to be significantly influenced by several factors,
including altruism and green self-identity (Fatoki, 2020); environmental awareness and perceived
moral obligation (Lim et al., 2019); pro-environmental perceived value (Trang, Lee, & Han, 2019);
past experience (Nimri et al., 2020); green purchase attitude (Wang, 2020); the feelings of being
compelled to stay in eco-friendly hotels, and corporate image (Eid et al., 2021). Nevertheless,
despite customers’ increasing environmental awareness and the propensity towards green products
in the lodging industry, scant are the researches that have been conducted to determine the main
factors influencing the eco-friendly decision-making process (Lee, Han, & Willson, 2011). A
significant amount of previous studies on hotels has been carried out in developed countries; while
for developing countries research remains scant (Moise et al., 2021). In Algeria, despite the several
initiatives undertaken by the government, there is no study –as far as we know- that tried to explore
customers’ intentions and willingness to lodge in green hotels. Therefore, testing and explaining
the probability of lodging at green hotels is requisite (Nimri et al., 2020), and further empirical
evidence is indispensable since the ecological practices adopted in developing and developed
countries might be different (Moise et al., 2021).
Due to the research lacuna on the environmental behavioral intentions, understanding what
prompts tourists’ intentions to stay in green hotels in Algeria is particularly important. Hence,
exploring what boosts sustainable travel behavior is important and relevant to modern business
operations. The current paper has been broken down into five sections. Introduction, Section 2
presents the literature review. Section 3 includes the methods utilized in the paper. Section 4
includes result discussion. And Section 5 presents the conclusions of this paper, with suggested
directions for future research.
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Literature Review
Theory of Planned Behavior (TPB)
TPB is a theory developed for explaining the factors that affect behavioral intention (Ajzen, 1991).
The core notion of the TPB suggests that human behavior is shaped by Intention, and intention is
formed by three factors namely attitude toward the behavior, subjective norm, and perceived
behavioral control (see Ajzen, 1991). For the past 30 years, the TPB has been used in several
studies. The application of the TPB to explore tourist’s intention to stay in eco-friendly hotels
appears in many studies using empirical research methods. Han et al. (2010) for instance applied
the TPB as the theoretical framework to examine the intention towards green hotel selection in the
US. Teng, Wu, & Liu (2015) used integrating altruism and the TPB to anticipate the behavioral
intention of visiting a green hotel in Taiwan. Mohd Suki & Mohd Suki (2015) applying the TPB
to investigate the tourists’ intention to stay again in a green hotel in Malaysia. Also, Lim et al.
(2019) applied extended TPB to understand factors influencing traveler’s intention to stay in a
sustainable hotel in Malaysia. Recently, Nimri et al. (2020) applied the TPB model to identify the
consumers’ intention to stay in green hotels in Australia. Wang, Wong, & Elangkovan (2020) used
the theory of reasoned action (TRA) and TPB to examine the link between religiosity, green
purchase attitude, and green purchase intention towards green hotel selection in China. Fatoki
(2020) used the extended TPB to understand travelers’ intention to stay in eco-friendly hotels in
South Africa. The results revealed that the incorporation of altruism along with green self-identity
augment the predictive potentiality of the TPB model.
Sommer (2011), argued that the key components of the TPB are generally accepted. However,
many suggested that including more explanatory quality constructs to the model would be
beneficial. Scholars have included other constructs based on the TPB to determine factors affecting
stay at eco-friendly hotels. These constructs include environmental awareness and perceived moral
obligation (Lim et al., 2019), previous experience (Boronat-Navarro & Pérez-Aranda, 2020; Nimri
et al., 2020), environmental concern and perceived moral obligation (Chen and Tung, 2014),
perceived consumer effectiveness and environmental concern (Wang et al., 2018), altruism and
green self-identity (Fatoki, 2020). Besides, among the factors suggested, environmental concerns
are the most important. Paul, Modi, & Patel (2016) suggest that incorporating environmental
concerns as a factor to the TBP model is needed; to fully fathom consumers’ eco-friendly purchase
intentions since the research that has addressed the impact of environmental concerns on ecofriendly purchase intention are scant. Moreover, some studies show evidence that environmental
concern often predicts behavioral intentions toward green hotels (e.g. Hou & Wu, 2021; Lim et
al., 2019; Wang, 2020). Thus, we integrate environmental concerns into the TPB theoretical
framework model. Hence it is relevant to use the TPB as an underpinning framework for this study,
to investigate tourists’ behavioral intention of staying in eco-friendly hotels (Nimri et al., 2020).
Attitudes Towards Staying in Green Hotels
In psychology, attitude is defined as the degree to which a person has a favorable or unfavorable
evaluation or appraisal of the behavior in question (Ajzen, 1991, p.188). In a sense, an attitude
refers to the overall lasting feeling or opinion either negative or positive toward some person,
object, or issue. Attitude towards green products was found to be significantly influenced by the
eco-friendly product quality, eco-friendly advertising, consumers’ environmental concern, and
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labeling eco-friendly (Vazifehdoust et al., 2013). In addition, perceived consumer effectiveness,
altruism, and environmental knowledge (Wang, 2020), social motivation and awareness of
consequences (Eid et al., 2021), and environmental concern (Eid et al., 2021; Wang, 2020) has a
positive effect on attitude toward hotel’s eco-friendly. Mohd Suki & Mohd Suki (2015) show that
returning tourists’ behavioral intention to stay in the eco-friendly hotel can be positively affected
by attitude. Some studies found that attitude toward the purchase of environmentally friendly is
the best predictor of travelers’ intention to visit an eco-friendly hotel (Eid et al., 2021; Fatoki,
2020; Han et al., 2010; Teng et al., 2015; Trang et al., 2019; Wang, 2020). Wang et al. (2020)
demonstrated that attitude toward eco-friendly purchase behavior positively affected the selection
of an eco-friendly hotel. As well, the green purchase attitude demonstrated a total mediation impact
on the relationship between outer religious commitment and green purchase intention. Hence, the
next hypothesis is established:
•

Hypothesis 1: Tourists’ attitude has a positive effect on their intention of staying in green
hotels.

Subjective Norm (SN)
Subjective norm refers to the perceived social pressure to perform or not to perform the behavior
(Ajzen, 1991, p.188). Lim et al. (2019) stated that a person’s negative or positive view regarding
green behavior performance would impact having a favorable or unfavorable attitude toward
lodging at the eco-friendly hotel. Teng et al. (2015) found that subjective norm constructs to be an
important predictor of travelers’ intention to visit an environmentally friendly hotel. Lim et al.
(2019) showed that there was a considerable relationship between customer’s subjective norms
and stay intention in eco-friendly hotels. Furthermore, both subjective descriptive norms and
subjective injunctive norms are found to have a major effect on intentions to stay in eco-friendly
hotels (Fatoki, 2020). Recently, Yan & Chai (2021) revealed that personal norms positively and
significantly affect consumers’ intention to stay at an environmentally friendly hotel. Auza &
Mouloudj (2021) found that subjective norm has a positive impact on intention to purchase green
food. However, Mohd Suki & Mohd Suki (2015) discovered that subjective norms have no
significant influence on returning tourists’ intention to stay at a green hotel. Accordingly, we
developed the following hypothesis:
•

Hypothesis 2: Tourists’ subjective norm has a positive effect on their intention of staying
in green hotels.

Perceived Behavioral Control (PBC)
According to Ajzen (1991, p.188), PBC refers to the perceived ease or difficulty of performing the
behavior. In other words, it refers to the perceived ability to affect the behavior in the light of
perceived barriers. Therefore reducing barriers/and obstacles is likely to increase the likelihood of
implementing the desired behavior. But as some barriers are associated with cultural (such as
religion), physical (disability), personnel (inferiority feeling), and economic (economic resources
shortages) factors, it is thus quite challenging for these barriers to be removed or alleviated. Chen
& Tung (2014), states that customer’s perception readiness of for lodging at an eco-friendly hotel
is one of the key factors that attract their intention. Tourists with higher PBC were found to be to
have more strong intention to stay in an eco-friendly hotel than those with weaker PBC (Lim et
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al., 2019). Mohd Suki & Mohd Suki (2015) found that PBC positively influences returning
tourists’ intention to stay at an eco-friendly hotel. Teng et al. (2015) showed that PBC was a major
predictor of the participants’ intentions to visit an eco-friendly hotel. Some previous studies
revealed that PBC has a strong positive impact on customer intention to stay in green hotels (Chen
& Peng, 2012; Eid et al., 2021; Fatoki, 2020; Nimri et al., 2020). Furthermore, Yan & Chai (2021)
showed that perceived consumer effectiveness positively and significantly affects intention to stay
at a green hotel. On this basis, we suppose the following hypothesis:
•

Hypothesis 3: Tourists’ PBC has a positive effect on their intention to stay in green
hotels.

Environmental Concern
The environmental concern can be understood as the degree to which people are aware of problems
regarding the environment and support efforts to solve them and or indicate the willingness to
contribute personally to their solution (Dunlap and Jones, 2002, p. 485). It indicates a person’s
awareness of environmental issues (Hou & Wu, 2021). Environmental concerns are highly invoked
in the media globally and have prompted a shift in customers’ behavior and attitude (Lee et al.,
2011). Paul et al. (2016) stated that customers from developing countries are less interested in the
environment than those from developed countries. Environmental concerns positively influence
on willingness to acquire energy-efficient equipment (Li et al., 2019), green purchase (Kim &
Choi, 2005). In a tourism context, prior research has linked environmental concerns to stay in ecofriendly hotels. For instance, Chen and Tung (2014) found that environmental concern has a
positive effect on the antecedents of the TPB and perceived moral commitment, which in turn
impacts customers’ intention to visit eco-friendly hotels. Lee, Jai, & Li (2016) found that guests
may feel uncomfortable during their stays if they were unaware of the hotels’ green practices.
Wang et al., (2018) found that environmental concern exerted a positive effect on the attitude and
the intention to visit eco-friendly hotels. Moreover, Lim et al. (2019) found that environmental
awareness exerts a positive impact on customer stay intention in an eco-friendly hotel. Recently,
Wang (2020) discovered that environmental concern has significantly and positively influenced
intention toward green hotel selection. Also, Hou & Wu (2021) and Yan & Chai (2021) concluded
that intention to stay in green hotels was influenced positively by tourists’ level of environmental
concern. Thus, the following hypothesis is established:
•

Hypothesis 4: Tourists’ level of environmental concern has a positive effect on their
intention to stay in green hotels.

Methods
Measurement Instrument
The data collection methodology for this study is survey research. We used a questionnaire of two
parts. The first part of the questionnaire includes demographic questions about participants
(gender, age, and level of education, and household income). The second part includes scales;
attitude toward a stay at a green hotel was measured according to the scales of Han et al. (2010)
and (Chen and Tung, 2014). Subjective norm was measured according to the scales modified from
Nimri et al. (2020). PBC was evaluated with measures proposed by Nimri et al. (2020).
Environmental concern was assessed with scales amended from Hou & Wu (2021). Intentions to
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stay in green hotels were measured with scales modified from Nimri et al. (2020). All measures
were rated on the basis of a Likert-type scale ranging from 1 (strongly disagree) to 5 (strongly
agree). Prior to the distribution phase of the questionnaire, two researchers in green marketing
were kindly requested to scrutinize the questionnaire and assure content validity. The questionnaire
was initially developed in the English, language, and then translated into Arabic and French. The
three versions of the questionnaire were distributed depending on respondents’ preferences. The
internal consistency reliabilities of each set of TPB, environmental concern, and intentions
measures are shown in table 1. The minimum coefficient was 0.74; a value exceeding 0.6 refers to
satisfactory internal consistency reliability (Malhotra, 2010).
Data Collection and Sample Profile
The sample was chosen using non-probability convenience sampling, which involved those who
have willingly accepted to participate in the study. The participants were reached out by mail or in
person and they were asked if they did not mind participating in the study. The population for the
current research is Algerian tourists. The unit of analysis in this paper is tourists from Algiers city,
Algeria. Data collection took place from January 5th to February 15th, 2021. We managed to
distribute 300 questionnaires, 193 were returned. However, the analyses were carried out on 186
questionnaires because 7 of them were either incomplete or incorrect.
The demographic characteristics indicated that 103 were male (55.38%), and 83 were female
(44.62%); the participants’ average age was 39.5 years (ages ranged from 18 years old to 62 years
old). Also, most respondents mentioned that they were college-graduates (52.69%), followed by
high graduate-degrees (30.65%) and school graduates (16.66%). regarding respondents’ household
income level, about one-fourth of the participants mentioned a monthly household income above
70,000 Algerian dinars (24.73%), and between 40,000–70,000 Algerian dinars (28.49%), while
(36.02%) classified their household income as below 40,000 Algerian dinars and (10.76%) without
income (such students).
Empirical Results and Discussion
According to Byrne (2016), the observed distribution was normal if the skewness and kurtosis
values edge to zero (0) with a measure of skewness statistics ranging between ± two (-2 and +2)
and kurtosis between ± seven (-7 and +7). Our results indicate that skewness ranged between 0.755 and -0.396, while kurtosis ranged between -0,360 to +1.074, therefore ensuring that the data
used in the study is normally distributed.
Mean and standard deviation are presented in table 1. Means for all items range between 3.940 and
4.096 on a scale of 1 (strongly disagree) to 5 (strongly agree) which demonstrate that the majority
of respondents had positive intentions towards the environmentally friendly hotel. Descriptive
evidence in Table 1 shows that respondents formed favorable impressions on stay in an
environmentally friendly hotel.
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Table1. Descriptive Statistics of the Main Items
Factors and items (Cronbach’s alphas)
Attitude (ATT) (0.805)
ATT1 For me, staying at a green hotel when traveling is good.
ATT2 For me, staying at a green hotel when traveling is pleasant.
ATT3 For me, staying at a green hotel when traveling is wise.
ATT4 For me, staying at a green hotel when traveling is favorable.
Subjective Norm (SN) (0.818)
SN1 Most people who are important to me think I should stay in a green hotel
when traveling.
SN2 People whose opinions I value would prefer that I stay in a green hotel
when traveling.
SN3 My colleagues expect me to stay in a green hotel when traveling.
Perceived behavioral control (PBC) (0.753)
PBC1 I am confident that if I want, I can stay in a green hotel during my travel.
PBC2 Whether or not I stay in a green hotel during my travel is completely up
to me.
PBC3 I have resources, time, and opportunities to stay in a green hotel during
my travel.
Environmental concern (EC) (0.877)
EC1 I am very worried about the state of the world’s environment and what it
will mean for the future.
EC2 Mankind is severely abusing the environment.
EC3 I believe environmental issues cannot be ignored.
EC4 I believe we must care about environmental issues.
Intentions (INT) (0.746)
INT1 I am ready to stay in a green hotel during my travel.
INT2 I will make an effort to stay in a green hotel during my travel
INT3 I plan to stay in a green hotel when traveling

M

SD

Skewness

Kurtosis

4,086
3,940
3,994
4,064

,715
,751
,731
,775

-,755
-,522
-,494
-,464

1,074
,272
,270
-,278

3,957

,804

-,678

,308

3,987

,742

-,624

,551

3,999

,735

-,396

-,015

3,983
3,978

,760
,697

-,495
-,648

,096
,976

4,026

,760

-,568

,221

4,0269

,774

-,470

-,145

3,9570
4,0645
4,0161

,769
,761
,701

-,501
-,406
-,593

,091
-,360
,769

4,0269
4,0968
4,0591

,731
,743
,706

-,461
-,557
-,456

,120
,139
,223

To test our research hypotheses, a multiple linear regression was carried out to assess the degree
of importance of each variable (Table 2). We note that the global regression model is significant
(p= 0,000<0,05).
Table 2. Regression Analysis Results for Intention to Stay in Green Hotels
Unst. C.

Model
(constant)
ATT
SN
PBC
EC

B
,800
,251
,263
,056
,244

St. C.
Beta

Std. Error
,226
,075
,077
,088
,064

,251
,290
,057
,265

t
3,540
3,359
3,417
,635
3,823

Sig.
,001
,001
,001
,526
,000

Notes: R = 74,2%; R2 = 55,1%; Adjusted R2 = 54,1%; F = 55,489; P = 0.000 (p<0.05). Dependent Variable: Behavioral
Intention. Independent variables: Attitude (ATT), Subjective norm (SN), Perceived behavioral control (PBC),
Environmental concern (EC).

The findings of the current paper show that a positive attitude exerts a positive influence on the
tourist’s intention to stay in eco-friendly hotels (β =0.252; t= 3.359; p < .05), a hypothesis that was
supposed by several authors in marketing management literature. Thus hypothesis 1 is supported.
This support goes in line with the expectation stating that customers’ feelings about conducting
the behavior are influenced by the attitude toward the behavior. This result is consistent with past
empirical research (Fatoki, 2020; Han et al., 2010; Nimri et al., 2020; Teng et al., 2015; Trang et
al., 2019; Wang, 2020), which indicates that tourists’ attitude exerts a positive effect on their
intention of staying in eco-friendly hotels.
In the same vein, it was found that subjective norms positively influence tourist’s intention to stay
in eco-friendly hotels (β =0.263; t= 3,417). Thus hypothesis 2 is supported. This construct has the
highest standardized β coefficient, meaning it is the most influential variable on customers’
intention to stay at an eco-friendly hotel. This result supported the conceptual framework that
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posits that subjective norm is a strong predictor of customer’s intention. This implies that for
subjective norms, the perceptions of other significant individuals have a considerable direct impact
on the intention of staying at an eco-friendly hotel. In other words, this means that tourists who
lack green knowledge depend to great extent on others people’s opinions like family members,
neighbors, colleagues, friends, and experts in shaping their decisions to stay at green hotels. This
result is germane with previous studies (Fatoki, 2020; Lim et al., 2019; Teng et al., 2015) which
indicate that tourists’ subjective norms exert a positive effect on their intention of staying in ecofriendly hotels. At the same, this finding is inconsistent with other studies (e.g., Mohd Suki &
Mohd Suki, 2015).
Besides, the results showed that environmental concern exerted a significant and positive influence
on tourist’s intention to stay in eco-friendly hotels (β =0.244; t= 3.828). Hence hypothesis 4 is also
supported. This indicates that the level of environmental concern has a great direct impact on the
intention of staying in eco-friendly hotels. In other words, tourists with a high degree of
environmental concern or environmental knowledge (fully aware of squandering resources and
polluting the environment) are willing to staying in environmentally friendly hotels. Thus,
environmental concern is a critical factor for determining the intentions of staying in sustainable
hotels. Therefore, developing hotel services to tourists regarding price, quality and service-related
environmental concerns is imperative. This result is relevant to the findings of the previous studies
(Hou & Wu, 2021; Lim et al., 2019; Wang, 2020; Yan & Chai, 2021) which indicate that
environmental concern significantly influenced intention to stay in eco-friendly hotels.
Furthermore, PBC had a non-significant effect on tourist’s intention to stay in eco-friendly hotels
(β = 0.056, t= 0.635) and (p =0.526). Thus hypothesis 3 is not valid. For PBC, this indicates that
perceptions of control and perceived enhancers or obstacles did not exert a significant direct effect
on the intention of staying in eco-friendly hotels. Chen & Tung (2014) suggests that tourist’s
customers who have the opportunity, and confidence in their ability to stay at an eco-friendly hotel,
are more likely to express intention to choose eco-friendly hotel accommodation, compared to
those who had no opportunities and lacked confidence. However, many tourists believe they do
not bear the responsibility of helping to solve environmental issues, but rather responsibility is on
hotels (Wang et al., 2018).
This result is inconsistent with the Mohd Suki & Mohd Suki (2015) study which found that PBC
is the major factor affecting tourists’ intention to return to staying at an eco-friendly hotel. Also,
conflicting with the findings of the study conducted by Nimri et al. (2020) who concluded that the
role of PBC in shaping travelers’ intention to stay in an eco-friendly hotel was significant since its
impact was more than the other constructs. Additionally, PBC was found to considerably affect
tourist intention to stay at eco-friendly hotels (Chen & Peng, 2012). Despite this result differs from
theoretical framework expectations and findings of many previous studies, yet this divergence
could be logically ascribed to the focus of PBC on perceptions of control instead of actual control
(Ajzen, 1988). The TPB assumes that when there is no problem facing volitional control on
behavior performance, PBP does not contribute to predicting intention or behavior performance
(Ajzen, 1991). Thus it would be a daunting task for hotels to increase behavioral control
perceptions level (Nimri et al., 2020). Finally, the intentions of staying in green hotels are
explained 55.1% by the incorporation of the three independent variables (R2=0.551), which
involves attitude toward behavior, subjective norm, and Environmental concern.

https://digitalcommons.usf.edu/m3publishing/vol16/iss9781955833004/1
DOI: 10.5038/9781955833004

518

Cobanoglu et al.: Advances in Managing Tourism Across Continents: Volume 1

Conclusion
The purpose of this paper was to explore what form tourists’ intentions for staying in eco-friendly
hotels in Algeria. An extended TPB model incorporating environmental concern was developed
and empirically tested. A convenience sampling method was employed. We proposed to tourists
in Algiers city to willingly participate. The results confirmed the theoretical foundation of the
research model that exhibited tourists’ environmental concern impact on their intention to stay in
eco-friendly hotels. Accordingly, the degree of environmental concern among Algerian tourists is
high, which has generated a real intention toward staying at green hotels; this may stem from
respondent’s high educational level, and being under frequent exposure to environmental issues
on social media, schools, and universities, as well as television. The results also confirmed that the
attitude and subjective norm significantly affect intention to stay in environmentally friendly
hotels, which mean that tourists have a positive attitude toward green practices in general, and
environmentally friendly hotels in particular, which will probably increase their intentions to stay
at eco-friendly hotels compared to those who do not care about environmental issues. It is also
obvious that family members, relatives, neighbors, colleagues encourage and urge tourists to stay
at eco-friendly hotels. Interestingly, contrary to what we had supposed, PBC has no significant
effect on tourists’ intentions for staying in environmentally friendly hotels. Therefore, many
Algerian tourists obviously could not afford time and resources, and what most likely hinder them
are financial resources due to the decrease in income, particularly during COVID-19, and the
decreased purchasing power of Algerians in general.
Managerial Implications
Judging from the result of the study we suggest several managerial implications to foster green
behaviors among tourists. The results reveal that increasing environmental concerns increase the
tourist’ intention likelihoods to stay at green hotels. Thus, it is of vital importance for eco-friendly
hotels to dedicate more efforts to increase employees’ and customers’ level of awareness and
knowledge, and gain their confidence in its environmental initiatives, and that these initiatives are
not mere slogans, but rather concrete actions that can be carried out through the effective
implementation of green practices, and intensifying public relation activities to foster a green
image within the targeted public mind. In this context, Lee et al. (2016) revealed that the majority
of guests react positively towards green practices when they identify them, e.g. alleviating energy
usage or water saving. Besides, convincing employees to voluntarily implement green practices is
fundamental through increasing their green knowledge (Bouarar & Mouloudj, 2021). Also heading
towards behavior foster the intention to stay in environmentally friendly hotels, thus, hotels are
required to boost and strengthen a positive attitude among current customers through providing
competitive and fair prices, which does not make customers feel that what they paid for exceeds
the gained benefits, otherwise hotels will not hold longer in front of traditional hotels
competitiveness.
Indeed, significant ranges of customers are apathetic to greening, since all they care about is
prices. Also, green hotels must seek to identify what makes customers take negative attitudes, as
these negative attitudes may arise from customers’ belief that green hotels prices are higher and
greening is merely a slogan. Hence, effective strategies are to be implemented to change these
negative beliefs. The results also indicate that subjective standards play a key role in generating
good intentions among customers towards green hotels, therefore, hotels are required to rely on
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reference group (normative, comparative) to increase the informational, utilitarian, and valueexpressive influence of these groups, especially leaders of opinions, such as mosque imams, top
athletes, and cinema stars, since these leaders can effectively influence people’ behavior, it is also
requisite that hotels must encourage electronic word of mouth (eWOM). Duffy (2015, p.128)
suggested that the travel industry is becoming reliant on and influenced by eWOM and which may
benefit from balancing engagement on the Web with engagement on more traditional platforms.
Regarding PBC, especially its financial dimension, green hotels need to present promotional offers
to attract the apathetic category of customers, so that these promotional activities can be used as a
hook to increase their awareness towards hotels’ green practices, hotels are also required to
promote their green practices within government entities (such as universities) during conferences
and seminars.
Limitations and Directions for Future Research
The present research features some limitations that should be noted. First, the study has been
conducted during Covid-19 pandemic propagation, which was concomitant with the deterioration
of people’ financial and moral conditions, which may have had a great influence on respondent’s
answers, hence we recommend more studies to be carried out, outside times of crises and
pandemics, preferably by distributing the questionnaire during the actual enjoying hotel services.
Second, we used a convenience sample where respondents were entirely from the capital (Algiers),
consequently generalizing the research result is not possible, and therefore we recommend
choosing a random sample that covers several departments of the country. Third, we expanded the
TPB by incorporating a single variable (environmental concern), thus we recommend including
other variables that may contribute to the enhancement of the model, such as religious
commitments, previous experiences, electronic word of mouth, and such things.
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Abstract
Tavşan Mountain, located in the Central Black Sea part of the Black Sea Region, is between the
Merzifon and Gümüşhacıköy districts of Amasya. With its challenging natural environment,
unique natural beauty and rich culture in its villages, it has great potential for ecotourism
enthusiasts.This study aims to reveal the possible ecotourism activities that are suitable for Tavşan
Mountain’s potential, taking account of the currently carried unorganized ecotourism activities and
the natural conditions of the region. Besides the economic benefits of the economic returns realized
from mass tourism in mind, unfortunately, there are also irreversible negative effects left on our
planet. However, the ecotourism activities, which are based on an organisation and designed to
have the least impact on nature, will ensure efficient use of resources and their transfer to future
generations as well as economic returns.The findings result obtained at the end of the study reveals
that independent groups carried out activities such as amateur bird-watching, nature photography,
hunting, sport fishing, camping caravan tourism, trekking, agro-tourism, paragliding, mountain
tourism, paintball, festival tourism, orienteering, horse-drawn trekking, mountain biking, jeep
safari (Offroad) in Tavşan Mountain. This great potential will make Tavşan Mountain a sustainable
center with the necessary infrastructure and investment works.
Keywords: Tavşan Mountain, Merzifon, ecotourism, ecotourism potential
Introduction and Conceptual Framework
Tourism and economic sectors have become an important part of social and cultural development
both in Turkey and the Globe, especially in the last two decades. Today, hundreds of millions of
people have been participating in tourism activities and spending a significant part of their income
on tourism activities. This high demand has accelerated the growth in the tourism sector. The
World Tourism and Travel Council’s recent annual survey with Oxford Economics shows that the
Travel and Tourism industry grew by 3.5% in 2019, surpassing 2.5% global economic growth for
the ninth consecutive year. In the last five years, one out of four new jobs has been created by the
tourism industry. In this way, Travel and Tourism have become an important area for governments
to create jobs (WTTC, 2019). Likewise, tourism, which gained momentum on a global scale,
surpassed many sectors and became the third-largest export category in the world (table-1). With
the developments in many fields, the increasing economic freedom of people and the emerging
concept of leisure can be expressed as the main reasons for this orientation.
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Figure 1. International Tourism Highlights Statistics

Source: World Tourism Organization (UNWTO) and World Trade Organization (WTO).

Perhaps the first option that comes to mind when tourism is mentioned is “mass tourism”. Mass
tourism is defined by Poon (1993) as a large-scale phenomenon that is to sell standardized
entertainment services as a package to the mass customer at fixed prices. Mass tourism, which is
carried out considering its economic return, unfortunately, has also irreversible negative effects on
our planet besides economic benefits. One of the studies carried out in the name of the measures
to be taken against these negative effects is the 1972 Stockholm United Nations Environment
Conference. At the conference, it is emphasized that economic development should occur solely
based on the protection of the environment. Hence, the type of tourism to be applied must be fully
compatible with the environment, values and culture. One of the sustainable tourism activities
indicated by the strategies of the 1972 Stockholm United Nations Environment Conference will
later be called “ecotourism”. Since the emergence of ecotourism, various definitions have been
made. Ziffer (1989) defined ecotourism as a form of tourism inspired by the natural history of a
region, including indigenous cultures. According to Fennel (2002), Ecotourism is defined as an
internal, participatory and learning-based experience that mainly focuses on the natural history of
a region and other related features of the human-land connection. (Ziffer, 1989)
Compared to ecotourism, the negative effects of mass tourism on countries are quite high. In
addition to destroying the sociocultural framework of the host country as a whole, mass tourism
has inevitable effects on the value system, individual behaviour, family relations, moral behaviour,
creative expression, traditional ceremonies and community organizations (Hall, 1997). For
example, mass tourism activities planned in areas close to the coastal zone may lead to the
abandonment of agricultural lands in the region. The abandonment of agricultural land can lead to
increasingly growing problems like a rolling snowball, from a reduction in production, reduction
in production to loss of imports and jobs, loss of employment, migration, changes in family
structures, and the abandonment of cultural values and crafts.
Ecotourism, responsible tourism, forest tourism and sustainable development have become
common concepts since the late 1980s, and ecotourism has undisputedly been the fastest growing
among all subsectors in the tourism industry. This popularity represents a change in tourist
perception, increased environmental awareness, and the desire to explore natural habitats (Seba,
2012). In this study, Tavşan Mountain has been evaluated in terms of its eco-tourism potential with
its location and cultural and natural values and potential ecotourism activities that can be carried
out specific to Tavşan Mountain are discussed.
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Thanks to its challenging natural challenges, unique natural beauty and cultural richness of its
settled villages, it has great potential for Ecotourism enthusiasts. This study, which has been
carried out to reveal this potential, consists of the documents previous studies on the area, which
are Amasya Nature Sports Research Club Association Reports and the Amasya Nature Tourism
Master Plan, the Cultural and Sectoral Action Plan for the Province of Amasya (2018-2023), the
local and national news about the Tavşan Mountain and the studies in the literature.
Methods
In this study, the existing values of Merzifon Tavşan Mountain have been tried to be revealed to
transform the ecotourism potential of Merzifon Tavşan Mountain into life in a sustainable way. In
the inventory study on potential areas owned in the form of compilation, the information obtained
from the photo archive of the late Aydın BABACAN, the former President of the Amasya Nature
Sports Research Club Association, who photographed every part of Amasya related to nature, and
the local and national press about Merzifon Tavşan Mountain. Population information and
information about geographical features have been obtained from the literature review.
Findings
Findings of the study area, Merzifon, Tavşan Mountain, are listed below under headings.
Geographical Location and Physical Features of Tavşan Mountain
It is located at 40 ° 58 ′ 0 ″ North and 35 ° 37 ′ 59 ″ East coordinates between Merzifon,
Gümüşhacıköy (Amasya) and Vezirköprü (Samsun) districts. Gümüşhacıköy and Merzifon are in
the south of Tavşan Mountain, Havza is the east and Vezirköprü in the west. Its highest point is
1907 m. Merzifon Tavşan Mountain is the most prominent physical structure of the surrounding
area. It is also referred to as Taşan Mountain in some sources.
Image 1. Merzifon Tavşan Mountain Location Map

Kuyma and Göldağ rivers are located in the northern part of Merzifon Tavşan Mountain. Inanlan
river and Bakırçay valley are located in the east. While the height of Gökoluk Hill in Tavşan
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Mountain is 1907 meters, the second-highest extension is Yuvalı hill. Known as Bük villages,
Aşağıbük, Ortabük and Yukarıbük villages are located in the north of this region.
Image 2. Tavşan Mountain

Source: Amasya Doğa Sporları ve Araştırma Kulübü- Aydın Doğan Arşivi.

Climate and Vegetation Features of Tavşan Mountain
Turkey is the meeting place of three phytogeographical regions: Euro-Siberian, Mediterranean and
Iran-Turan. Distinct vegetation reflects differences in climate, geology, topography, soil and plant
diversity, including endemism. The study area is located in a transition zone between these regions,
Europe-Siberia and Iran-Turan (Yıldırım et al., 2015). According to the Merzifon meteorology
station, the annual average temperature is 7 ° C and the annual precipitation total is 793.34 mm, in
Tavşan Mountain. The annual average relative humidity is 69.5%. The rainiest periods are
December, January and February. The driest periods are July, August and September. This
indicates a mildly cold and arid climate in the region. The temperatures are lowest in January,
February, March, November and December. The precipitation regime in the study area is Spring,
Winter, Autumn and Summer and it is compatible with the second type of the Eastern
Mediterranean (Korkmaz et al., 2005).
The findings obtained from the studies on the flora of the region are as follows: A total of 594
species and subspecies taxanes have been identified in Tavşan Mountain. Distribution of species
according to floristic regions: Europe-Siberia 141 species (23.73%), Iran-Turan 71 species
(11.95%), Mediterranean 20 species (3.36%), Eastern Mediterranean 10 species (1.68%). The
number of endemic species is 65 and the endemism rate is 10.94% (Korkmaz et al., 2005).
Ecotourism Potential of Tavşan Mountain
Tavşan Mountain has rich potential for ecotourism activities thanks to its natural features. In
Tavşan Mountain, bird watching, photography/photo safari, hunting and angling, camping caravan
tourism, trekking, Agro tourism, paragliding, highland tourism, paintball, festival tourism,
orienteering, horse riding-horse trekking, mountain biking, jeep safari ( Activities such as Offroad)
are carried out from time to time, regardless of a specific organization.
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1.
2.
3.
4.
5.
6.
7.

Bird Watching
Hunting and Angling
Trekking
Paragliding
Paintball
Orienteering
Mountain Biking

8. Photography / Photo Safari
9. Camping Caravan Tourism
10. Horse Riding- Horse trekking
11. Jeep Safari (Offroad)
12. Plateau Tourism
13. Agro Tourism
14. Festival Tourism

As seen in Image 3, Different kinds of activities can be held in Tavşan Dağı Region, especially in
Ortabük Village. The Circassian Festival was held in Ortabük village in different times. There are
several steams in Tavşan Mountain and Kavşay Çayı is a good alternative for fishing lovers. The
ecotoursits can try trekking, mountain biking, orientiring or jeep safari activities up to Yuvalı
Tepesi which is the highest point of Tavşan Mountain.They can try paragliding too on
Yuvalı,Yanık, Uzunağaç Tepesi.The other options such as photosafari, horse riding,bird watching,
paintball can be experienced in different places in Tavşan Dağı.
Image 3. Potential Ecotourism Areas in Tavşan Mountain

Bird Watching
Yedikır Dam, which has the appearance of a bird paradise with more than 34 bird species
belonging to 16 families such as teal, mallard and cattle gull, swan, wild goose, ruddy dog,
cormorant and heron, is only 21 km away from Merzifon Tavşan Mountain. Many wild bird
species are also seen around Tavşan Mountain due to its proximity. Five hours of bird watching is
reported in www.trakus.org, the bird-watching sites where Turkey’s anonymous birds observed
and photographed on 27.05.2018. That area also consists of the Tavşan Mountain area. 48 different
species were reported to be seen during the observation. Tavşan Mountain, which is very close
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to Merzifon and Suluova districts which also have a very important potential for birdwatching
activities (Url1, 2021).
Image 4. A Species From the Merzifon Bird Watching Date 27.11.2020

Hunting and Angling
In Turkey’s law principles and procedures of Article 6 about Hunting; It is described as the
following; Hunting is carried out with weapons, vehicles and trained animals permitted by law,
under the hunting plans or the decisions of the Central Hunting Commission. Due to its altitude,
different kinds of wild animals can also be found in this region. With the necessary permissions,
if the number of wild animals like wild boars in the region is suitable for hunting, hunting tourism
can be organized as permitted by law. Angling is also very common in Amasya and its
surroundings due to Yeşilırmak and its streams. In Tavşan Mountain, angling activities can be
organized in large and small rivers. Especially Kavşak Stream, which originates from Tavşan
Mountain and joins Kızılırmak, is suitable for angling.
Image 5. Kavşak Çayı/ Tavşan Mountain

Source: Amasya Nature Sports and Research Club - Aydın Doğan Archive
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Trekking
Tavşan Mountain has the potential to be a very suitable destination for trekking lovers due to its
1900m altitude and climate characteristics. Arranging hiking trails in suitable areas can turn
Tavşan Mountain into a good alternative for trekking lovers with its natural features, informative
signs and security measures. Species such as pine and beech forests, yellow pine at high altitudes,
larch, fir, juniper and beech, low altitude maple, lime red pine, oak, hornbeam and wild poplar can
be turned into trekking tracks that attract visitors.
Image 6. Trekking on Tavşan Mountain

Paragliding
Merzifon Tavşan Mountain offers unique opportunities for Paragliding enthusiasts thanks to its
large and small hills and mountain sections. So much so that in January 2015 and February 2016,
paragliding activity was organized on Tavşan Mountain by Merzifon Municipality and Derin
Yamaç Sports Club, and 60 pilots from different sports clubs left themselves to the void from the
hill with an altitude of 1,500. The event, which is carried out with the slogan ‘Merzifon flies to
love’, can be made traditional and the potential of becoming a centre in paragliding can come to
life.
Image 7. Paragliding on Tavşan Mountain - January 2015
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Paintball
Paintball, one of the sportive activities popular with the young population, is a potential activity
that can be applied on suitable platforms to be prepared in Merzifon Tavşan Mountain. The absence
of a paintball field or organization operating for this purpose in the region will provide an
alternative for these sports enthusiasts.
Orienteering
Orienteering, which is the activities of finding directions by using maps and compass in various
fields and tracks, is aimed to reach the determined points. Orienteering sports can be done on foot
(running) or by mountain bike. The natural areas and geographical conditions of Merzifon Tavşan
Mountain are very suitable for this activity. There is a provincial representation of Orienteering in
Amasya.
Mountain Biking
As is the case all over the world, the use of bicycles, especially mountain bikes, is increasing day
by day in our country. Various mountain bike user groups also organize individual or group events
in Amasya. Tavşan Mountain hosts these visits from time to time, thanks to its ecological features
in its environment. For these activities to be carried out professionally, parkour arrangements and
arranged safe areas will help to evaluate the potential they have. After the necessary infrastructure
is established, Tavşan Mountain Bicycle Festival can be organized at certain times of the year.
Photography / Photo Safari
Photography enthusiasts organize photo safari trips individually or in small groups in order to
photograph natural wonders and plant species and share the moments they immortalize in their
groups on their social media accounts or on their websites. Tavşan Mountain is also very suitable
for a photo safari with its similar features, endemic species, plant and animal diversity mentioned
above. Agriculture and animal husbandry in Bük villages and village life offerings can also turn
into an opportunity to capture unique moments for photography enthusiasts.
Image 8. Photo Safari in Tavşan Mountain

Source: Amasya Nature Sports and Research Club - Aydın Doğan Archive
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Camping Caravan Tourism
In recent years, with the increase in the tendency to nature, camping and caravan tourism has
become a very interesting area. Like many regions of our country, Merzifon Tavşan Mountain has
an important potential to carry out these activities. The presence of 3 neighbourhoods called Bük
villages in the region, which is not far from the district centre, will allow campers to easily reach
their needs. With the necessary organization, the region has the potential to become an organized
camp centre. Kavşak stream and its surroundings are very suitable for the camping area.
Image 9. Possible Camping Areas in Tavşan Mountain -Kavşak Steam

Source: Amasya Nature Sports and Research Club - Aydın Doğan Archive

Horse Riding - Hiking on Horseback
The physical characteristics of Merzifon Tavşan Mountain are very suitable for horses. Although
there were a lot of horses in the village 25-30 years ago, today the villagers no longer adopt a
horse. Although it seems like an expensive investment in terms of cost, the region can be set up
for horseback riding-horse trekking activities as an alternative.
Jeep Safari (Offroad)
It is possible to reach all the requirements such as snow, rain, mud, roughness and height required
by this nature activity, which is known as the experience of travelling in the challenging conditions
of nature with 4x4 SUV style vehicles and special terrain vehicles called ATVs. Offroad lovers,
who come together and perform this activity in groups, experience the harsh conditions of
Merzifon Tavşan Mountain from time to time.
Plateau Tourism
Plateau Tourism creates an ecological preference for those who escape from city life thanks to its
natural beauties, oxygen-rich air, cool and spacious environment compared to the summer season,
and the local and cultural characteristics of the region. The plains of Merzifon Tavşan Mountain,
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which has an average altitude of 1.500 m from the sea, are also very suitable for those who want
to perform these activities.
Agro Tourism
Since the climate of Merzifon Tavşan Mountain is not very suitable for agriculture, the main source
of income is animal husbandry. Ecological villages have become the last choice of those who are
tired of the crowd of the city and seek a completely organic life. Eco-village settlements, which
have developed in the world in recent years and have become widespread in our country in parallel
with this, have become interesting structures where those who want to move away from daily life
can take an active role in the social life of the village, and allow the formation of a common use
movement by shaping and diversifying the social mobility.
The idea of creating an ecological village for those who want to experience the environments
where village life has been lived for more than a hundred years has been considered for Merzifon
Tavşan Mountain for a while. Within the scope of the project developed by the Merzifon District
Governorship to gain alternative tourism areas and to create a new attraction centre especially for
nature tourism enthusiasts, to create ecological villages in the villages of Yukarıbük, Ortabük and
Aşağıbük, known as Bük villages in the region of Merzifon Tavşan Mountain, which has natural
beauties in the district of Merzifon. planning continues. There is a post on the website of the
Ministry of Interior.
Festival Tourism
Merzifon Tavşan Mountain is a village of Besleney (Besleney), which is a Circassian branch 30
km away from the centre and connected to the Merzifon district of Amasya with its three
neighbourhoods. The fact that it is far from other villages due to its location has enabled the
villagers to continue to cling tightly to the Circassian culture. Since most marriages are made from
the families of Havza and Circassian villages of Vezirköprü, this culture and lifestyle have
continued for more than a century without being assimilated.
“Tavşan Mountain Circassian Culture Festival” was held three times in Merzifon Tavşan Mountain
until 2000. A much more magnificent festival was held on June 30, 2013. Caucasian Association
hosted “Tavşan Mountain the Circassian Cultural Festival” and thousands of Circassians
originated citizens attended the festival from various places of Turkey.
Conclusions
As a result of the findings obtained at the end of the study, activities carried out by independent
groups in Mount Tavşan such as; bird watching, photography/photo safari, hunting and angling,
camping caravan tourism, trekking, Agro tourism, paragliding, plateau tourism, paintball, festival
tourism, orienteering, horse riding, horse-drawn trekking, mountain biking, jeep safari (Offroad)
reveal the ecotourism possibilities and potential of the region.
This great potential can turn Merzifon Tavşan Mountain into a well-planned and sustainable centre
with the necessary infrastructure and investment works, camping areas, trekking tracks,
paragliding areas and the preparations to be made in the other mentioned topics. It will create
employment opportunities on behalf of its people and contribute to the economy of the region.
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In terms of sustainability and quality, the activities initiated by the local government and the
Governorship should be provided with the necessary training to the villagers and other
stakeholders to make investments, and this rich eco-tourism potential should be realized. With this
potential organization and plan, Merzifon can transform Tavşan Mountain into a unique
Ecotourism centre in its region. It will be very beneficial to evaluate this Ecotourism activity of
Merzifon Tavşan Mountain in terms of contributing to the development of tourism, the increase of
nature awareness, the strengthening of the region’s economy and thus providing employment
opportunities in Vezirköprü, which is very close to Vezirköprü and its affiliated Merzifon. If this
potential is put into practice, the area may earn a reputation as an ecological “adventure hill” with
activities that can be carried out together. Rather than being a place for those individual/
unorganised adventure seekers, the visitors can also come and camp, fish, ride horses, photograph
about 65 endemic plants. the villagers who are trained in terms of ecotourism can host the visitors
and be a part of the sustainable tourism activities and get alternative employment opportunities.
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Abstract
Technology today has an active place in all areas of our lives. Information and communication
technology is a good example with its widespread expression in the tourism industry. Technology
is mostly conceived to provide communication between product or service producers and their
consumers. Specialized sources of secondary data from technology and tourism papers indexed
mainly in Scopus around the theme of tourism have been studied and the theoretical framework
has been structured in terms of archaeological tourism. In the fourth industrial revolution, while
its most prominent features in information and communication technology in the form of artiﬁcial
intelligence, cyber-physical systems, big data, robotics, internet of things, and smart tourism have
developed at a bewildering pace, the technological potential of archaeotoursim and its capacity to
commence a new paradigm shift in the tourism industry is mostly neglected. Most of the studies
regard technology as an auxiliary tool to serve for the developments in tourism destinations in one
way or another. This theoretical paper conceptualizes the role of up-to-date technology in
facilitating archaeotoursim experiences through adopting it as a reference for bringing tangible
archaeological heritage to everyone’s home with its unique interpretation by archaeologists at the
excavation sites. The purpose of this paper is to highlight the gaps and offer the rethinking of the
archaeotoursim framework proposing a new level of efﬁciency; digital archaeotourism via reengineering of main organizational and operational processes to create a form where technology
itself forms e-destinations.
Keywords: digital tourism, e-destination, digital archaeotourism, a new paradigm shift
Introduction
Technology use (TU) has received remarkable attention from the literature over the last decades
as it has stepped in all the ways in our daily life (Ballina et al., 2019). During the pandemic with
the new normal such as stay indoor orders and obligation to shop online, information and
communication technology (ICT) has involved in all spheres of individuals’ social lives. The
situation has been triggered to such an extent that ICT has now a significant role to determine
individuals’ level of perception towards the outside world as well as the individualistic
relationships in societies. It manipulates the way people behave, so the majority of people react in
line with what the websites or mobile phones dictate (Fan et al., 2019). Apart from daily lives,
COVID-19 has already critically affected two major areas; (1) education (from preschool to PhD
levels), which is maintained online in most countries, where teachers and students meet in home
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environments (2) tourism, which is at death’s door from almost all aspects, dying in every way
and needs urgent global implementations. Both the areas are combined into a type of tourism form;
archaeotourism (AT), which represents the majority of culture-based tourism making up 40% of
all the international tourist arrivals (Richards, 2019).
AT is a term derived from the combination of two discrete words; archaeology and tourism,
referring to almost anything about the past that can be learned better while visiting. Although the
sciences overlap in many respects, the scientists do not. When archaeologists and tourism
professionals come across in a traditional fashion, archaeologists usually stay aloof from tourism
affairs irrespective of their significant contributions to the archaeological tourism industry (Banks
et al., 2011; Niknami, 2005). Namely, the two have never conspired traditionally since
archaeologists regarded themselves as the principal protectors (Al-Belushi, 2014) and tourism
professionals as the potential devastators of heritage assets.
The majority of the archaeologists with the well-established fear of the trivialization and
commercialization of archaeological vestiges and zones (Brown et al., 2015; Oehmichen-Bazán,
2018) are in two minds about whether to avoid catastrophic situations from adverse effects of
tourism (Budowski, 1976), or combine the two to make such hidden wealth more tangible for the
cultural, social, environmental and economic development (Erdogan, 2021). However, whatever
the case, the established intellect among the archaeologists in this respect is that archaeologists
(except for a few) with almost no background of basic tourism principles do their jobs on
archaeologically critical heritage sites (Smith, 2000), cease their projects and lock the doors.
However, for the majority of tourism professionals and tourists, these mostly restricted areas of
ancient cultures are potentially of great interest and curiosity, which is vital for the tourism
industry. Tourism professionals do not know much about archaeology, so they do not dare any
venture into AT destinations.
This study proposes that technology serve the purpose of coming together archaeologists, tourism
professionals, and tourists on a satisfactory ground while protecting and sustaining the heritage
assets and introducing them to a great many tourists at the same time through the TU. Moreover,
the TU in AT industry in multi-disciplinary coordination has the potential to create its own
customers; e-destinations first and actual (physical) AT destinations later. In this respect, three
critical issues remain to be handled urgently; (1) how to turn a unique AT area into a desirable
tourist destination, (2) how to preserve an AT destination as sustainable tourist attractions, and (3)
how to educate masses in short span of time. This study focuses on the TU to find answers to these
determinative subjects, aiming to contribute to the educational environment required for AT,
minimization of the destruction and sustainability in AT destinations, and immediate solutions to
the hardships in the tourism industry during the pandemic and on the day after it. There is no
danger as Gretzel et al. (2020) hypothesized in disregarding theory and practice established before
the COVID-19 pandemic in the field of archaeotourism since damage to global archaeological
heritage has already exceeded criminal levels (Temiño, 2019) as a result of old traditional theory
and practices. This paper fills the gap of digital archaeotourism in theoretical dimensions,
providing a theoretical foundation for future research on digital tourism destinations and their
impact on the heritage tourism industry.
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Literature Review
AT is directly related to tourism destinations that are based on archaeological heritage sites,
monuments, and historic areas (Jusoh et al., 2017). As opposed to reversible cultural values like
art, music, dance, and crafts-commodities to be traded in the cultural or heritage tourism industry,
archaeological heritage, composing of critically fragile, unique, and non-renewable heritage assets
from mankind’s common ancestors, is part of the national estate and thus conserved in the national
interest (Wurz & Van der Merwe, 2005). The archaeological heritage in AT destinations is too
important a resource to be left to archaeologists only, and it is too important another resource to
be left to tourism professionals alone. AT necessitates not just the diligent works of archaeologists
but also the active participation of various scientists from discrete fields, such as artists, historians,
architects, men of letters, anthropologists, botanists, and other actors like politicians, managers,
government officers, service providers, tourism specialists, and tourists (Erdogan, Forthcoming
2022). Almost no other form of tourism is the product of such scholarly enterprises. Above all,
most of the AT destinations are parts of humans’ common heritage to the interest of every person
in the world. Consequently, AT has recently emerged as a research and a rapidly developing
industrial form of tourism (Ross et al., 2017) through the contributions from travelers worldwide
and scientists alike (Avrami, 2016; Darlow et al. 2012; Gullino et al., 2015; Poulios, 2014; Wang
& Bramwell 2012). The economic contribution of global AT facilities to their host countries has
reached considerable levels (Comer, 2012; Hospers 2002). This internationalism of AT
destinations contributes to balancing the needs of archaeological resource management
(McKercher & Du Cross 2002) in the form of sustainable development through the introduction
of up-to-date technology. AT offers unique experiences along a continuum anchored at one end
by education (Lipe, 2002) and by entertainment at the other end (Hughes et al., 2013; Mckercher
& du Cros 2002), with its distinct nature, serving more on edutainment (McKercher & du Cros,
2002) i.e., education and dissemination of knowledge (Dore & Aitchison, 2018). That is, it
necessitates education over the AT destinations as a part of touristic activities and thus is of two
main components; education and tourism (Erdogan, Forthcoming 2021).
Education systems all over the world are dominated by technological innovations today. Live
streaming, online education, and the use of ICT have now become an integral part of education
due to their positive outcomes in teaching and learning, where the main sources of knowledge for
students are mostly online materials (Azmuddin et al., 2020). Namely, the pandemic forces
education stakeholders to make use of technology for the effectiveness of online learning (Mok, et
al., 2020). Learning Management Systems (LMS), Wikis, and Online Discussion Forums (ODF)
are among the means of highly demanded technological transformers of the educational system in
digital formats. Such non-traditional media on the world wide web in the form of videos, pictures,
sounds, animations, and hyperlinks have become commonplace for students today (Sung et al.,
2015). It is obvious that newer materials to be available as a part of TU are on the way. Using
technology for educational purposes offers important implications in terms of practice, policy and
future related work (Fearnley & Amora, 2020). Technological developments have been tried in
various ways in education systems such as Facilitating Online Reading Comprehension
(Azmuddin et al., 2020), Enhanced Learning Environment Using Digital Annotation Tool
(Fearnley & Amora, 2020), the Technology Acceptance Model (Benbasat & Barki, 2007),
Technological Pedagogical Content Knowledge (TPACK) framework (Koehler & Mishra, 2009)
to integrate technology with teaching, Learner-Generated Digital Media (LGDM) which includes
Learner-generated digital stories, Learner-generated screencasts, Learner-generated animations,

https://digitalcommons.usf.edu/m3publishing/vol16/iss9781955833004/1
DOI: 10.5038/9781955833004

536

Cobanoglu et al.: Advances in Managing Tourism Across Continents: Volume 1

Learner-generated video (Reyna & Meir, 2018). As Goradia (2018) cited, global trends in
education are shifting towards using digital pedagogies.
Technology and tourism as a complicated meeting ground have been of great interest in plethora
of studies in most of the Scopus papers from different lenses (Table 1), and the use of technological
innovations have been a matter of scientific priority to promote tourism. The up-to-date
technologies with a wide range of rigorous academic and industrial endeavors have already been
integrated into the tourism industry, where the significance of technology is undeniable (Buhalis
& Law, 2008) and has become the chief determinant of competitiveness among the tourism
enterprises (Buhalis & Jun, 2011).
Table 1. Common Themes in Technology Use in the Tourism Industry in Literature
big data
creative tourism
decision-making
destination marketing
digital technology
e-commerce / e-tourism
electronic word of mouth
marketing
information gathering
interactivity
service providing
smart tourism/tourism 4.0
social media
Management/knowledge
sustainable tourism
virtual worlds

Samara et al., 2020; Fuchs et al., 2014
Ross et al., 2017; Ihamäki, 2012
Buhalis, 2019; Delic et al., 2018; Hall & Williams, 2008
Dickinger & Lalicic, 2016; Ali & Frew, 2014; Buhalis, 2000
Ivanov et al., 2018; Ivanov et al., 2017; Kalbaska et al.,2017
Gretzel et al., 2020; Buhalis, 2019; Bilgihan et al.,2014
Choi et al., 2018; Reino et al., 2016; Lo et al., 2011
Rong et al., 2012; Breukel & Go, 2009; Xiang et al., 2009
Hardy et al., 2017; Zheng et al., 2017; Beldona, 2005; Susskind et al., 2003
Wenjie et al., 2019; Law et al., 2014; Govers et al., 2007
Digiorgio, 2016; Hsu et al., 2016; Özturan & Roney, 2004
Baggio et al., 2020; Schwab, 2016; Vargas-S-anchez, 2016
Gretzel & Yoo, 2008; Buhalis & Licata, 2002
Pierdicca, 2019; Okumus, 2013; Aldebert et al. 2011; Buhalis & O’Connor 2005
Garbelli et al., 2017; Ali & Frew, 2014; Isacsson & Gretzel, 2011
Fusté-Forné, 2019; Aluri, 2017; Jung et al., 2015; Huang et al., 2013

Contemporary tourists regard tourism as a matter of taking part in experience (Sharpley & Stone,
2010), where they are increasingly in search of the uncommon, the exciting, and the different in
tracking down meaningful experiences (Gretzel et al., 2010), so as to spread out them through
social media posts (Duarte, 2012). That’s why, tourism enterprises and managers need to develop
strategies accordingly in order to make use of technology (Pierdicca et al., 2019). For example,
TU in tourism websites’ designing focuses chiefly on the determination of a website’s success,
both in terms of design and technology, as well as their practical quality and usability (Dickinger
& Stangl, 2013).
TU in the industry to such degree makes it possible at times to manipulate information. To
illustrate, the attractiveness of a definite destination can strongly be increased through the
momentarily updated photos, videos, and alluring stories depending on the mood of its customers.
This uncontrolled large system of too many relations within a destination has the capacity to
deceive masses in line with its own culture. This is mostly due to the up-to-date technology, which
enables the empowerment of customers to identify whichever tourism products to consume and
thus allow whichever firms to survive, develop and sprawl worldwide.
Although AT, away from such manipulations, accounts for the biggest share in heritage tourism,
it has been in the focal point of only a small number of studies over heritage tourism technologies
(Table 2). There is a need to boost AT industry the day after COVID-19 pandemic since its
resources are, by definition, original and genuine (Urosevic, 2010), meet the tourists’ demand to
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experience emotions (Urosevic, 2010), contribute to sustainable development (Istoc, 2012), satisfy
tourists’ interest in art, architecture, history and desire for self-realization and self-discovery
(Niemczyk, 2014). These features are associated with Goldberg’s (1993) human personality of big
five i.e., intellectual curiosity, creativity, imagination, and appreciation of aesthetic values
(Kochanska & Aksan, 2004).
Table 2. Place of Archaeotourism in the Literature on Heritage Tourism

heritage
tourism

world heritage sites
genuine emotions
sustainability
self-realization and discovery
aesthetic values
community-based tourism
creating economic prosperity
website use
virtual worlds
real time processing
archaeotourism

Garbelli et al., 2017; Joo et al., 2009
Urosevic, 2010
Kozak & Martin, 2012; Istoc, 2012; Camarero & Garrido, 2008
Niemczyk, 2014
Kochanska & Aksan, 2004
Curcija et al., 2019; Schott & Nhem, 2018
Imbaya, 2019; Tscheu & Buhalis, 2016
Cassidy & Pabel, 2019
Huang et al., 2013; Fusté-Forné, 2019
Wenjie et al., 2019; Bouwman et al., 2011
Willems & Dunning, 2015; Mortensen, 2014;
Walker & Carr, 2013; Paciﬁco & Vogel, 2012

Studies on AT in relation to heritage tourism have been limited at a small scale and the contents
of the studies are mostly confined to its contribution, specialty, and sustainability. Even though
there are a few studies to integrate technology to AT such as that in the form of digital museology
(Camarero & Garrido, 2008), developing TU in digital AT remains unsatisfactory. Accordingly,
one of the critical innovations to bring in AT industry is introducing it through digital
transformation.
Method
A comprehensible literature review over technology and tourism papers indexed in Scopus around
the theme of tourism indicates that in the age of fourth industrial revolution (FIR), the most
prominent features of which are artiﬁcial intelligence, cyber-physical systems, big data, robotics,
internet of things and smart tourism developing in an astounding pace, technological potential of
AT and its capacity to commence a new paradigm shift in the tourism industry is mostly neglected.
The technological innovations and literature gaps associated with AT in the heritage literature
made the author devise the concept of digital archaeotourism using a comprehensive literature
review approach. The study had a thorough and systematic search to review the existing literature
by gathering predominantly Scopus papers related to heritage research in tourism contexts. The
paper asks three questions; 1. how to turn unique AT areas into sustainable tourist destinations, 2.
how to preserve them as sustainable tourist attractions, and 3. how to educate masses in short span
of time and finds the answers in digital archaeotourism.
Findings
What Berman et al., (2013) meant saying in 2013 that digital technologies will inevitably drive
drastic changes can be observed in all areas of social life in this technological revolution today.
Similar paradigm shift is likely in AT industry through the use of technology, which is a simple
integrated platform in AT destination to provide information to the user’s and, at the same time,
enable the managers to convey timely contents in the right way. As a part of e-tourism requiring
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the digitization of all procedures (Buhalis & Foerste, 2015) from capturing to streaming by the
client connecting to what is already being shared under the commingled principles of theory and
practice in archaeology, education, and tourism. A proper combination of the three associated with
up-to-date technology is called digital archaeotourism. Archaeology and tourism converge in many
respects on the common ground although the products of this combination take quite a long time
to lead to fruitful results. However, one possible meeting ground that will produce instant results
and initial lifesaving for the tourism industry during and after the pandemic can be digital
archaeotourism, which brings education, preservation, and tourism together through the principles
of good practices as sustainable achaeotourism (Thierstein, 2019) through technology.
Digital archaeotourism (DAT) is the concept commencing with the real time lessons from an
archaeological excavation site and students begin to join the program as scheduled on a regular
base. After a period of time students from different universities in different countries begin to visit
the area physically. In time, other tourists are to come to the destination. This is the simplest way
to define the procedures how DAT works (Figure 1).
Figure 1. A Model to Create an AT Destination Through International DAT Students

In traditional AT practices, the fundamental resource that facilitates memorable experiences is the
cultural values associated with the essence of AT destinations, not the concrete monuments
themselves (Ross et al., 2017) and it is the emotional uniqueness that allures speciﬁc visitors to
these areas (Castellanos et al., 2011). It is inevitable that value chains will fragment through
emerging new ecosystems, and thus the mechanics of value creation and value allocation will also
change (Berman et al., 2013). DAT has the capability to provide its customers (e-tourists) with the
values and emotional uniqueness through live streaming connections by the excavation teams from
an AT destination.
As the technological developments in connectivity such as Microsoft Teams, Adobe Connect,
Zoom, with the support from Office 360, at an affordable cost, enable masses to dynamically
engage with their daily lives in online interactions irrespective of distance (Buhalis & Sinarta,
2019), this nature of technology provides online social contact as an important part of the tourist
destination experience (Fan et al., 2019). DAT allows the students and the tourists to have a better
customer experience and engagement, through the streamlined operations that improve the internal
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communications (Fitzgerald et al., 2013) because the system cuts across multiple organizations,
complicated functions, and physically distracting hardships, providing a foundation for new,
seamless consumer experiences as their cam-eyes are in the excavation areas. DAT is not just a
virtual future, but actual reality and is a paradigm-shift with the digitalization of the old-fashioned
traditional tourism system and its transformation into e-tourism. Also, it is more competitive than
the travel organizations and destinations with its proactive and innovative characteristics in
technological integration and development. DAT has various advantages over traditional AT
(Table 3) such as its ease to reach, flexibility to utilize, and it is the product of both theoretical and
practical implementations, combining archaeology, tourism, education and technology.
Table 3. Traditional AT vs DAT
Traditional (classical) AT
Difficult to access
Destructive by nature
Rigidly organized
Centralized & distracting
Multicomponent organizations
A narrow scope control
Sole authority
Static alternatives
Bureaucratic structure
Momentary (limited to capture)
Management with people
Irreversible
No organizational change
Time consuming

DAT
Easy to reach
Protective and sustainable
Flexible structure
Decentralized & focused
Sole organization
A wide scope of control
Teamwork
Innovative possibilities
Adaptive structure
Permanent (can be saved)
Management of processes
Renewable
Ease for organizational changes
Time saver

Technological system in DAT is responsive, convenient, efﬁcient, quickly loading, interactive. It
is able to serve in real time (Krol, 2019), be convenient and easy to use (Lee & Kozar, 2012), have
aesthetic value and credibility (Cai & Xu, 2011; Schmidt et al., 2009), and meet the needs for
disabled customers (Mills et al., 2008). Above all, the expectations of students vary as in the form
of e-learning (Cai et al., 2019) in AT courses as they play the roles of both the consumers and
producers of data and information (Vargas-S-anchez, 2016). In conventional education systems,
students are gathered into classrooms and taught through pedagogical principles; however,
students in archaeology and tourism departments in higher learning need field observations as well
(Bauer, 2003; Scherle & Reiser, 2017; Walker & Carr, 2013). They even learn better in multimedia
environments (Mayer, & Chandler, 2001; Mayer, & Moreno, 1998) similar to the way that
experiential learning (with some other names like active learning, applied learning or even
experiential education (Arcodia et al., 2020; Gretzel et al.,2008) help students to grow knowledge,
progress skill development and clarify personal values analyzing and synthesizing what they
experience in the field. Accordingly, DAT deserves to be among the digital transformations in
tourism industry that is promoted by the UNWTO (2018) as a result of technological advances.
DAT starts the field trips in the home environments equipping students fundamentally with lived
social events (Scarce, 1997) and their process of learning through maintained relevance by
balancing theory and practice. In DAT, students develop their cognitive, affective, social, physical
and behavioral abilities similar to those in physical field trips (Craggs et al., 2017; Morag & Tal,
2012). A similar program on tourism students by the international tourism and hospitality academy
at sea (ITHAS) was carried out in 2005 and the results revealed a noticeable diversity in the

https://digitalcommons.usf.edu/m3publishing/vol16/iss9781955833004/1
DOI: 10.5038/9781955833004

540

Cobanoglu et al.: Advances in Managing Tourism Across Continents: Volume 1

motivations, very positive perceptions of the experience, and this type of activity being very useful
for destinations (Arcodia et al., 2020). In DAT, a critical part of the system needs to be physical
field trips on regular basis. Students should be encouraged by the governments and university
managements to join the structured visitation programs lasting at least around 15 to 20 days at the
AT destinations. Archaeology students become a part of excavation teams and the tourism students
practice hospitality and servicing in the destination experiencing how the process works. For the
experience economy (Paciﬁco & Vogel, 2012; Timothy, 2011) in the AT destination, benefits
begin with international students who are the ignitors of customer development process in AT
destinations, and AT managers facilitate the business to turn into a popular, effective, and
sustainable destination.
Conclusions
This paper demonstrates how an archaeological area with an excavation team can make a good AT
destination using up-to-date technology. A digital archaeodestination created within online
international education programs is turned into an actual physical AT destination. The negative
effect of COVID-19 is alleviated by this way. Moreover, this provides tourism stakeholders and
local people with social and economic development mostly in rural areas. Heritage assets are
protected and documented for sustainability, while tourists are offered a new preferable destination
for those who need some relief by the nature. The study adds to the existing knowledge and
practices in the literature on creating new tourist destinations. It is original based on the premise
that few studies in the literature focus on both practical and theoretical aspects of technological
developments of in the form of archaeotourism.
Theoretical Implications
This paper contributes to the emerging literature on archaeotourism as a science and an industry
by bridging education, archaeology, tourism, and technology. To answer the questions of how rural
parts of the earth can be developed by tourism, how frail AT destinations can sustainably be
protected for future generations, and how masses can be educated in a short span of time, the paper
hypothesizes real-time streaming digital archaeotourism from AT destinations as a solution. The
study proposes a theoretical framework for the transformation of archaeological areas into popular
tourism destinations, highlighting their potential to create cultural interactions and thus
contributing to the development of world peace.
Practical Implications
Government officials or university managers need to be informed that students in archaeology and
tourism departments in their higher education system can facilitate a form of tourism while
completing their field studies through the use of technology. DAT destinations have the capacity
to facilitate a cultural and organizational change and a transformation in the way the students
comprehend and develop their ability to analyze and synthesize in their major. Namely, it is almost
clear that AT destinations can be turned into appropriate digital ecosystems by the technologicaldriven infrastructure to give chance to students to achieve higher effectiveness in their education,
creating a new ecosystem for the future of archaeotourism industry. In addition, while
archaeological excavations are regarded as scientific destructions for many scientists, nature itself
is another destructor for these fragile assets. Thus, recording all the excavation processes from the
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beginning to the end in especially critical AT destinations would serve sustainability in these areas;
looting would end, and local people would benefit socially and economically.
Further Research
This literature review paper focuses mainly on Scopus and high-impact tourism journals including
the scope of tourism technology. A few papers and proceedings related to the research topic from
other journals were also included. However, future research can review a wider scope of secondary
data on the archaeological and educational developments to add to the archaeotourism theory and
practice. Moreover, the study does not cover the empirical implications of DAT by any means, so
future research may empirically evaluate DAT. There is also a need for further studies to research
for topics of privacy, legal regulation, safeguarding sensitive data, and data ownership in AT areas.
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Abstract
This article discusses Land Art as an alternative tourism market as a solution to the spatial
problems associated with mass tourism. Accordingly, the spatial problems of mass tourism within
the historical process will be discussed, with the proposals of such alternative tourism markets as
culture, eco, agro, ethnic tourism as solutions, detailing how they have mostly failed to address the
problem. In the following section, Land Art as a niche tourism market is introduced as a concrete
alternative solution, with details of how it emerged first as a modern art project, and then
transformed into a niche tourism market through the cooperative efforts of the tourism and art
authorities is discussed with examples of some in-country projects. The article focuses on Turkey,
discussing mainly the world’s largest and most comprehensive work of Land Art entitled Rhythm
of Life constructed partially in Cappadocia by Andrew Rogers. This article aims to draw the
attention of Turkish authorities related to both tourism and art such as the Ministry of Culture and
Tourism, Hotel and Tour Operator Associations and private art foundations to the significance and
potential opportunities provided by this new market and to identify possible unique cooperation
models.
Keywords: tourism, alternative tourism, spectacular space, land art, authenticity, creativity.
Introduction
This article discusses Land Art as an alternative tourism market as a solution to the spatial
problems of mass tourism. As a frequent topic of discussion in academic, environmentalist and
tourism circles, although the mass tourism market claims to provide its customers with authentic
and unique natural and socio-cultural environments as its main product, in reality, it first destroys
and then reproduces them artificially by means of popular fixed images. This is the main paradox
in the tourism sector – the production of homogenized spaces containing similar building types
and materials, stereotypical cultural activities, cuisines, music, décor, artificial landscapes and
gardens, where the authenticity is staged, being produced without creativity and
constructed/produced repetitiously in different locations (Köse, 2001).Although ethnic, cultural,
agro and eco-tourism are introduced as alternative solutions to the problems of mass tourism, they
too often fail to generate creative spaces. Moreover, these alternative forms of tourism sometimes
cause formerly unspoiled fragile areas to sustain unexpected damage. Consequently, the tourism
market, which is dominated by mass tourism form, has continued in its search for new alternative
niche markets.
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Land Art first emerged in the United States in the 1960s as a conceptual art movement, while today
it has become a considerable niche tourism market, having been introduced as a solution to the
spatial problems of mass tourism by the authorities responsible for tourism and the arts
(Bronowsky, 1973). Land Art tourism spaces tend to be designed and produced by artists in
collaboration with local people, with their main aim being to raise awareness among visitors, local
people, academicians, experts, and students about the authenticity of the land, and even the planet
on which they reside, and its unique local natural socio-cultural values. Land Art produces
spectacular spaces but they are more creative. Land Art projects are comprehensive and expensive
to produce and tend to be funded by governments/private tourism authorities and private art funds.
They bring level of prestigious to a location, and are mostly introduced to mark festivals, biennials,
workshops, competition, or other such cultural events. Land Art encroaches only minimally into
the socio-cultural and natural environment, and may be produced in places with tourist attractions
of almost any form, thus creating tourism destinations out of areas that lack cultural and natural
assets of any kind. Land Art is promoted among the new type of tourist, who is expected to be
curious, intellectual and conscious. The largest Land Art project to date was designed and produced
by Australian sculptor Andrew Rogers, working in collaboration with local people and experts.
The project, entitled Rhythm of Life, was conducted over seven continents and in 15 countries,
and took 13 years to complete, with its largest section being located in Cappadocia, Turkey
(Langen, 2016).
Despite hosting a significant part of the world’s largest Land Art project, very few people, and
even the tourism authorities, are aware of its tourism potential for the future of the sector.
Moreover, there would seem to have been very few attempts by governmental authorities or nongovernmental institutions to develop Land Art as a new alternative niche tourism market in Turkey,
and the potential has been largely overlooked also by the tourism sector or private art foundations.
It is hoped that this study can capture the attention of the Turkish tourism authorities and to raise
awareness of the tourism potential of Land Art. Turkey, as a significant world tourism destination,
has rich potential in terms of its natural and socio-cultural landscape and high-quality artists but
has largely overlooked this opportunity to date. Land Art has the potential to grow as an alternative
art form during the Covid-19 pandemic through the production of creative art exhibitions and art
spaces for travelers, even though online exhibitions.
Literature Review
Spatial Problems of Mass Tourism and Emergence of Land Art as an Alternative Art Form
Here, the concepts of tourism, mass tourism, alternative tourism, touristic space and Land Art will
be evaluated briefly from a historical perspective, and their relationship with the concept of
authenticity. The term tourism has been defined in many different ways. For Zavatta, tourism is a
mass phenomenon of the 20th century that entails the movement of a vast number of people, even
more than that seen in World War II (Zavatta, 1994). For Lanfant, on the other hand, tourism is
the leading economic activity of the century (Lanfant, 1995), while Fennel refers to tourism as one
of the world’s largest industries, having the potential to affect the global economy (Fennel,
1999). The common theme in all these definitions is that tourism is a global phenomenon in which
tourist spaces/destinations are marketed alongside a host of services and facilities, including
transportation, accommodation and attraction to tourists to encourage their temporary visits.
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The tourism sector has been dominated by mass tourism throughout its history, having emerged as
a large-scale industry at the beginning of the 18th century in parallel to the industrialization process.
With the development of mass tourism, travel was no longer the exclusive domain of only the elite
class, as the industrial working class could also start travelling for leisure. By the second half of
the 19th century, mass tourism developed extensively in parallel to the development of mass
transportation (Urry, 1990). For Adorno, mass tourism that developed during the rise of
industrialization had an impact on the emergence of the consumption society. He claims that
throughout the 19th century work was the central component of life and mass tourism, as part of
the leisure industry, became a free time activity that was demanded by workers (Adorno, 1991).
After the 19th century travel and vacations became a crucial part of modern life and travel came to
indicate status. By the middle of the 20th century mass tourism, like mass communication and
advertising, had come to play a significant role in globalization of culture and the economy.
After the 1970s governmental and non-governmental organizations, as well as academia, started
to question the economic benefits of mass tourism, often being less than anticipated.
Environmentalists claimed that mass tourism was dramatically destroying natural and sociocultural resources and that consequently most of the Mediterranean and the African and Asian
coasts had lost their identity and thus their attractiveness as tourism destinations. Moreover, in
these territories the rapid socio-economic changes brought about by mass tourism had led to many
social problems such as intensification of labor exploitation as well as the inequitable distribution
of costs and benefits of growth (Cohen, 1995).
In the 1980s, alternative forms of tourism, including cultural, ethnographic, agro and eco-tourism
started to be promoted by international organizations as a remedy to the devastating consequences
of mass tourism. The aim in this regard was to develop a new tourism model that was presumably
more respectful to the environment, while fulfilling the growing demand for authenticity. These
new forms of tourism have been introduced as small-scale tourism enterprises that suit those
travelling alone or in small groups (Cohen, 1995). At the Globe ‘90 Conference the goals of
tourism were defined as raising awareness of the need to conserve natural and cultural assets and
to motivate people in this regard, to encourage the local management of natural and traditional
resources, to provide alternative employment and income opportunities for local communities and
to generate direct economic benefit for the host communities, organizations and authorities.
(Cohen,1995)
Tourist Space
As Mill mentions, tourist spaces are one of the main components of the international tourism
sector. In tourism, it is often the authenticity of a place and its unspoiled natural and socio-cultural
characteristics that are marketed (Mill, 2010). As Urry points out, tourists looking for authenticity
are seeking traditional, pure and untouched places (Urry, 1990). For Dean MacCannel, the search
by tourists for authenticity is related to their desire to take in sacred, authentic, pure and untouched
places that are far away from home (MacCannel,1973). For Marie-Françoise Lanfant, authenticity
is closely related with identity, which is reproduced and packaged in conformity with the defined
marketing approach. Therefore, the search for authenticity or pure identity is imposed upon the
tourist by the dominant mode of production and the network of international tourism organizations,
national and regional tourist offices and tour operators, who aim to motivate tourists through their
marketing activities aim. (Lanfant, 1995).
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Lanfant points out that for local people, tourism has a different meaning, in that it allows them to
overcome their isolation, setting them out on the route to economic development, modernity and
change. Some local people who live in places where no other economic options seem viable see
tourism as the last chance to improve their weak economic conditions and to embrace modernity
(Lanfant, 1995). Here a paradox emerges. Local people seeking to benefit from the opportunities
that tourism provides must reinvent their local culture to show visiting tourists how they have
preserved their authentic cultures and ecological niches, as this is what is expected of them. In
doing so, they themselves become a product of the search for authenticity. Today, in many tourist
places that claim to be authentic, the authentic and natural environment and traditional culture that
are portrayed never actually existed, being rather a simulation. For MacCannell such tourist
destinations stage authenticity (McCannell, 1973).
As discussed above, the present study refers to tourist spaces of all kinds as spectacular spaces,
since their authenticity is staged, creating a different quality aimed at satisfying the demands of
tourists (MacCannel, 1973), (Debord, 1967). Alternative tourism was expected to have a negligible
impact on the authenticity of the environment since few tourists visited these locations in the
1990s. In these spaces architectural interventions into natural and socio-cultural spaces are
minimal or are meant to be controlled. What is on offer is the production of small-scale tourism
facilities such as boutique hotels, holiday villages, pensions, family houses or farm houses that can
be easily integrated into the natural and social space (Cohen, 1995), (Lanfant, 1995).
However, a growth in the number of such tourists can bring considerable or unsuspected damage
to sensitive, fragile landscapes. As Cohen points out, as an unexpected consequence of alternative
tourism, unspoiled fragile areas that were initially opened to individual travelers and to small
groups of tourists were later descended upon by a dense tourist population (Cohen, 1995). As
Cohen and Lanfant point out, many traditional territories lost their authenticity with the emergence
of mass tourism in the 1960s and still today there are many traditional alternative tourism
destinations that are undergoing a process of change that is resulting in a loss of authenticity. At
the heart of this problem is the fact that alternative forms of tourism are today marketed by the
tourism sector in the same way that mass tourism was marketed in earlier times. Tourism and its
supporting industries, such as accommodation, transportation and recreation, inevitably introduce
modern elements to traditional territories. Moreover, local people are compelled to keep their
culture unchanged so as to ensure the continued marketing of the location as an object of attraction
to tourists (Cohen, 1995), (Lanfant,1995). This compels local people first to destroy and then to
simulate their own culture with fixed, ideal and pleasing images with no basis in reality to fulfill
the expectations of tourists (Baudrillard, 1983).
Furthermore, some mega resorts in particular are promoted by the tourism sector in the global
market under the guise of culture tourism, eco-tourism and ethnic tourism but whose claims of
authenticity lead inevitably to the destruction of traditional territories and the building of simulated
replicas. What then is the difference between mass tourism and alternative tourism? In this case,
alternative tourism, like mass tourism, may lead to natural and socio-cultural spaces being replaced
by repetitious spectacular spaces. Naturland in Kemer (Turkey), Hyatt Regency (Bali) and
Safranbolu (Turkey) are all alleged heritage tourism destinations that can be presented as revealing
examples of this. For instance, Naturland features an artificial landscape of synthetic plants and
animals, as well as a miniature rain forest with models of goats, and animal noises broadcast over
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loudspeakers. Noah’s Ark, the Kaygusuz Abdal sculpture, an Organic Farm monument and a
simulation of the sea add to the fixed spectacular environment.
Bali is a tourist destination offering gigantic simulacra games, in which local people play a part.
Aside from the few areas that tourism has not penetrated, the authentic culture of Bali has been
replaced by a contrived version of reality that has been reinvented by experts to satisfy the cultural
demands of tourists. For instance, one can witness a supposed Javanese princess performing a
newly invented Ramayana dance or experience a postcard-like simulated bazaar, featuring local
people with newly designed costumes and promenades, as a so-called real Bali. (Bruner, 1999),
(Baudrillard, 1983). In Safranbolu, you can visit restored buildings that have been refunctioned
and experience museums of the past. Old houses have become restaurants, museums and hotels
have taken on new purposes with decorative elements from different periods, while local people
provide services with their fixed museum-like clothes, staging the old Ottoman lifestyle
(Safranbolu Belediyesi, 2020). All of these remind us of the usual capitalist trick of marketing
places using similar postcard imagery. In all of these destinations mass tourism has provided local
people with a significant opportunity to improve their weak economic conditions. Accordingly, to
benefit from the market possibilities that tourism provides, they reinvent their local culture to show
to the visiting tourists how they have preserved their authentic cultures, as they are expected to
do.
Land Art and Land Art Tourism
Land Art or alternatively Earth Art developed as a conceptual art movement, having first appeared
in the 1960s in the United States, from where it spread to many other countries. Land artists create
spaces by reshaping the land into earthworks or make sculptures within the landscape using natural
materials such as sand, rock or water. The most famous piece of Land Art is Robert Smithson’s
Spiral Jetty (1970) – a mechanical structure that curls out into Great Salt Lake in the United States
(Kastner, 2005).
Other artists have produced works of Land Art by making minimal and temporary interventions
into the landscape. Richard Long, for instance, simply walked up and down, leaving a trail in the
earth, while Nancy Holt, Walter De Maria, Michael Heizer and Dennis Oppenheim were other
Land Artists of the 1970s. James Turrell began in 1972 to reshape the earth surrounding the extinct
Roden Crater volcano in Arizona. In the 1960s and 1970s such projects started to attract visitors
with a specific interest in Land Art. Walter De Maria designed a space called Lightning Field in
1977, which was to be viewed from a small, simple overnight cabin located adjacent to a field in
the desert of southwestern New Mexico. The main aim of the project was to create an attractive
and unique simulation of thunder and lightning using 400 stainless steel rods, highlighting to
tourists the natural and geographical characteristics of the high desert area and thus the natural
context (Kastner, 2005).
In the 1990s, Land Art projects began to gain popularity as works of public art with the claim that
they raised social awareness of the degradation of cultures and the environment. The popularity of
Land Art increased in the 2000s in parallel with the problem of global climate changes and
commercialism (Museum Network, 2016). The European Land Art Network (ELAN), which was
established in 2013, supported by the Culture Program of the European Union and the Lower
Saxony Region of Germany, heralded Land Art as a new art form that contributes to philosophical
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and cultural development by supporting the interactive communication of nature, art and the
community. ELAN stressed that it allowed local people, tourists, academicians, students and
experts to explore art, nature and culture within a museum with no walls concept. It thus opened
up a creative cross-border cultural dialogue between people of the globe (European Land Art
Network, 2016).
In the 2000s, Land Art applications started to be seen in cities. The Land Art festival The Flood of
Time was organized in Nizhny Novgorod Russia in 2000 by Colosseum (Luna Negro) group from
London. The aim was to transform the image of the city, which had long been associated with
technical and engineering experiments, into a new techno genic and cultural city. Artists, working
in cooperation with local people, transformed outdoor furniture, tools and architectural structures
that were no longer in use, such as benches, water pumps, observation towers, old trucks, waste
water collectors, and remnants of railways that had operated between 1900 and the 1950s, into
works of art. The social goal of the project was to provide visitors and local people with the
opportunity to view the city landscape and its historical heritage in a non-conventional way and to
create a new and lively environment (SiteSpecificArt,2021). Among the other examples of public
art in cities, Goldsworthy – a sculptor, photographer and environmentalist – produced site-specific
sculptures in San Francisco in 2014 using such natural raw material as flowers, leaves, mud,
pinecones, snow, stones and twigs, rearranging and reconstructing them into a juxtaposition of the
man-made and the rural. His artworks aim at making visitors re-interrogate their relationship with
nature (Anda, 2014)
Today, as Cluzeau states, Land Art has become a major tourist attraction and a new cultural tourism
niche. Such works are, in a sense, prestigious national projects aimed at raising public awareness
of the importance of preserving the world’s authentic values. In Land Art we no longer contemplate
art, as art rather becomes part of our lives and the artist no longer focuses on the piece but on its
impact on those who view it, whether they are local people, travelers, academicians, students or
experts. These new visitors of new global era are mobile, curious, intellectual and eager; they can
cross borders and desire to see everything from the inside. They search for the universal truth and
authenticity (Cluzeau, 2017).
Works of Land Art are expensive, being funded mostly by state organizations and from private
sources. Today, governmental and local tourism authorities together with art foundations invest in
these prestigious projects all over the world. There are many biennials, festivals and other
occasions where Land Art can be introduced and particularly to the new type of tourist that has
emerged, who is more intellectual, curious and aware. This tourist group is aware of the negative
impacts and pollution associated with the mass tourism sector. For them, travel is an opportunity
to learn about the values of life all over the planet, about nature and the emergence of civilizations,
and about different lifestyles, histories, culture, art, architecture and science, giving them a deep
understanding of the world.
For instance, in France, in Massif du Sancy, a Land Art festival titled Horizons-Arts-Nature has
been hosted since 2007, which for the regional tourism development committee provides them
with the perfect opportunity to promote winter tourism in the region since the region is almost
empty during the summer. For the committee the success of this long-running Land Art activity is
an opportunity to create a line of communication between the landscape and works of art in a
highly creative way. The committee states that 300 projects are proposed every year, although only
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about a dozen are selected. The selection committee asks artists to explain the philosophy of their
work in a few lines and the selected projects are expected to connect with local history and
geography. The works are created on both public and private land with different sites opened up
each year. In the festival the power of volcanos, hot springs, crater lakes and dykes, as well as
rivers, hot springs and lakes serve as a source of inspiration. The artists encourage visitors to
question the notion of landscape, forcing them to look into nature from a different perspective
(Fererol, 2017).
As another example is the international tourism public Land Art competition for Wu Xiang
Mountain in Lishui, Nanjing City in China, organized by Architects in Mission (AIM). Wu Xiang
Mountain is the fifth national forest park in the country, attracting more than half a million tourists
every year for sports and leisure. The theme of the competition is declared as nonintervention;
artists are expected to communicate with the mountain using their intuition and to propagate the
local culture through the international power of art (Aim Committee, 2018).
The first Land Art park was created in Mirapolie in Ukraine as an extension of a festival, involving
artists from different regions in the country. The project was initiated by the head of the district
tourism council and the aim was to create 20 artifacts that would change the infrastructure of the
city, attract tourists, develop public interest in contemporary art and thus popularize Land Art in
the country. They mention that Land Art is expensive, in that colossal artefacts are created from
perishable materials such as sand, rock, glass and iron and are, in a sense, short term expensive
investments. Furthermore, they are temporary, being produced out of organic materials such as
sand, grass and iron, and as such are susceptible to thunder, wind and/or sunshine (Stedley Art
Foundation, 2019).
In Lithuania, a Land Art festival is organized every August to which artists and students from all
over the world are invited. (Land art Festival, 2012) In Switzerland, since 2010, under the
leadership of the Air and Art Foundation, artists have been invited to create contemporary works
of art that make use of the natural and cultural assets of the territory for the Land Art Festival
(Antille, 2017). To celebrate the 400th anniversary of Gothenburg, Sweden in 2021, Land Art
installations that will be accessible to all have been designed for the city, with a new installation
added every year. In Positiparnehn, next to the Frölunda Cultural Center, a Land Art festival was
organized in June 2017, where artists and local people were invited to contribute to the creation of
sculptures, buildings and works of art across the landscape. The stated aim of the event was to
improve the visibility of the city throughout the year. For instance, artists were inspired to create
a lily garden in the former Harlanda prison yard (Gothenburg Land Art, 2019).
In Australia in 2013, the creation of a Land Art farm project was on the agenda of the tourism
support programmers of the Australian government. Land Art Farm has become a part of the
tourism support program of the Australian Government (Wellsman, 2013).
In Andorra, a Land Art Biennial Foundation was established to create a countryscape through
artistic interventions, in which works of art were injected into the landscape based on a set of
aesthetic codes. The stated intention in the project was to attract a new type of tourist to the country
– one that moves cultural reasons, particularly in the times of the year when the country tends to
attract fewer tourists. The intention was to increase the international prestige of Andorra through
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its commitment to culture and art, and to give society the message that the Andorran environment
and its artistic heritage has a significant value that should be explored by visitors (ALA, 2019).
In Spain, Land Art festivals are promoted to introduce the works of Spanish artists to tourists. For
instance, in the Spanish village of Geanguacil, the old cemetery was refurbished by Spanish artists
Juan Francisco Casa and Eugenio Troncoso, who painted its walls and niches with spoof posters
advertising the unlikely opening of the Guggenheim Museum. This was an unusual attempt to
support Spanish artists, while also bringing some measure of economic revival to a remote ancient
village that was visited rarely by. (Minder, 2014) As recommended by Trip Advisor, one can today
visit Ledro, Italy to see a forest-based Land Art installation that seeks to combine art and nature
with a 1 km long circular path through a forest where around 20 artworks are on display for tourists.
The tourist website terbtino.com mentions Ledro Land Art - attempt to animate people and to get
them to consider the relationship between humankind and nature (Trentino.com, 2018).
India’s first Land Art festival was organized on farms in 2016 with government support. For
instance, in the village of Paradsinga, a seed festival was organized with the participation of
farmers, artists and villagers and lasted for three years. Social workers, artists and local farmers
were invited to the village to create powerful images related to contemporary farming, resulting in
seven different pieces being created on seven different farms. The ultimate aim was to increase the
visibility of the village and to create a Land Art festival for the celebration of life and nature
(Bahattad, 2016).
Moreover, Land Art Generator LAGI of Seattle, the United States, held design competitions in the
United Arab Emirates in 2010, in Copenhagen in 2014, in California in 2016 and in Melbourne in
2018 in which the aim was to provide a platform for artists, architects, landscape architects,
engineers and scientists for the creation of human-centered solutions in the field of sustainable
energy, enhance the city with works of public art that provide clean energy to thousands of homes
(Land Art Generator, 2018).
As can be seen from the above examples, Land Art events are today gaining popularity as a niche
tourism market all over the world, with projects that not only increase the visibility of tourist
destinations but also attract tourists to formerly bare places. They are environmentally friendly
projects that raise awareness not only among visitors, but also local people, experts and
academicians, promoting the protection of local natural and socio-cultural assets, and thus, the
planet.
Rhythm of Life
Rhythm of Life is the world’s largest contemporary Land Art project, designed by Andrew Rogers,
an Australian sculptor. The project was launched in 1998 and took 13 years to complete, involving
the creation of 51 giant stone geoglyphs and earth sculptures of up to 40,000 square meters
(430,000 sq. ft.) in size in interesting locations in 16 countries, namely Mexico, Antarctica,
Australia, Bolivia, Chile, China, Iceland, Israel, Kenya, Namibia, Nepal, Spain, Slovakia, Sri
Lanka, Turkey and the United States. He placed a number of geoglyphs in a selected location in
each country aside from Turkey where he created a Land Art Park in Cappadocia containing many
earth sculptures. One geoglyph he used in all locations was given the name Rhythm of Life
(Vaucher, 2011).
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For the project, he was inspired by the Nazca Lines in Peru, creating geoglyphs in barren locations
in nature and besides the common Rhythm of Life geoglyph, in each location he used other
geoglyphs to represent local myths. For instance, he produced a geoglyph called the Ancients,
inspired by the pre-Columbian deity El Señor de los Báculos, in the Rio Loa area near Calama,
Chile, featuring a motif that referenced the Tiwanaku (also spelled Tiahuanaco) culture that existed
between 300 and 900 AD (Fig 8.). In a twelfth century castle in Slovakia, Rogers constructed a
rock chain in the shape of a spindly-legged horse, replicating an image on a two-thousand-yearold coin found nearby. In the Antarctic, at the foot of the Dakshin Gangotri Gacier, he created a
temporary image on a frozen lake using local gravel. He considers the 51 geoglyphs he created
around the world to be connected to each other and to represent the history of humankind on Earth,
thus the Rhythm of Life. Through these new spiritual expressions, the natural and cultural heritage
can be sustained in a visitor’s memory and passed on to the next generations, thus building an
intercultural dialogue that extends beyond time and space (Puvanenthiran, 2014) (Rogers, 2015).
These projects, in general, are a real community effort. As Puvanenthiran points out, Rogers took
care when choosing suitable sites for the project, studying many maps and talking with local
people, particularly the elderly residents, so as to choose an appropriate site. He has stated that it
sometimes took him years to identify an appropriate location and to persuade local officials to
allow him to produce his art there. Moreover, he strived to identify mythical symbols to be
represented in the project through dialogue with community elders, local workers, archeologists
and ethnologists, with the primary aim of reproducing optimistic symbols representing life and
regeneration (Puvanenthiran, 2014).
Rogers’ project was also carried out in collaboration with local people. For him, equal footing is
an important issue and so he paid the men and woman involved in the project equally. His inclusion
of local people in the construction process was a new approach to Land Art. Some 750,000 local
people worked on the project around the world, including Chinese soldiers, Bolivian farmers,
African nomads and pastoralists. For some of those who worked on the project, this would be the
first time they had ever earned a wage. Rogers believes that this humanistic approach was
extremely beneficial, drawing the attention of local people to the importance of preserving and
sustaining their cultural heritage. Moreover, he engaged in traditional rituals with the local people
to celebrate their production. In some locations, community elders were invited to bless the land
at the outset of the project and upon its completion, in accordance with local tradition
(Puvanenthiran, 2014).
Like the geoglyphs in Nazca, Rogers works mostly with rocks and tries to use traditional
construction techniques. For him, rocks are an important aspect in the history of humankind,
reminders that the first dwellings were caves. Moreover, similar to the Nazca Lines, Rogers’
geoglyphs can be experienced from the ground, walking among them, from drones, satellite
images, hot air balloons or aircraft. (Rogers, 2015)
As he explains, like the Nazca Lines, Rhythm of Life is a temporary product, although some are
not expected to last long, while others are expected to last hundreds of years. Though built out of
stone, each structure will in time erode back into the landscape, crumbling into the different earths
from which they were made. That said, Rogers arranges his artworks in nature in such a way that
although still ephemeral, they will not disappear for centuries and consequently will lay a long trail
of memory and contemplation. As Rogers explains, artworks should deliberately enter the lifecycle
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of nature, and as life is defined by birth and death, art is also ultimately meant to be impermanent.
(Rogers, 2015)
As Langen points out, Rogers enters into a direct and permanent dialogue with the environment in
this project through which art and nature not only enhance each other but also merge to become a
new and unique work. By researching and reaching back to the ancient, primal symbols of each
host culture and working with local communities Rogers refashions values of the past into the
present and the future in a creative way. By choosing specific topographies as sites for the project
and constructing the works of Land Art without absorbing the environment – even constructing
temporary pieces in order to leave the environment as it is – he demonstrates a real attempt to
produce authentic spaces to attract tourists (Langen, 2016).
Land Art in Turkey: Time and Space
The most outstanding component of Rhythm of Life is the one located in Cappadocia, Turkey,
named by Rogers as Time and Space. The project comprises 13 monumental columns and six
geoglyphs, created between 2007 and 2011 above the deep valley that extends between Avanos
and Nevşehir over a distance of 2.5 kilometers and at an altitude of 1210 meters (3970 feet) in the
expansive Karadağ Mountain Valley. It is the world’s largest ever contemporary Land Art park.
(Rogers, 2016) As Langen mentions, Rogers seeks to attract those visiting the legendary cave cities
to also come and see the unique Time and Space sculpture park (Rogers, 2014). For Rogers,
Cappadocia is an important juncture between Asia and Europe, being the historical land where
people in 4000 BC created habitable caves in the white stone of this volcanic landscape. In time,
the Assyrians, Hittites, Mongols, Persians, Greeks, Romans and the people of the Ottoman Empire
all left their marks on the landscape. The vast underground habitats and monasteries show just how
big a threat was posed by the ever-changing invaders (Rogers, 2014).
Working in collaboration with local people, Rogers designed and built monumental installations
and giant horizontal geoglyphs that represent the historical background of the area, adopting
universal images found in local museums or on historical buildings. For instance, he used the large
horse image found in a 6,000 year old rock drawing located in a museum in Nevşehir to represent
the livelihood of the village community, a palm tree as the tree of life a two-bodied lion as a
metaphor for strength and Siren half human and half bird as a metaphor for the human journey to
the underworld and heaven. Besides the six geoglyphs, depicting images of historical significance,
he uses the Rhythm of Life image to symbolize the coincidences witnessed, during the course of
human life. All of these images were depicted in sculptures measuring between 60x60 meters
(197x197 feet) and 100x100 meters (330x330 feet), and so they are only legible from an elevated
position, such as from the amphitheater Rogers created on a mountaintop at the end of a path
created in connection with the structure. They are best viewed from above – from a hot air balloon,
according to the artist. That said, he also wants visitors to enter into a close interaction with his
works of art – even though they will be unable to perceive the entire image when walking around
the installation, they can still have a sense of it. As he says, I want people to touch the walls, to run
around them, to climb them. Our sense of touch can teach us a lot about the relativity of our bodies
to the space or objects that surround them (Langen, 2016) (Rogers, 2021).
The second phase of the construction project was completed between 2009 and 2011 when Rogers
added several installations made from basalt steles up to 19.5 meters (64 feet) in height, arranged
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in different forms – sometimes in rows, sometimes in groups, and in other times as gates and
colonnades. These structures represent ancient ruins/relics of perished cultures. As Rogers
mentions, for several of the structures he applied old mathematical formulas, such as the Golden
Ratio or the Fibonacci sequence. Monuments arranged in an elliptical pattern are meant to
symbolize the orbit of the planets around the sun. The upper end of the tallest column was covered
with 23-karat gold leaf on its east and west sides to reflect the sunlight (Langen 2016), (Rogers,
2014), (Rogers, 2021).
Time and Space is also designed and produced in collaboration with the local communities and the
nomadic families who camp near the project site. Working for the project, lines of workers
collected tons of rocks, which were passed down the human chain before being stacked to form
walls using traditional drystone wall techniques without mortar. As with the other parts of the
project, the completion of the project was celebrated according to local tradition, with women
dancing in brightly colored dresses, watched by the men. Thus, everyone celebrated the work of
art, which radiated the beauty of their land and that was created through their own efforts of
transporting the stones by hand (Langen 2016), (Rogers, 2014), (Rogers, 2021), (Vaucher 2011).
Time and Space was promoted in some national and local newspapers in Turkey, although very
few people, even the tourism authorities, were aware of the existence and the possible contributions
of the project to the Turkish tourism market. Unfortunately, few Land Art projects are generated
or promoted by either the government or the local tourism authorities in Turkey, as it would seem
that Turkey is somehow overlooking the development of this niche market.
Conclusion
As discussed above, a new type of tourist is emerging in this new century – being more intellectual,
sensible and curious about authentic experiences during their travels. Land Art has real potential
to offer a different authentic experience to this new tourist type. The basic characteristics of Land
Art, elaborated here with the example of Rhythm of Life, can be summarized as follows:
It is an artistic production of an artist in cooperation with local people. In the end, not only tourists,
but also local people, experts and students are drawn to such spaces and have the opportunity to
experience them in unconventional ways,
It is well integrated into the natural and socio-cultural space and does not destroy the local identity
or diversity. Its spaces coexist with real/actual spaces and it has a minimum impact on fragile
environments (places with unique social, cultural and physical characteristics). It is mostly located
in natural areas containing socio-cultural attractions. It is also a temporary production; in that it
disappears under natural conditions as time passes.
It is built mainly in cooperation with local people using regional materials and traditional
construction methods. In some cases, local people are paid for their contributions. This naturally
increases tourism revenues and local people thus contribute to the local tourism business more
effectively. This may also increase the awareness of local people of the benefit of protecting local
assets in the future.
It is obvious that these tourist spaces are open to new possibilities and change, with the identity of
place being continuously reconstructed through an objective and efficient dialogue between local
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people, artists, experts, academicians, national and international organizations, and tourists.
Accordingly, these spaces allow both tourists and the local community to develop a cross-cultural,
even joyful dialogue, and to learn more about the natural and cultural assets of the environment.
Today Land Art is emerging as a new and prestigious niche tourism market in the world that
combines contemporary art and the tourism sector to raise awareness of the need to protect
authentic socio-cultural and natural values of the land and thus the planet. In this sense, it is in
sharp contrast with both mass tourism and traditional cultural tourism that looks to the past in more
conventional ways and mostly destroys the authenticity of space. As mentioned at the beginning
of the article, instead of producing homogenized repetitious places, Land Art produces creative
places, and thus experiences, by motivating tourists to make different journeys into their past. Land
Art naturally transforms artists, local people, experts and academicians into active tourists who
also contribute to the production of space. Though Land Art is gaining strength as a tourism niche
in the new century it still requires extensive and creative promotion, as well as investment. These
are prestigious and expensive projects that should certainly be supported financially by national
and local governments.
Although Turkey hosted part of world’s most ambitious Land Art project Rhythm of Life, it seems
to be ignoring the Land Art tourism market. Turkey is already a significant global tourism
destination, with its rich natural and socio-cultural values, but it could certainly develop into one
of the leading countries in the development of the Land Art movement. Moreover, Land Art has
further potential as strong public relations project, particularly in this fragile time in the tourism
market and can increase the tourism brand value of the country. Even amid the Covid-19 pandemic,
Land Art has the potential to attract the attention of tourists by connecting people with tourism
spaces through online unique art exhibitions. Governmental and non-governmental institutions,
local tourism markets and private funds should be educated about the potential and strategic
significance of Land Art projects for today and for the future.
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Abstract
One of the founding purposes of development agencies established in our country within the scope
of EU harmonization process is to improve tourism sector in the target region. Accordingly, in
this study, tourism in the regional plans of Western Black Sea Development Agency (BAKKA)
conducting studies for regional development (Zonguldak-Karabuk-Bartin) was investigated
through content analysis. Western Black Sea Development Agency, as other 25 agencies in
Turkey, developed two regional plans involving 2010-2013 and 2014-2023 periods. 2010-2013
Regional Plan comprises of one volume, and 2014-2023 Regional Plan of three volumes. Tourismrelated subjects in the four-volume regional plans were analyzed through MAXQDA program used
in qualitative research methods. The research results revealed that, in the regional plans, a holistic
approach was not adopted for tourism; tourism-related subjects were included independently of
each other; current situation in tourism was evaluated through SWOT analysis; and that regional
plans on tourism in Western Black Sea should be developed as applicable, monitorable and with
assessable results.
Keywords: regional plans, western black sea development agency, content analysis
Introduction
Since the region affected most by the Great Depression of 1929 in America was Tennessee Valley,
the first regional development program in history was introduced there. In Europe, after the World
War II, countries established development-oriented policies and started studies on regional
development; in other words, inclined to internal development policies, and development agencies
were founded rapidly in Europe especially in France, England and the United Kingdom together
with their EU membership. Starting from the 1990s, the strength of regional development agencies
increased rapidly and, in 1991, all agencies in Europe gathered under the roof of European
Association of Development Agencies [EURADA]. EURADA has 78 members in 23 countries
and continues its activities as an organization that operates services for project production, opinion
and knowledge sharing, and consultancy by gathering persons or institutions working on economic
development together.
Turkey’s transition to modern regional policies was only possible when its EU membership
process began in 2000 (Bilen, 2005). That Turkey started the EU accession process starting from
the 2000s is considered as the first step in transformation of regional policies. Turkey entered into
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a series of obligations in this field, and the first obligation was Nomenclature of Territorial Units
for Statistics [NUTS]. While other regional policy plans in operation were National Program
(Avrupa Birliği Başkanlığı, 2021), Preliminary National Development Plan (Ön Ulusal Kalkınma
Planı, 2003), Technology Development Regions (Başbakanlık Teknoloji Geliştirme Bölgeleri
Kanunu, 2002), and Industry Regions (Başbakanlık Endustri Bolgeleri Kanunu, 2003), another
plan developed recently is modern regional development planning like development agencies
(Keskiner & Sungur, 2010).
It is observed that development implementations began in Turkey in the 1990s. The aim of these
implementations in Turkey was to accelerate the EU accession process and increase the
subsidiarity desired in the country with internal development dynamics (Özaslan & Ünlü, 2015).
The most significant reason for development agencies to be founded in Europe and in our country
is to overcome regional disparities in accordance with geographical superiorities. In other words,
minimizing and even eliminating differences in regional development level through local
administration constitutes the most important objectives of regional development agencies (Tutar
& Demirel, 2007).
In this study, tourism phenomenon was investigated in regional plans developed by Western Black
Sea Development Agency for 2010-2013 and 2014-2023 periods. In the first part of the study;
development agencies, regional plans and tourism in regional plans were reviewed; afterwards,
what kind of tourism-oriented planning was included in regional plans of BAKKA was examined
through MAXQDA program based on content analysis. Since tourism is a developing sector in
Western Black Sea, BAKKA provides financial support for projects regarding this region.
Furthermore, it is identified in the literature review that there has been little academic research on
tourism-related regional plans of BAKKA. Therefore, in this study, tourism in the relevant regional
plans was examined through content analysis method.
Literature Review
The concept of regional development can be defined as the body of studies that consider regional
vision formed through mutual interaction of regions in the whole country with the surrounding
regions and the world, adopt participation and sustainability as the main principle, and aim to
increase regional welfare by improving human resources and triggering economic and social
potentials (DPT, 2003a). In addition, it is observed in the literature that there are different
definitions for development agencies. For instance, development agencies are described as regionorigin institutions financed by the government to ensure development in the region (Halkier vd.,
1998). Koçberber (2006) refers regional development agencies as structures that are established
based on a legal provision and that aim economic development in the region by enabling
cooperation between non-governmental organizations [NGO], private or public institutions and
local authorities within a certain region of a country. Based on these definitions, development
agencies have three key elements as follows (Tutar & Demirel, 2007):
•
•
•

Being based on public power,
Aiming at economic development,
Covering a geographical region.
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It is acknowledged that there has been an important transformation from economic development
policies designed at national level and put into practice to local/regional development systems
(Beer & Maude, 2002). According to International Labor Organization [ILO] (2001), local
development approach is effective for prominence of development policies that offer regions the
opportunity to shape their own economic and social future, and that are shaped by bottom-up
decision-making processes. One of the most important solutions to problems like nondevelopment,
marginalization and increase in poverty in a region is to develop local development strategies,
ensure coordination between local actors to put these strategies into practice and strengthen these
activities (Çetin, 2006).
Regional development agencies [RDAs] are structures that are established based on a legal
provision and that aim economic development in the region by enabling cooperation between nongovernmental organizations, private or public institutions and local authorities within a certain
geographical region of a country (Koçberber, 2006). According to EURADA, RDAs are
institutions that identify sectoral and development problems, detect opportunities for relevant
solutions and support projects developing these solutions. In this context, RDAs have four main
responsibilities as (Whittm, 1999):
•
•
•
•

Accountability,
Sustainability,
Usefulness and
Integration - involvement.

Today, economic development has gained local dimensions such as providing employment by
creating local job opportunities, directing local people to employment and increasing national
income per capita at local level (Beer, 1996). Additionally, institutions like the EU, IMF and the
World Bank emphasize the localness principle in their development strategies for countries. In this
context, the main objectives of the programs implemented by the EU to support local development
are as follows (Tutar & Demirel, 2007, p. 68):
•
•
•
•
•
•

To provide infrastructure support to small-size enterprises,
To provide assistance for the establishment and protection of small-size enterprises which
are an integral part of the local economic life,
To improve research and development activities in small-size enterprises and promote the
establishment of cooperation networks,
To develop tourism resources by transforming residential areas and industrial facilities
with local historical heritage,
To develop local resources for agriculture and fishery, including advertisement of local
food and handmade products,
To support initiatives for local employment opportunities.

Based on the aforementioned objectives, it can be stated that the European Union supports regional
agencies in order to achieve the plans and objectives to ensure economic development from local
to center. With the recent changes in development policies, it comes into prominence that regional
development is structured as bottom-up, rather than top-down, in more detail with the participation
of local actors (Özaslan & Ünlü, 2015). Towards the end of 1980s, traditional top-down policies
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were replaced by bottom-up (region-to-center) policies (Tutar & Demirel, 2007). In the table
below, Berber and Çelepçi (2005, p. 147) evaluate development agencies’ bottom-up approach in
terms of organization, economic tools, functional management and policy instruments:
Table 1. Development Agencies
Innovations
Policy Instruments
Economic Tools
Organizational Structure
Management Style

Top-down
Financial sanction and bureaucratic
regulations
Public services
Equality among regions
Growth of national economy
Structure based on central
management
Reactive management

Bottom-up (New approach)
Consultancy services
Financial sanctions
Public services
Growth of regional economy
Competition among regions
Regional semi-autonomous structure
Proactive management

When Table 1 is examined, it is observed that regional development agencies were established in
order to design all local resources properly and effectively with a participatory management
approach, and thus ensuring regional development. Inclusion of all stakeholders in the region in
the projects indicates a proactive management style. Existence of development agencies in all
provinces representing the regions means that they have a regional semi-autonomous structure and
having their own budget means freedom in the policy instruments they use. Cankorkmaz (2011)
states that projects by development agencies should be designed in a way that will attract foreign
investors as well as local ones to the region, and that the projects should be continued with support
by all stratas of society -NGOs, Professional Chambers, Local Administrations.
Significant changes have been observed in regional development policies in the last 30 years.
While the regional development concept generally accepted after the 1950s includes major
infrastructure investments as a precondition for growth, today’s understanding of regional
development embraces concepts such as innovation, innovative environment, knowledge-based
development, human capital, collective learning, interdependence, and local culture (Akpınar,
2013). Moreover, since the 1980s, instead of direct government aids, regional development
policies have started to aim for internal development and alternative investments that increase the
quality of the location such as labor force, quality of life and investment climate. Previously,
regional development policies only considered the distance to the market, labor force and raw
materials while new regional policies began to take into account a structure consisting of social
relations, norms and institutions (Akpınar, 2013). In our country, the concept of regional
development was first introduced in detail in the VII. Five-Year Development Plan covering the
period between 2001 and 2005. (Saraç, 2006, p. 31-32) listed the contributions of regional
development to the country’s economy as follows:
•
•
•
•
•

Achieving a high rate of development by utilizing the resources in various regions of the
country for economic activities,
Establishing the population-resource balance of the country,
Integration of the dualist economic structure,
Designing the economic environment and urbanization process in the most convenient way
for economic development,
Elimination of interregional welfare differences.
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In Turkey, the first development agencies, Izmir Development Agency (IZKA) and Cukurova
Development Agency (CKA) were established in Level 2 Region by Council of Ministers’
Decision published in Official Gazette No. 26220 in 2006 (Dağdaş, 2010). The Level-2 Region
refers to nomenclature of territorial units for statistics prepared at 3 levels by State Planning
Organization and Turkish Statistical Institute on 22 September 2002 within the scope of EU
harmonization process, and Level-2 territorial units for statistics are defined as scales where
regional development policies are being/to be implemented (Akpınar, 2013).
Establishment of development agencies in Turkey appear in the statements of “develop a national
policy for economic and social cohesion aimed at reducing regional disparities through regional
development plans at NUTS 2 level and Strengthen the administrative structures for managing
regional development under the sub-heading Regional Policy and Coordination of Structural
Instruments of Ability to Assume the Obligations of Membership envisaged as a short-term
objective in the European Union Accession Partnership Document acknowledged on 14 April
2003” (DPT, 2003b, p. 11-16). In this context, there are 26 development agencies serving in
different regions of our country since 2006.
The Concept of Regional Plan
Regional plans first developed in the late Ottoman period were developed mainly to minimize
inequalities between regions. The plans aiming to use regional resources effectively by utilizing
the regional potential are also of great importance to ensure socio-cultural development as well as
economic one.
In this context, regional planning can be defined as all studies conducted to determine the
relationship between resources and investments necessary for production in a country or region to
accelerate development in line with local people’s requests and expectations, activate all
institutions and organization to achieve the objective, identify the optimal use of region land, and
to provide social, cultural and economic development in the region (Sakman & Soral, 1966). As
regions with good economic resources and development potential develop, regions with
inadequate resources and limited potential cannot develop, and it becomes a problem. Therefore,
development difference between regions is intended to be overcome through regional plans to be
developed (Keleş, 2010).
Even though it is stated in Turkish Court of Accounts’ 2017 Audit Report for Development
Agencies that development plans are highly important documents as indicated in Law No. 5449
on Foundation, Coordination and Duties of Development Agencies, no explicit definition of
regional plan has been encountered in the legislation. In the plans of development agencies,
regional plan is described as “the strategy, coordination and leading documents designed based on
strategic planning approach and participation principle in order to determine the relationship
between policy, plan and strategies produced nationally and activities to be performed locally for
development of a region, strengthen cooperation and coordination between local institutions and
organizations, improve collaboration between public, private sector and non-governmental
organizations, accelerate regional development, provide sustainability, ensure on-site detection of
resources and their efficient use for development, and form a basis for regional programs and
projects” (Sayıştay Başkanlığı, 2018, p. 28).
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Regional plans in Turkey are plans prepared considering the local needs under the responsibility
of development agencies in 26 regions, using data gathered by qualified human resources through
field studies conducted in all areas of the region based on the mission of local participation (Toy,
2015). Although it is believed that Development Agencies are insufficient in the implementation
process of regional plans, it is known that they have high level of responsibilities regarding transfer
and monitoring of resources.
The Ministry of Development authorized Development Agencies for regional plans and the power
to approve regional plans was granted to the Regional Development High Councils in accordance
with the Decree Law No. 641 (Sayıştay Başkanlığı, 2018). Presidential Decree No:4 on institutions
and organizations affiliated, related, and associated to Ministries defines the duties of
Development Agencies which focus on regional plans, as follows (Sayıştay Başkanlığı, 2018, p.
33):
•
•
•
•
•
•
•

To carry out projects and activities for the implementation of plans and programs in the
region,
To support projects on rural and local development in line with regional plans and
programs,
To monitor the projects carried out by private sector, public bodies and NGOs in the
region,
To cooperate with private sector, public bodies and NGOs in order to achieve regional
goals in line with regional plans,
To use or let use the resources allocated to the agency in accordance with the regional
plans,
To conduct or encourage research to determine all resources and opportunities in the
region,
To inform national and international investors about business and investment
opportunities in the region.

When the duties of Development Agencies are examined, it is observed that regional plans are
important guides in fulfilling these duties and that these plans and projects should be prepared
inclusively. Regarding the status of development agencies around the world and in Turkey, it is
seen that they prioritize the implementation of projects in the tourism sector. The most important
reason for this is that tourism sector is one of the leading sectors in supporting local development.
Indeed, tourism is one of very few sectors that can merchandise the locals’ products and habitats
without changing their existing lifestyle and support rural development through measures and
promotion activities to develop tourism. Development agencies in Europe being aware of this fact
conduct a series of studies to encourage remigration from cities to rural areas and support local
people’s works through projects. Besides, when the employment capacity of sectors in Turkey is
evaluated, tourism sector is included in regional plans of 26 development agencies as a sector in
which employment can be increased with the least amount of investment required (1,5 million TL
for one-person additional employment).
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Table 2. Sectors’ Power to Provide Employment in Turkey
Investment Object
Crude Oil Production
Chemical Fertilizer
Energy
Iron-Steel
Cement
Flour and Bakery Products
Fruit and Vegetables
Soft Drink Industry
Motor Vehicle
Weaving
Electronical Devices
Shoe Industry
Tourism (Hotel Management)
Source: Yıldız, 2011

Amount of Investment Required
for One-Person Employment
(TL)
240,8
91,6
65,0
45,0
40,0
20,8
20,5
12,9
12,6
12,1
9,9
3,3
1,5

Braden and Wiener (1980) state in their study that tourism sector has an essential role in regional
development and efficient use of resources in the regions. Besides, they emphasize that regions
lacking necessary resources and the opportunity for development in tourism, agriculture and
industry can develop at the same level as other regions through investments in tourism sector.
Moreover, Çeken (2008) indicates that tourism is an important sector in regard to providing
regional development by means of resources for tourism supply that the country or region
possesses.
In their study, Özkul and Demirer (2012, p. 173) summarize tourism-related aims and objectives
of 26 development agencies in Turkey as follows:
•
•
•
•
•

To develop tourism strategies and action plans on urban scale,
To provide city branding,
To support tourism investments with high quality of service,
To diversify tourism activities in cities by turning historical, natural and cultural values
into touristic assets,
To work on promotion and branding on urban scale.

Methodology
This study was designed based on 2010-2013 and 2014-2023 Regional Plans of Western Black
Sea Development Agency whose category system was the subject of analysis. BAKKA is an
organization founded in 2009 based on the Council of Ministers’ Decision, and it continued its
activities in TR81 Level 2 region consisting of Zonguldak (as the center), Karabuk and Bartin
starting from March 2010 coordinated by the Ministry of Industry and Trade. Accordingly, in the
study, answers were sought to the two questions below:
•
•

What main themes are tourism-related subjects in regional plans of Western Black Sea
Development Agency included in?
To what extent have tourism-related targets and strategies in these main themes
contributed to development of regional tourism?
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Figure 1. The Code System Used in the Study

In the study, content analysis was utilized as one of the qualitative research methods. Tourism
phenomenon was investigated in a total of four regional plans for 2010-2013 and 2014-2023
periods, developed by Western Black Sea Development Agency actively operating in Western
Black Sea region of Turkey. The coding system presented below was used for each regional plan
in search of tourism phenomenon. As is known, coding can be performed in three different ways
as coding with predetermined concepts, coding with concepts obtained from the data and coding
within general structure. In this study, codes were created both through predetermined concepts
and by reading regional plans.
In this context, the research data were reached through document review technique. To systematize
tourism in 2010-2013 and 2014-2023 regional plans of the development agency, content analysis
was used. Content analysis, which is a qualitative research method, helps reveal the implicit
meaning of a statement or text instead of the explicit one (Bilgin, 2006). Therefore, it is necessary
to investigate the implicit meanings besides explicit ones in the analysis. Consequently, the study’s
restriction to apparent content enables hidden motives of the text to be revealed (Koçak & Arun,
2013). Then, content analysis is a research technique that ensures systematic examination of the
content generally within the framework of predetermined classifications (Basım et al., 2008, p.
39). Content analysis provides the opportunity to apply statistical process on oral-written data
afterwards and to acquire important information about a specific concept, view, situation, feature
or variable (Tavşancıl & Aslan, 2001). Since content analysis has no standard category system to
be used in every kind of research, researchers need to create their own system based on analysis
material. In other words, it is known as creation of a category system through both deductive and
inductive methods (Gökçe, 2006). Content analysis is conducted in order to reveal systematic,
generalizable and objective results with the help of specific characters defined in the text (Stone et
al., 1966).
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Findings
In this study, tourism-related subjects and concepts included in regional plans were gathered
together systematically by the author as specific to headings in question, and it was intended to
explain, in tables, the tourism themes that Western Black Sea Development Agency mainly treated
in regional plans. In the literature, there are a great number of evaluations on validity and reliability
in qualitative research methods. For example, according to Yıldırım (2010), researchers in
qualitative studies are the assessment instruments themselves, and validity is ensured for detailed
and systematic presentation of the study. The research data in this study were analyzed through
MAXQDA 2020 software for qualitative data analysis. In this context, research cycle is presented
in the figure below.
Research Model
Western Black Sea Development Agency’s 2010-2013 and three-volume 2014-2023 Regional
Plans were investigated in the study. In the former plan; current state analysis, GFTZ analysis,
primary aims and objectives, policies to develop primary objectives and implementation,
monitoring and evaluation of these policies are included whereas in the latter plan; current state
analysis for the provinces of Zonguldak, Karabuk and Bartin involved in the region of the agency
in volume one, development axis, priorities and precautions in volume two, and sector definition,
prioritization, competition analysis, province and district analyses in volume three.
Figure 2. Proposed Research Model

Frequencies of the codes analyzed in 2010-2013 and 2014-2023 (Volume I-II-III) Regional Plans
of BAKKA are presented below. When Figure 1 is examined, it is observed that, in 2010-2013
Regional Plan; subjects of policy, planning, targets and strategies in tourism are mentioned 47
times; SWOT analysis 32 times; tourism assets 18 times; tourism potential 16 times; problems in
regional tourism 14 times; diversification of tourism 7 times; activities 6 times; mission-visiondevelopment axis and precautions 5 times; marketing-advertisement-promotion-city branding 4
times; skilled labor 2 times. In this context, in 2010-2013 BAKKA Regional Plan, tourism-oriented
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policies, targets and strategies were identified; current state of tourism was evaluated through
SWOT analysis, and improvable tourism assets of the region were presented within provinces of
Zonguldak, Karabuk and Bartın.
Table 3. Western Black Sea Development Agency Regional Plan Contents
2010-2013 Regional Plan Contents (191
Pages)
Current State Analysis
GFTZ Analysis
Primary Aims and Objectives
Policies to Develop Primary Objectives
Implementation, Monitoring and Evaluation
Relationship of Regional Plan with Upper Scale
Plans
Performance Relations
Results of Questionnaire Implemented on
Stakeholders Within the Context of Identifying
Problems and Solutions in Western Black Sea
Region

2014-2023 Regional Plan Contents
(3 Volumes)
2014-2023 Western Black Sea
A General Overview of Regional Plan
Regional Plan Volume 1: Current
Overview of Economic and Social Structure of the
State Analysis (230 pages)
Region
District-Oriented Strategies Sheet with 2014-2023
Regional Plan
Regional-Scale Important Projects
2014-2023 Western Black Sea
Schema of Vision, Development Axis, Priorities,
Regional Plan Volume 2:
Precautions and Policies
Development Axis, Priorities and
Localization of Priorities and Precautions
Precautions (84 pages)
P1: Providing Sectoral Diversity
P2: Increasing Competitive Power of Current
Industrial Activities
P3: Enriching Facilities of Transport, Infrastructure
and Logistic
P4: Diversifying and Developing Tourism
P5: Increasing Habitations’ Quality of Space and
Life
P6: Enabling Social Development
P7: Enabling Rural Development
P8: Providing A Healthy and Balanced Life
2014-2023 Western Black Sea
Sector Definition
Regional Plan Volume 3: Analyses Sector Prioritization
(126 pages)
Competition Analysis of Privileged Sectors
Action Plan

The subject mentioned the least in the regional plan was skilled labor. Nevertheless, as indicated
in the literature review, when tourism is evaluated in relation to the amount of investment required
to provide a one-person employment opportunity in a region, it is a sector in which employment
is offered with the least amount of investment. At this point, it is necessary for 2010-2013 BAKKA
Regional Plan to have included the subject of employment in tourism more. Besides, regarding
that the most important dimension for the popularity of a destination is advertisement and
promotion, the number of relevant policies is considered inadequate.
Figure 3. 2010-2013 BAKKA Regional Plan Code Frequency

Volume one of 2014-2023 BAKKA Regional Plan comprises of Current State Analysis. In the
current state analysis conducted for tourism, the code having the highest score (75) was Tourism
Assets. Another code with a high frequency score (36) is SWOT analysis. The scores of other
codes are respectively 11 for problems in regional tourism and relevant solutions, and
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diversification of tourism, 4 for tourism potential, 3 for marketing-advertisement-promotion-city
branding, mission-vision-development axes, priorities and precautions, and tourist profile, 2 for
activities, and 1 for local community and tourism.
Figure 4. 2014-2023 BAKKA Regional Plan Volume I Code Frequency

It is observed in volume one of BAKKA 2014-2023 Regional Plan that information on natural,
cultural values and touristic assets of the region is included densely. In this context, situation
assessment for the regional tourism was performed through SWOT analysis.
Figure 5. 2014-2023 BAKKA Regional Plan Volume II Code Frequency

This analysis provides information about the subjects on which tourism-oriented development
axes, prioritization of sectors and action plans can be prepared specifically in volume two and three
of 2014-2013 Regional Plan. It is observed in this plan that the other codes (tourism potential;
marketing-advertisement-promotion-city branding; mission-vision-development axes, proiorities
and precautions; policies, planning, targets and strategies in tourism; activities; local community
and tourism) are not mentioned sufficiently. Volume two of 2014-2023 Western Black Sea
Regional Plan is developed under the title of Development Axis, Priorities and Preautions. When
the figure above is examined, it is observed that 14 tourism-related subjects are not mentioned at
all under this title.
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Figure 6. 2014-2023 BAKKA Regional Plan Volume III Code Frequency

In other words, how tourism-oriented regional development will be ensured has not been
determined clearly. As is known, regional development in tourism can be provided through
destination management planning. No relevant prioritization has been identified in volume two of
the regional plan. Volume three of the Regional Plan is titled as Analyses. When Figure 5 is
examined, it is observed that eight of the tourism-related subjects are focused on. In this volume
in which competition analyses and action plans of privileged sectors are explained based on
districts, SWOT analysis with the highest frequency score (80) and problems in regional tourism
and relevant solutions with the score of 56 are included. Considering that another SWOT analysis
is performed in this section, it can be interpreted that volume three of 2014-2023 Regional Plan is
not in coherence with the other volumes. In addition, in action plans, it is necessary to include
explanations on how to put solutions into practice rather than to present the problems.
Figure 7. Code Creation Model I

One of the analyses that can be performed through MAXQODA software is relational findings. In
the study, it was attempted to analyze whether there is any relationship between the codes for
regional plans, and if there is one, what codes are related. Accordingly, no relationship has been
encountered between lack of skilled labor-qualified personnel and tourism potential-tourism assets
in BAKKA regional plans for 2010-2013 and 2014-2023 (Vol. 1). However, in volume two of
2014-2023 plan, infrastructure-superstructure-number of facilities-investment in tourism and
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diversification of tourism are related, and policies-planning-targets and strategies are related with
mission-vision-development axes, priorities, and precautions.
Figure 8. Code Creation Model II

It is also observed in Volume 3 of 2014-2023 BAKKA Regional Plan that Skilled Labor –
Qualified Personnel is associated with Problems in Regional Tourism, which is also related with
Marketing – Advertisement – Promotion – City Branding.
Conclusions and Recommendation
Since the 1980s, traditional top-down (center to region) policies have been abandoned, and bottomup (region to center) policies have been developed in America, being in the first place, and Europe.
The most important reason for this can be the motto of think local, act global accepted all around
the world. Similarly, Turkey has also tended towards regional development policies especially
during the EU accession process; in this context, starting from 2006, development agencies, whose
number is 26 now, have been founded as affiliated to the State Planning Organization. In all
development agencies, particularly the ones founded first in the country (Izmir Development
Agency [IZKA] and Çukurova Development Agency [CKA]), studies regarding tourism sector are
conducted. It is mostly because of the rich history, culture and unique natural beauties that our
country possesses. As a matter of fact, IZKA and CKA include tourism in their priority areas;
IZKA states that they will work on projects to ensure protection of cultural, historical heritage and
environment, and increase diversity in tourism, and CKA will also develop projects on cultural
and historical heritage protection and tourism diversification. As aforementioned, one of the
founding purposes of development agencies established within the scope of EU harmonization
process is to develop tourism sector in the target region. Accordingly, in this study, tourism
phenomenon in 2010-2013 and 2014-2023 regional plans of Western Black Sea Development
Agency situated in Turkey’s Level 2 region was analyzed through MAXQDA Qualitative Data
Analysis software.
As a result of the frequency analyses performed in the study, it is revealed that a holistic approach
has not been adopted in regional plans, which is also presented in Turkish Court of Accounts’ 2017
Audit Report for Development Agencies (all 26 agencies) as follows:
Regional plans are primary documents determining contents and main approaches of regional policy, and
accordingly, regional development means. Regional plans are developed to activate potential resources,
minimalize interregional development differences through optimum/rational utilization of these resources,
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and realize sustainable development. Regional plans and strategies are important means that materialize
physical expression of national priorities and policies in a way to meet the needs on a local scale, and they
act as a bridge with local policies, considering the principle of necessity for national plans to be based on
regional facts.

Considering the Code Co-Occurrence Models created, in 2010-2013 Regional Plan and volume
two and three of 2014-2023 Regional Plan, two relationships have been observed between the
tourism-related codes determined, but no relationship has been encountered in volume one of the
latter, which shows that tourism related subjects are included independently in regional plans.
Tourism in a region is not a subject that can be involved partially in regional plans. In this way,
tourism sector only maintains as an upper-scale document. Considering that tourism potential of
each region in our country is high, it would be helpful to develop a Tourism Sector Regional Plan
for Western Black Sea region, as well. It is also crucial that these plans are applicable, monitorable
and with assessable results. In order for development agencies to develop applicable plans and
projects regarding tourism in a region or city, paying attention to the following points may be
helpful:
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•

Analyzing cultural, historical and natural values of the region/city,
Conducting inventory studies on tangible and intangible cultural heritage of the
region/city,
Performing current state analysis on flora and fauna of the region/city,
Identifying the state of touristic facilities in the region and whether they need renovation
investment,
Performing touristic demand analysis of the region/city (target tourist identification),
Analyzing alternative tourism types to be developed in the region/city and designing
master plans than can be applied regarding alternative tourism types possible to be
improved,
Taking into consideration the regional visits and recommendations of local/foreign travel
agencies and tour operators bringing tourists in the region/city,
Conducting studies to identify the level of tourism perception in the region/city,
Analyzing infrastructure and superstructure works in the region/city,
Conducting studies on gastronomy and local food-drinks of the region/city,
Collaborating with all public-private sector and NGOs on destination planning of the
region/city,
Carrying out studies on all assets that can be offered as a touristic product,
Working on regional promotion, image and branding,
Receiving support from regional universities in the process of project development,
Ensuring EURADA membership of all development agencies,
Establishing foreign affairs units in each development agency and creating more
resources for projects (benefiting from EU funds).

In order for a region or city to develop in terms of tourism and provide development, it may be
useful to conduct projects regarding the aforementioned factors, actualize multifaceted and
mutually complementary plans and projects with a holistic viewpoint. In this context, it will help
to develop tourism-related regional plans as applicable in short, medium and long term. Effectivity
of regional tourism potential will increase only as long as it is presented with other potential assets
possessed (Çeken, 2008). However, in our country, tourism-related studies by development
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agencies are conducted independently and actualized based on feasibility studies, and integration
with other institutions and organizations cannot be achieved. Indeed, tourism is a sector that
requires a longitudinal holistic planning for destination. It is not possible to obtain immediate
results from projects developed on sectoral basis. In conclusion, it is necessary to act in accordance
with regional plans and legislation, fix the loopholes in the regional plan legislation as soon as
possible, and prepare the plan adopted by all parties in the city/region. In this study, tourism
phenomenon was analyzed in regional plans of Western Black Sea Development Agency only. It
is recommended that researchers conduct studies with other 25 development agencies or make a
comparison between these agencies.
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Abstract
Digital technologies have shaped the way the consumers and businesses interact and do business.
Travel industry is also embracing this change. The rising presence of online travel channels and
increasing use of internet is leading to expansions and growth in the travel industry. Literature
reveals that consumers shy away from using these emerging technological processes due to lack
of trust. Website is an important digital platform in order to make online purchases. This paper
explores the drivers of trust in the context of online travel websites. Using purposive sampling for
selecting respondents, data collected from Indian consumers. This paper proposes and empirically
test the model for drivers of trust on travel website (e-trust). SPSS has applied to analyze the data.
The results of this study suggest important implications for travel service providers and are
prospective to inspire further research in this area.
Keywords: website, e- trust, travel, technology adoption, consumer
Introduction
Digital technologies have created a paradigm shift in businesses and consumer behaviour. On one
hand innovative technology intensive business models have emerged (Hoerlsberger, 2019) and on
the other hand, digital technologies have empowered the consumers with information accessible
through websites on a click of a button (Nedelea & Bălan, 2010; Shen, Wu, Yi, & Xue, 2020).
Earlier, consumers had limited number of options among few local sellers, travel agents etc. and
the search was restricted within the city, state or nation of the consumer (Balto, 2000). However,
in today’s internet era, consumers have a vast variety of options to pick from a large number of
online sellers of products or services irrespective of their location (Kelly-Holmes, Pietikäinen, &
Moriarty, 2011; Mukherjee & Nath, 2007). Marketers consider website as a vital platform for
forming constructive image of a brand (Lehto, Shi, Anaya, Lehto, & Cai, 2018). Hence in this
web-based markets, all organizations including service organizations like travel and tour services
are using websites to communicate and transact with their existing and potential customers.
The advent of internet has changed the selling process for suppliers and buying process for
consumers. However, not all companies are able to use digital technology to full potential (Martins,
Salazar, & Inversini, 2015). Similarly, not all consumers are ready to trust e-commerce and online
data (Martins et al., 2015; Mainardes, de Souza, & Correia, 2020). Although travel websites
facilitate the communication between travel consumers and suppliers (Kelly-Holmes et al., 2011),
but users are reluctant to purchase travel services online because they do not trust e-commerce
sites (Kim, Chung & Lee, 2011; Kim, Ferrin & Rao, 2008; Ponte, Carvajal-Trujillo & EscobarRodríguez, 2015). Therefore, trust plays an important role in online transactions (Kim et al., 2011;
Malik, Suresh & Sharma, 2019; Rouibah, Lowry, & Hwang, 2016). This study explores the factors
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that are perceived important by the consumers to establish trust while buying travel services
through websites.
Trust is defined as one party’s assurance in the reliability and integrity of an exchange party
(Morgan & Hunt, 1994). For accomplishment of a transaction in e-commerce, e-trust (trust on
websites) has been observed as a key influencer (Beldad, De Jong & Steehouder, 2010). Purchases
from a company is an outcome of consumer’s trust on the company (Tian, Wong & Pang, 2018).
Kim et al. (2011) cited that few studies have been carried out so far to analyze trust in online
shopping of travel products or services. Hence, it is important to study trust in the context of online
travel websites.
The study aims to identify and test the factors that generate trust of consumers on websites of travel
products or services. For this, firstly through literature review of the variables which act as drivers
for building trust among consumers on websites of travel companies are identified and then tested.
The paper follows the following structure. After the brief introduction of the subject the past
literature has been reviewed. Based on the past work and gaps identified, a research model
proposed. This is followed by stating the methodology adopted to achieve the objectives. The next
section presents the empirical findings followed by discussion. Finally, the implications,
limitations are stated followed by suggestions for future scope.
Literature Review
Technology Adoption and Trust
Trust on the web-based information and communication technologies (e trust) is critical to the
successful development of ‘e-services’ (Dutton & Shepherd, 2006; Mutimukwe, Kolkowska, &
Grönlund, 2020). Trust in the context of technology adoption is a necessary antecedent (Kaushik,
Mohan, & Kumar, 2020; Sarkar, Chauhan, & Khare, 2020). Theory on technology adoption
(TAM) given by Davis (1989) which states that consumers adopt technology which is (a) useful
and (b) easy to use. Later, TAM (Technology acceptance model) has been extended as TAM2
(Venkatesh & Davis, 2000) and TAM3 (Venkatesh & Bala, 2008). UTAUT model (Venkatesh,
Morris, Davis & Davis, 2003) assimilates existing models of technology adoption (Malik et al.,
2019). This model has been further extended UTAUT2 by Venkatesh, Thong and Xu (2012) in
order to study IT/IS adoption. The literature reveals that TAM and its derivative models have been
frequently used in the research on technology adoption (Shadkam, Kavianpour, Honarbakhsh &
Hooi, 2013). Study of Agag and El-Masry (2016) used the integration of TAM and Innovation
diffusion theory (IDT) of Rogers (1995) to examine customers’ intention to participate in online
travel community. Gebsombut and Ho (2019) integrated TAM with TPB (Theory of Planned
Behaviour) proposed by Ajzen (1985) for understanding traveller’s information generation
behavior. Additionally, several studies related to tourism and hospitality applied TAM to
comprehend and define consumer acceptance and adoption of new technology (Kim et al., 2008)
and consumer’s intention to purchase travel online (Amaro & Duarte 2015; Casaló, Flavián &
Guinaliu, 2010; Dachyar & Banjarnahor, 2017). Innovation diffusion theory (IDT) has also been
widely acknowledged by the researchers and extensive empirical support has been provided to the
theory in describing acceptance of consumers in various contexts (Agag & El-Masry, 2016).
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These theories talk about adoption and technology acceptance, but when it comes to providing e
services, trust (e trust) is an important factor (Flavián, Guinalíu, & Gurrea, 2006; Mutimukwe et
al., 2020) that triggers adoption or usage. Therefore it is important to understand the elements that
have effect on consumers’ trust (Gefen, Karahanna & Straub, 2003; Van der Heijden, Verhagen,
& Creemers, 2003). Studies (Aristio, Supardi, Hendrawan, & Hidayat, 2019; Kornpitack &
Sornsaruht, 2019), exploring consumer’s intention to purchase online travel services have included
trust as variable influencing the purchase intention. However, the drivers of trust or the factors that
influence trust have not been given importance (Talwar, Dhir, Khalil, Mohan, & Islam, 2020). The
antecedent of technology adoption is trust (Kaushik et al., 2020; Sarkar et al., 2020), especially
when monetary transactions are involved (Malik et al., 2019) and more so in the context of services
(Flavián et al., 2006).
Commitment-trust theory reinforces that trust is a precondition for commitment. The commitmenttrust theory of relationship marketing was originally proposed by Morgan and Hunt (1994). In
their study, Morgan and Hunt (1994) presented the relationship marketing as the act of
establishing, developing and maintaining successful exchange relationship. The theory revealed
shared values, communication and opportunistic behaviour as three drivers of trust. Even though
the model proposed by them has been tested in the framework of automobile tire retailing, they
have claimed that their theory is applicable in other contexts as well. The commitment-trust theory
has been re-examined in the context of online trade by Mukherjee and Nath (2007) in which the
characteristics of websites have been considered as drivers of trust and commitment. Mukherjee
and Nath (2007) adapted the theory and identified shared values, communication, opportunistic
behaviour, privacy and security as five vital drivers to build trust in order to test the tendency of
consumers to trust the sellers, assurance of consumers in the seller’s website and their trust in the
characteristics of internet technology.
Trust has been defined by many authors in the past:
•
•
•

Rotter (1967): Trust is the belief that a party’s word or promise is reliable, and a party
will fulfil his/her obligations in an exchange relationship.
Morgan and Hunt (1994): Trust occurs when one party has confidence in an exchange
partner’s reliability and integrity.
Gefen (2000): Trust on an online vendor is the willingness to make oneself vulnerable to
actions taken by the trusted party based on the feeling of confidence and assurance.

For the success in the online environment, trust is evolving as an important factor as online
transactions are faceless and intangible (Beldad et al., 2010; Rouibah et al., 2016) with limited
physical interaction between sellers and buyers (Larasetiati & Ali, 2019). E-trust is also regarded
as belief in a company, particularly in its website, by the stakeholders with respect to the business
activities in which the company is indulged in (Bart, Shankar, Sultan & Urban, 2005). In this study,
trust is defined as the consumer’s belief that travel company’s website is trustworthy, reliable and
has integrity. Many past researchers cited lack of trust in online transactions as the foremost reason
for the abhorrence of online shopping (Chen & Barnes, 2007; Ganguly, Dash & Cyr, 2009;
Sharma, Sharma, & Chaudhary, 2020). The entity of online trust (e-trust) is website or the Internet,
unlike offline trust (Bart et al., 2005). Trust is a crucial element for online vendors as trust has the
ability to encourage or discourage online consumers (Chen & Barnes, 2007). Although substantial
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research has been conducted on offline trust, but the number of empirical studies performed in the
context of online trust (e-trust) is limited (Corritore, Kracher & Wiedenbeck, 2003). According to
Ganguly et al. (2009), website features that generates online trust among consumers has been
studied in the past by various researchers in the western context only and hence there is an ample
scope to study the characteristics of website as drivers of online trust in the Indian context. Indian
customers are often considered as risk aversive (Hofstede, 1980).
A study by Ponte et al. (2015), have analyzed security, privacy, and information quality of travel
websites as drivers of trust. Additionally, the same study proposed the need of including other
variables in the future work. Study by Aslam, Hussain, Farhat and Arif (2019) studied e-customer
trust and considered user interface quality, information quality, perceived privacy, perceived
security, and e-commerce awareness as drivers of e-customer trust. Amaro and Duarte (2015) cited
those limited studies have considered trust in online travel purchases., thereby highlighting the
need of this study.
In this study, we inspect the perception of Indian consumers and empirically test the
antecedents/drivers of trust in the context of travel websites. Based on the literature, the research
objective is formulated as:
1. To empirically test the factors that generate trust of consumers on websites of travel
products or services.
Research Model and Hypotheses Development
Based on the previous evidence from the literature, the study proposes the characteristics of a
website that have been considered as important drivers of trust for the consumers of online travel
services and products. In this study, Perceived ease of use, Information quality, Familiarity,
Security and Privacy has been taken as independent variables and e-Trust (website trust) has been
taken as dependent variable. Figure 1 represents the conceptual model of the study.
Figure 1. Proposed Model for Study
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Perceived Ease of Use
Perceived ease of use and perceived usefulness has been studied as the key constructs in TAM
(Davis, 1989; Davis, Bagozzi, & Warshaw, 1989). However, literature suggests that perceived
usefulness is a consequence of trust and not the antecedent or driver of trust (Alalwan, Baabdullah,
Rana, Tamilmani, & Dwivedi, 2018; Dachyar, & Banjarnahor, 2017; Gefen et al., 2003) and hence
not taken in this study. Perceived ease of use refers to the degree to which a person believes that
using a particular system would be free of effort. An application perceived to be easier to use than
another is more likely to be accepted by users (Davis, 1989). In this study, perceived ease of use
is defined as the degree to which consumers/travellers believe that an online travel website is easy
to use. Websites with easy-to-use characteristics are proficient in gaining trust of their consumers
very fast and swiftly (Bart et al, 2005). A recent study conducted by Agag and El-Masry (2017)
indicates that perceived ease of use is the strongest predictor of perceived website trust and a
relevant antecedent in order to form e-trust (website trust). Consumers who made online purchases
of products or services need to interact with technology (Van der Heijden et al., 2003). In this
study, technology denotes to the website that is constructed and maintained by a travel
company/agency to market and sell its travel products rendering travel services. Several past
empirical studies have supported that in e-commerce, establishment of trust is impacted by
perceived ease of use (Bart et al., 2005; Chen, 2006; Koufaris & Hampton-Sosa, 2004). The
statement is supported by a review study conducted by Beldad et al. (2010). Hence, it is relevant
to study perceived ease of use to measure trust in online travel websites.
•

H1: Perceived ease of use positively influences website trust.

Information Quality
Information quality is another variable considered in the study as a driver of e-trust. Information
quality is a dimension of communication (Mukherjee & Nath, 2007), which is an important
antecedent of trust in commitment-trust theory. There is a lack of human touch and face to face
communication in online shopping. So, customers require detailed, accurate and clear information
on the websites to decide whether to purchase online from a particular website or not (Kim et al.,
2008). Customers’ trust in online transactions may also be enhanced by the accuracy and
completeness of the information offered by an e-vendor on its website (Beldad et al., 2010).
Consumer’s general perception concerning completeness and accuracy of the information
provided by a website regarding the services offered by the company can be regarded as
information quality of the website (Kim et al., 2008). Customers are likely to trust those websites
which are free from errors (Bart et al., 2005) and comprise information that is accurate, current,
and complete (Kim, Song, Braynoy & Rao, 2005). Study by Aslam et al. (2019) which was
conducted in the context of e-commerce described information quality of website as the capacity
of a website to provide anticipated information to the users. Information quality was also reported
as one of the key predictors of perceived trust (Ponte et al., 2015). Hence, it is appropriate to study
perceived ease of use to measure trust in online travel websites.
•

H2: Information quality positively influences website trust.
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Familiarity
Familiarity is an under researched concept in the literature of technology adoption (Abu-Shanab,
2017) and it has been considered as an important precondition for trust by many past researchers
(Ponte et al., 2015), thus, familiarity has been considered in the present study and added to the
aspects of TAM and commitment-trust theory. Familiarity with the company is important for
building trust (Mollering, 2006) as it reduces uncertainty between buyers and the sellers by
fostering trust in the minds of consumers for the online company (Bhattacherjee, 2002; Gefen,
2000). Familiarity reduces ambiguity and build trust by founding a structure (Luhmann, 1988).
Familiarity with the travel websites would be the experience of using internet, knowledge of
searching for online travel products or services online and gathering about them, and the process
of buying travel products or services through the website. Familiarity is an under researched
concept in the literature of technology adoption (Abu-Shanab, 2017). Familiarity is considered as
an important precondition for trust by many past researchers and hence it is important to study
familiarity as an antecedent for trusting a website (Ponte et al., 2015).
•

H3: Familiarity positively influences website trust.

Security
Security is another variable which is considered in the study. Mukherjee and Nath (2003) cited
that security is an important antecedent of trust and a dimension of shared value (an antecedent of
trust in commitment-trust theory). Security refers to the protection of data against the illegal or
unauthorized access and locking data from cyber-attacks (Srinivas, Das, & Kumar, 2019). In online
stores (websites), security provisions are provided to restrict the access of data provided by the
users while purchasing products or services online (e-transaction) (Chang & Chen, 2009).
Perceived security was reported as one of the key predictors of perceived trust (Ponte et al., 2015)
as lack of security would deter consumers to purchase online (Martins et al., 2015). Consumers
who wish to make online purchase are confronted by the problem of security which is considered
as one of the most challenging difficulty by them (Suh & Han, 2003).
•

H4: Website security positively influences website trust.

Privacy
Privacy is also an important variable in order to build e-trust. Previous studies on privacy states
that consumers perceive the websites risky if they believe that a website is accumulating their data
and they lack trust in such websites (Bornschein, Schmidt, & Maier, 2020). Study of Mukherjee
and Nath (2003) considered privacy as an important antecedent of trust and one of the dimensions
of shared value (an antecedent of trust in commitment-trust theory). Privacy is about the protection
of user identity (Bandyopadhyay & Bandyopadhyay, 2018) and cautious use of the user’s personal
information (that is not the part of the transaction) provided by the consumers while visiting
seller’s website (Chellappa, 2008). In a study carried out by Bertozzi and Krishnan (2017) in the
context of online shopping, it has been stated that privacy had a strong substantial effect on
consumer’s trust. The trust of consumers in online shopping tend to increase if they perceive that
their private information is protected (Cheung & Lee, 2001). In a recent study conducted by
Esfahani (2019) in the context of e-bank services reported that privacy has a significant influence
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on e-trust. Additionally, Mofokeng (2019) reported that privacy has found to be a significant factor
in determining trust of consumers in e-commerce.
•

H5: Website Privacy positively influences website trust.

Method
In this exploratory and descriptive study, the objective was to inspect the perception of Indian
consumers and empirically test the antecedents/drivers of trust in the context of travel websites.
This section briefly provides information related to the instrument used, the sampling plan and
execution of the study and the data analysis plan followed.
Measurement and Scale
Measurement items used in the study were adapted to the specific requirement of this research
(Table 1). The scale for measuring perceived ease of use was adapted from Davis (1989). 4 items
of the information quality scale were adapted from Doll and Torkzadeh (1988) and 3 items were
adapted from Kim et al. (2008). For measuring security, 4 items were adapted from Ho and Lee
(2007) and 2 items from Yoo and Donthu (2001). Privacy was measured by the scale adapted from
Parasuraman, Zeithaml and Malhotra (2005). All items for measuring familiarity and 2 items for
measuring trust were adapted from Gefen (2000). An item to measure trust was also been adapted
from Kim et al. (2011).
Table 1. Measurement Scale
Constructs
Perceived Ease of Use
Information Quality
Security
Familiarity
Privacy
Trust

Source
Davis (1989)
Doll and Torkzadeh (1988), Kim et al. (2008)
Ho and Lee (2007), Yoo and Donthu (2001)
Gefen (2000)
Parasuraman et al. (2005)
Gefen (2000), Kim et al. (2011)

Questionnaire was developed containing a total of 29 measurement items that were adapted from
the literature (Appendix 1). The questionnaire was distributed directly to the respondents and data
collection was carried out by pen and paper method. The responses of the respondents were
measured on a seven-point Likert scale ranging from strongly disagree=1 to strongly agree=7.
Churchill and Iacobucci (2006) suggested this as the common method of measuring variables that
are not directly computable or observed. The questionnaire was distributed to 100 participants.
Ninety-one respondents agreed to participate in the survey. The sample for the study consists of
47 male and 44 female participants falling under the age bracket of 19-58 years.
Sampling
Purposive sampling was used in this study as the data was collected from the Indian consumers
residing in Delhi NCR area, who had experience of purchasing travel products and services online
from websites (Agag & El-Masry, 2017). The purposive sampling technique is used when there is
a need to select a participant purposely due to some specific characteristics possessed by the
participant as concentrating on such respondents will provide better insights into the research
(Etikan, Musa & Alkassim, 2016). The questionnaire initiated with a filter question, the purpose
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of which was to confirm that the respondent had made purchase of travel products online from a
website in the past. This ensured that the individuals who had not purchased travel products or
services online from a website in past were excluded from the study. In order to make the concept
clear in the minds of the respondents and to facilitate them to mark their responses honestly and
carefully, the researcher had a conversation with the respondents regarding different travel related
products and services and various travel websites, before the commencement of the survey to bring
them into the context and also assured them of the confidentiality of their responses.
Data Analysis
SPSS was used to analyse the data. Reliability of the scale was measured by computing Cronbach’s
Alpha of the constructs. Descriptive analysis was done in order to find out the mean and standard
deviation of the constructs. Pearson correlation was measured to test the hypotheses. Regression
has been analysed to study the most significant determinants of consumer’s website trust in the
context of travel related products or services.
Findings and Analysis
Reliability Analysis
Reliability of the adapted scale was measured using Cronbach’s alpha. All the values of
Cronbach’s alpha were found above 0.70 as suggested and recommended by Churchill (1979) to
reflect suitable reliability. It can be concluded that the developed scale is reliable. All the values
of Cronbach’s alpha are represented in Table 2.
Table 2. Reliability Statistics
Constructs
Perceived Ease of Use
Information Quality
Security
Familiarity
Privacy
Trust

Cronbach’s alpha
0.76
0.90
0.84
0.88
0.81
0.85

Number of items
5
7
6
5
3
3

Descriptive Analysis
The responses for each item were measured on a seven-point Likert scale ranging from 1 which
indicated strongly disagree to 7 which indicates strongly agree. Mean and Standard deviation were
computed for each of the constructs. Table 3 presents the descriptive statistics. The highest mean
was observed (M= 5.75, SD= 0.76) for Perceived ease of use followed by Familiarity (M= 5.75,
0.86), Information quality (M=5.71, SD= 0.83), Trust (M= 5.58, 0.84) and Security (M= 5.41, SD=
0.87). The lowest mean was found for the construct Privacy (M=5.15, SD=1.13).
Table 3. Descriptive Statistics
Constructs
Perceived Ease of Use
Familiarity
Information Quality
Trust
Security
Privacy

N
91
91
91
91
91
91

Mean (M)
5.75
5.75
5.71
5.58
5.41
5.15
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Hypotheses Test
Hypotheses were tested by calculating Pearson correlation (Table 4). The degree of association
between two variables is measured by the method of Pearson correlation. Relationship between
Perceived ease of use, Information quality, Security, Familiarity, Privacy and trust was measured
in order to test the hypotheses. Relationship between Information quality, Security, Familiarity,
Privacy and trust has found to be significant at the 0.01 level. Relationship between perceived ease
of use and trust was observed not to be significant. Hence, it can be concluded on the basis of
correlations that hypothesis H1 is rejected and hypotheses H2, H3, H4 and H5 are accepted.
Table 4. Correlations
S. No.
1.
2.
3.
4.
5.

Relationship between Variables
Relationship between Perceived Ease of Use and Trust
Relationship between Information quality and Trust
Relationship between Security and Trust
Relationship between Familiarity and Trust
Relationship between Privacy and Trust

Pearson Correlation
0.19
0.28**
0.64**
0.36**
0.56**

**Correlation is significant at the 0.01 level (2-tailed).

Regression Analysis
In order to examine the strength of the independent variables (perceived ease of use, information
quality, security, familiarity and privacy) to predict the value of dependent variable (trust),
stepwise regression was analysed. A linear relationship was assumed between independent
variables to predict the value of dependent variable. Table 5 represents the results of the regression
analysis. It can be concluded from the results of the regression analysis that out of five factors,
only two factors i.e. security and familiarity, have emerged as the most significant determinants of
trust having impact on trust of the consumers on travel websites. It was estimated that the Adjusted
R square of the regression model is 0.435, R square is 0.448 and R is 0.669. It indicates that 66.9%
of the variance has been explained by the regression model of the study.
Table 5. Standardized Beta Value
Independent Variables
Security
Familiarity
R= 0.669
R square= 0.448
Adjusted R square= 0.435

Beta
0.58
0.21

Simple r
0.64**
0.36**

t value
7.10
2.53

Sig.
0.000
0.013

Dependent Variable: Trust
**Significant at 0.01 level

Discussion
This study delivers an insight into the features of a travel website that build trust among Indian
consumers who book their travel services online through a website of a travel company. This study
examines the influence of perceived ease of use of website, information quality of website,
security, privacy and familiarity on the dependent variable trust. The findings reveal significant
correlation between information quality and trust. It can be inferred those customers would trust
travel companies that provide useful, correct, timely, relevant and reliable information to the
visitors of the website. Hence, to generate trust information quality is important and is valued an
important factor for trusting organizations offering travel products or services. This finding of the
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study is supported by the work carried out by Gupta (2019) and Ponte et al. (2015). According to
commitment-trust theory, communication is an important antecedent of trust. Moorman,
Deshpande and Zaltman (1993) suggested that timely communication is vital to foster trust. Good
Information quality of websites improves the process of communication between the companies
and consumers and hence it is a relevant driver of e-trust.
Familiarity of searching and buying travel services online and familiarity with the company behind
the website is another vital factor to build trust in the online consumers of the travel services. The
correlation between familiarity and trust was also found significant in this study which shows that
website familiarity has a significant relationship with e-trust of the consumers of travel products
or services. Despite of being an important driver of e-trust, familiarity is an under researched
concept in the literature of technology adoption (Abu-Shanab, 2017). Familiarity is the aspect that
can help in deciding whether to trust a company or not (Das, 2018).
Additionally, the correlation between security and trust, privacy and trust were also found to be
significant in this study. Commitment-trust theory considered shared values as an important
antecedent of trust. In the context of e-commerce, shared values symbolise the degree to which the
online companies and their consumers share mutual views on critical values such as security and
privacy. Thus, travel companies should retain the data provided by users, secure and confidential
as security is considered very important for the formation of trust in the consumers of travel
products or services, supported by Ganguly et al. (2009).
The results of the regression analysis reveal that security and familiarity are two significant
determinants of trust. The consumers will trust and transact through websites of the company who
they are familiar with. This suggests that travel agencies need to build familiarity among their
customers to gain their trust. The findings find support in the literature (Alraja, Farooque &
Khashab, 2019; Gefen, 2000). Security is also an important determinant of trust (β=.58) which is
supported by literature (Alraja et al., 2019; Ponte et al., 2015). The customers would trust and
consequentially transact through websites only when they perceive that the website is robust and
their transactions would be free from fraud and scam.
Implications and Suggestions
The results and findings of the study provides important implications for travel agencies, website
developers, marketers, policy makers as well as for future researchers and academicians. The
proposed model provides a valuable framework to help the service organizations with drivers of
e-trust. The study is relevant for all online companies and in particular the travel companies. The
online providers of travel services should design their strategies to gain trust through building
familiarity of their brand, securing the privacy of the customer data, secured payment gateways
and sharing honest and updated information. Security is the most important determinant of trust in
a website. The e service companies need to focus on the vital security measures for seamless and
hassle-free navigation and transactions through websites. Service organizations should have
provisions to assure and ensure the interest of the consumers transacting through websites to build
trust. The study adds to the literature and hence provides opportunity to the researchers and
academicians for further studies.
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Limitations and Future Scope
The first limitation of the study is that the scale adapted and used in this study surveyed exclusively
within the context of tourism and solely for the websites of the travel companies. This provides
scope for testing the scale in other sectors which are different from travel and tourism. The scale
can also be modified to make it suitable for the websites other than travel websites. Secondly, the
research sample is not generalizable as only the Indian consumers has participated in the study.
Indian culture contributes a lot in shaping perception of consumers towards online channels.
Therefore, the research encourages the future researchers to develop future studies in which
respondents from various countries and cultures serve as a sample in order to insipid the cultural
specificity of this study. Thirdly, other drivers of trust can also be examined in the future. Finally,
the effect of demographic factors could also be studied in the future to explore the gender and age
differences which was not examined in the current study.
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Appendix 1. Measurement Items
S. No.
1
2
3
4
5
6
7
8
9
10
11
12
13
14
15
16
17
18
19
20
21
22
23
24
25
26
27
28
29

Items
I find it easy to access Website X to purchase travel services/packages.
My interaction with Website X is clear and understandable.
I find Website X flexible to interact with.
It is easy for me to become skilful at using Website X.
I find Website X easy to use.
Website X provides correct information about the travel services that I want to
purchase.
Website X provides timely information on the travel services.
Website X provides sufficient information when I try to make a transaction.
I am satisfied with the information that Website X provides.
Overall, I think Website X provides useful information.
Website X provides reliable information.
Overall, the information that Website X provides is of high quality.
Website X has adequate secured feature to protect customers’ information.
Website X won’t give customer’s information to other sites.
Company behind Website X is reputable.
Website X makes full confirmation in on-line payment.
Website X ensures me of security.
I am confident of security with Website X.
I am familiar with searching travel services on the Internet.
I am familiar with buying travel services on the Internet.
I am familiar with Website X.
I am familiar with the process of purchasing travel services on the Internet.
I am familiar with inquiring about ratings of travel services at Website X
Website X protects information about my Web-shopping behaviour.
Website X does not share my personal information with other sites.
Website X protects information about my digital payments.
Website X has integrity.
I trust Website X.
I believe that Website X is trustworthy.

Variable
Perceived ease of use

Source
Davis (1989)

Information quality

Doll
and
Torkzadeh
(1988), Kim et
al. (2008)

Security

Ho and Lee
(2007),
Yoo
and
Donthu
(2001)

Familiarity

Gefen (2000)

Privacy

Parasuraman et
al. (2005)

E-trust

Gefen (2000),
Kim et al.
(2011)

(Respondents were asked to fill the questionnaire considering their preferred travel website, Website X)
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Determining the Travel Patterns of
Ecotourists: A Study on Yusufeli, Artvin
Zafer Türkmendağ
Faculty of Tourism
Atatürk University, Turkey

Abstract
This study determines the travel types of tourists who visit the Yusufeli, Artvin (Turkey) district
for ecotourism purposes. Determination of the reservation and trekking preferences of the tourists
are important for the sustainable planning and marketing of ecotouristic destinations. Thereby, the
information obtained through a structured questionnaire from 90 tourists visiting the Yaylalar
Village was evaluated. According to the findings, ecotourists visit the region mostly for trekking
in a quiet and waste-free environment, on long mountainous and scenic trails. They usually obtain
information about the region over the internet and prefer guided tours with reservations. In this
context, some suggestions have been developed for nature-based ecotourism destinations.
Keywords: Yusufeli, ecotourism, trekking, travel pattern, marketing, sustainable development
Introduction
Despite the mass tourism movements, individual and experience-based travels have attracted
considerable attention lately. In this context, ecotourism provides opportunities for tourists to offer
a natural and authentic experience and for the sustainable development of local people. Research
on ecotourism in tourism has generally focused on the ecological protection of touristic
destinations, the conservation of local people’s values, the carbon footprint associated with tourism
movements, and the attitudes and behaviors of tourists towards sustainability (Khanra et al., 2021).
Among these studies, the sustainability of ecotourism is related to the number of visitors and the
visitor’s perspective towards the destination and the way they behave at the destination. These
behavior patterns affect the place visited economically, socially, and environmentally. Besides,
ecotourists want to experience these regions with respect and due to their preserved nature, culture,
and authenticity. The reasons for ecotourists to choose ecotourism destinations have been
examined from many angles. The fact that ecotourism destinations are trying to attract too many
tourists in terms of marketing is against the nature of sustainable development as it will cause
environmental damage. For this reason, these destinations need to adopt green marketing strategies
that will protect local values rather than develop rapidly and grow quantitatively. Eco-destinations
can offer different experiences to tourists by using gravity elements such as nature sports, tree
houses, slow food, and agritourism that respect the environment and emphasize authenticity. In
this context, especially in areas with high altitudes, walking routes have been formed in touch with
nature, offering the scenery, air, and hospitality of the local people. By using these routes,
ecotourists can both participate in relaxing sports activities and discover the authenticity and nature
they seek. The experiences and satisfaction gained on these routes have recently gained importance
with the departure from mass tourism and have become interested in experiential and green
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marketing studies. The walking routes of the Yusufeli district of Artvin province have a great
opportunity in this respect. These routes offer the opportunity to experience mountain scenery and
different endemic species. Knowing the opportunities offered by walking routes and the
preferences of ecotourists within the scope of ecotourism can provide important information in
terms of experiential marketing and sustainable panning and marketing of ecotourism destinations.
In this context, the present study aims to reveal the travel styles and experiences of tourists visiting
the Yusufeli ecotourism region.
Literature Review
Ecotourism can be seen as a sustainable development tool that ensures long time social, economic,
and environmental advantages, as well as providing opportunities for local people to achieve
ecosystem integrity, increase local participation and generate economic income (Barkauskienė &
Snieška, 2013). The main goal of the ecotourism industry has been to attract more tourists by
promoting. However, the need to protect the nature of ecotourism should produce marketing,
planning, and promotion strategies, and information based on this, targeting people who are more
suitable for ecotourist characteristics rather than numerically attracting more (Dhami et al., 2014).
The characteristics, relatives, friends, and culture of tourists affect their choice of eco-destinations.
Besides, information about the destination is vital for the correct marketing of the destination.
Tourists prefer a destination by learning its ecological characteristics, walkways, activities, ecofriendly practices, and authenticity (E. Ezebilo, 2013).
Yusufeli is affiliated with the province of Artvin and covers one-third of the province (Figure 1).
It is located in the middle of 61 villages with a thousand-year history in the valleys of many creeks.
Yusufeli has been experiencing great migrations, especially in recent years, with the effect of the
dam construction. The district generally makes a living from agriculture and tourism. Since the
soil is fertile, many fruits and vegetables are grown in the region (Küçükbaşol, 2015). The village
of Yaylalar, where the research was conducted, is located in the southern part of Kaçkar Mountain
with an altitude of 2000 (Figure 2). Tourists have been hosted in the region for about 20 years; The
number of tourists who accommodate and make camping can be between 1200 and 1500 in a year
(Figure 3). Tourist activities generally focus on trekking. The tour route for tourists who want to
make trekking to Kaçkar Mountain start with accommodation in Yaylalar Village or Olgunlar,
after walking on the pathways for about 8 hours along the Hastaf valley, Dilberdüzü is reached
and camping can be done here in the evening, and in the morning, hiking or climbing is carried
out to the summit of Kaçkar mountain (Bakırcı, 2012). Wild animals in the region can be viewed,
but it is not recommended to go to the Kaçkar Mountains without a guide as it can be dangerous
(Hilal Yılmaz, 2010). The routes commonly used for trekking activities are (Bakırcı, 2012, p. 82):
• The climb to the peaks from the north of the mountainous area via Ayder Plateau,
• The climb to the peaks from the south of the mountainous area via Yaylalar village,
• The climb that starts with the starting point of settlements specified from the north or
south direction but continues to the other slope of the mountainous mass and is called
Trans-Kaçkar.
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Image 1. Yusufeli Destination

Source: maps.google.com

Coruh Basin (Yusufeli Section) offers potential products to ecotourists in terms of recreation with
its nature and untouched nature. Due to the special nature and culture of the region, it can host
many different recreational activities (Demirel, 1999). The flora of the region is very rich, as there
are 40 types of endemic and 50 types of non-endemic plants (Eminağaoğlu et al., 2018).
Image 2. Yaylalar Village

Source: kulturportali.gov.tr

Besides, the climate comfort potential is high and it is very suitable for nature-based recreational
activities (Güngör & Cengiz, 2006). The activity with the highest priority among ecotourism
activities in the region is nature exploration walks. Following this, respectively, water-based
activities, cycling safari, flora exploration-wildlife watching, visiting cultural and historical places,
bird-butterfly observation, and camping are carried out (Surat et al., 2015; Yılmaz & Surat, 2015).
Due to its structure, the region is very suitable for trekking and rafting among alternative tourism
types. Besides, winter tourism, thermal tourism (detox cure), plateau tourism are also carried out
in the region (Küçükbaşol, 2015). To obtain sustainable income from tourism, the people of the
region have shared their houses with tourists for a long time because this way was the best for
conserving nature and authentic structures (Image 2). However, some of them carried out without
a license, which in turn adversely affect the economic sustainability of the place (Çalık & Zurnacı,
2019).
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Image 3. Camping and Climbing to Kaçkar Mountain

Source: kulturportali.gov.tr

Yusufeli district has a lot of walking routes thanks to its unique geography. Tourists coming to the
region can both observe endemic plants and do mountaineering activities on these routes. With its
location in Yusufeli, it offers a lot of opportunities for tourists for trekking and climbing activities
in the Altiparmak and Kaçkar mountains (Image 3). In this context, more than 10 different trekking
tracks can be determined in the region (Surat et al., 2015). Besides, rafting, mountain climbing,
bullfights, and canoeing can be done in the region (Surat, 2017). In terms of cultural tourism,
churches, and chapels throughout the province, mosques reflecting the local architecture, where
beautiful examples of wooden and stone architecture are exhibited, bridges-arches that have
survived to the present day, visiting sites and healing cermik-waters provide the opportunity to
visit when requested. The traditional woven silk carpets can be bought in the village (Hilal Yılmaz,
2010). In this respect, Yusufeli has rich content in terms of alternative activities that can be
presented to ecotourists.
Methods
This study descriptively determines the travel and trekking styles of tourists visiting Yusufeli ecotourism destinations through a structured questionnaire. Based on the data obtained, the
frequencies and percentages of the information given by ecotourists about their travels were
evaluated by giving in the tables. The design of the study is based on the following two research
questions:
•
•

R1. What are the booking features of those traveling for nature-based ecotourism in the
Yusufeli district?
R2. What are the characteristics of trekkers in the context of nature-based ecotourism?

Sample and Data Collection
The sample of the study consisted of 90 local and foreign tourists who visited the Yusufeli district
for trekking and ecotourism purposes. The survey was conducted face-to-face and by making
online calls with the tourists staying in the Yaylalar Village region, by the researcher and through
a tourist guide. The questionnaire form is composed of questions that include travel types and
trekking experiences in the context of ecotourism, such as the reason for visiting the destination,
booking characteristics, reasons for trekking, what type of trekking experience they look for, what
alternative activities they want to participate, and their demographic information.
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Findings
Demographic Features
In the study, demographic information of the participants was tried to be determined by age,
gender, and nationality. While the average age is determined as 35, the age range with the highest
participation (46.7%) is those between 30-39. In terms of gender, 53.3% of them were men and
46.7% were women. Therefore, it can be said that the participants are almost equal between men
and women. Besides, 53.3% is composed of Turkish citizens, while the remaining is made up of
foreign tourists. Demographic information and distribution of foreign tourists by country are given
in Table 1 in detail.
Table 1. Demographic Features of the Participants
Characteristic
Age
20-29
30-39
40-49
50 and upper
Gender
Male
Female

n

%

24
42
16
6

26,7
46,7
17,8
6,7

48
42

53,3
46,7

Characteristic
Nationality
Turkish
Canadian
British
Italian
German

n

%

48
16
14
6
4

53,3
17,8
15,6
6,7
4,4

Information Related to the Booking and Travel Preferences of the Participants
Tourists visited the area, especially for trekking (64.4%), to ski, to get to know the local culture,
to watch animals in the wildlife, and to watch rivers/lakes. Trekking, which is the main reason why
visitors choose Yusufeli, is a popular activity for outsiders. Visitors may have come for one or
more of these reasons. Thus, it can be realized that, beyond the trekking, tourists desired to have
different experiences. Besides, they obtained information about the Yusufeli district, mostly
online, from friends, travel agencies, and brochures. According to the findings, it reveals the
importance of the internet in spreading information about Yusufeli. Thus, Web 2.0 interactive
content can be an attractive source of information for potential tourists, when previously visiting
tourists usually share their experiences and comments on blogs and other similar platforms.
Potential tourists generally prefer group tours after exploring the region using the internet. Most
of the participants stated that they purchased package tours, booked in advance, and traveled by
plane. Besides, many participants made their reservations via e-mail. It is an interesting finding
that ecotourists also use technology effectively even they are more belong to nature. The
reservation and travel features of the tourists are given in Table 2 in detail.
Those who prefer to make a trip with a guide are 54%. They prefer guided trips to experience
more, considering that there is not much clear information about the region and that they should
be a means of communicating with the local people. On the contrary, the reason to make trekking
without a tourist guide was to be able to act independently and explore the region by self. For this
reason, tourists find guided tours more secure as there is uncertainty for those who do not know
the district. Besides, they want to spend 2 days (37.8%) and more than 3 days (33.3%) walking.
As souvenirs, they are more interested in local products, i.e. typical handicraft products (64.4%).
The emergence of such a finding is not surprising, as tourists seek authentic experiences.
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Table 2. Booking and Travel Preferences
Preference
Reason for Visiting
Trekking
Ski
Local Culture
Animals
River/Lake
Information Acquisition
Internet
Friends
Travel Agent
Brochures
Tourist Information
Booking Pattern
Package Tour
E-Mail
Phone
Through Friends
At the Lodging
Individual/Group
Group
Individual
Booking Time
More then 1 week before arrival
Up to 1 week before arrival
After Arrival
Transport Used
Plane
Bus
Car

n

%

58
44
14
10
4

64,4
48,9
15,6
11,1
4,4

66
24
22
20
4

73,3
26,7
24,4
22,2
%4,4

52
24
6
6
2

57,8
26,7
6,7
6,7
2,2

56
34

62,2
37,8

42
40
4

48,8
46,5
4,7

54
34
2

60
37,8
2,2

Information Related to the Trekking Preferences of the Participants
Participants answered yes with a rate of 35.6% to the question of whether they have been interested
in hiking in Yusufeli-Coruh Valley before. Therefore, tourists traveled to explore the district as
well as hiking in nature. They participated in trekking activities in Yusufeli to be in nature (82.2%)
and experience novelties (35.6%). They wanted to walk primarily in the mountains (66.7%) and
scenic places (60%), inside the village, river/lakeside, and forest. These findings clearly show why
they chose Yusufeli that it attracts a lot of tourists with its unique mountain views. They mostly
prefer long walking tracks (48.9%) since short tracks, natural trails, and stone roads are preferred
by who finds long ones tiring and difficult. Besides, tourists were disturbed by noise,
environmental waste, slippery ground, and rainy weather while walking because they wanted to
walk in a calm and quiet environment in touch with nature. They also prefer cold weather to hot
weather. The fact that tourists are disturbed by environmental wastes is due to their respect for
nature and moral obligations. In addition to trekking, tourists wanted to participate in other naturebased low-impact activities such as skiing, canoeing, cycling, and swimming, mainly climbing
(57.8%). Detailed information about trekking preferences is given in Table 3.
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Table 3. Trekking Preferences
Preference
Main Motivation for Trekking
Nature
Experience
Adventure
Exploring New Places
Animals
Health
Preferred Trekking Place
Mountain
Landscape
Village
Near Lake/River
Forest
Preferred Walking-Track Type
Wide Trail
Small Path
Natural
Pathway made of stones
Unwanted Situations During Trekking
Noise
Environmental Waste
Slippery Ground
Rainy Weather
Very Hot Weather
Very Cold Weather
Additional Activities to do Besides
Trekking
Climbing
Skiing
Canoeing
Biking
Swimming

f

%

74
32
12
12
2
8

82,2
35,6
13,3
13,3
2,2
8,9

60
54
12
12
6

66,7
60
13,3
13,3
6,7

44
36
20
10

48,9
40
22,2
11,1

64
38
12
12
10
6

71,1
42,2
13,3
13,3
11,1
6,7

52
30
26
20
10

57,8
33,3
28,9
22,2
11,1

They answered the open-ended question about what they liked most about Yusufeli as its
untouched nature and magnificent scenery, Çoruh river, Kaçkar mountain, authentic village, and
the hospitality of the local people. The two issues that they especially focused on were the natural
scenery and the hospitality of the people. Participants further proposed the walking-route of
Olgunlar Village, Dere Boyu, Yukari Davut, and Yaylalar Village-Dilber Düzü campsite (Figure
4), because this route is a wide track and there are valuable landscapes and endemic plants that can
be experienced on.
Conclusions
Ecotourism, as an alternative to mass tourism, attracts the attention of tourists who love nature and
seek different experiences. People who embrace the green, called ecotourists, want to be in the
local culture, with their pro-environmental behavior and moral obligations, both ensure and protect
sustainable development in the destinations they visit. This mass of green consumers prefer low
impact activities that do not harm nature in the ecotourism destination. According to the results of
the research, trekking, which is the most preferred among these activities, can be done on the
walking tracks of Yusufeli district with a spectacular view of its unique nature. In general, trekking
is a highly preferred activity within the scope of ecotourism. Trekking activities allow a deeper
exploration of both nature and local culture-specific to the region. In addition to trekking activity,
visitors desire also skiing and watch wildlife. Therefore, the area can become attractive to visitors
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with its nature-based activities. Besides, preference of guided tours to the region for travel shows
that ecotourists act in a planned and risk-free manner, and they attach great importance to new
experiences. However, care should be taken not to have a large number of groups in this regard
because big events (festivals, festivals, etc.) in the region cause environmental damage and threaten
the ecology due to mass tourism activity (Surat et al., 2015).
Image 4. Yaylalar Village-Olgunlar Village–Dilber Düzü Camp Area Walking-Track

Source: maps.google.com

Promotional activities and communication efforts towards ecotourists are very important for the
sustainable development of the destination. According to the findings, ecotourists mostly use the
internet for information search, that, giving importance to the use of technology, local people
should carefully collect the information and media about the experiences of prior tourists and
upload them to the internet. The use of the internet and e-mailing for information gathering and
booking shows the importance of information technologies for ecotourism. In this context, local
businesses should support their customers to increase their experiences and bring them to the
virtual environment through websites and mobile applications. Thus, potential tourists can access
more accurate and detailed information about the region.
Trekking has a special place for ecotourism destinations and especially for Yusufeli. Visitors can
interact more with nature by trekking in natural environments. The findings show that ecotourists
mostly make trekking to know and experience nature. Besides, they prefer to hike in the mountains
and long trails that include scenic places. Preserving and promoting such tracks will provide
efficiency in marketing. Trekking with too many people or the presence of noise and waste
pollution on the walking-track may affect the word-of-mouth and online comments of tourists.
Finally, in addition to trekking, alternative activities such as climbing, skiing, and canoeing will
enrich the product of ecotourism. One of the sine qua non for ecotourism destinations is sustainable
planning. Natural beauties may get dirty due to unplanned settlements, so negative effects can be
eliminated or minimized by planned and conscious ecotourism (Hilal Yılmaz, 2010). Thus, the
following recommendations have been made for ecotourism destinations:
• Tourists may be selected with tactics related to demand management and destinations can
attract tourists who show pro-environmental behaviors and want to spend money for the
green product.
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• Touristic products should be promoted by highlighting their natural features.
• When organizing group tours, the number of people in the group should be determined by
paying attention to the psychological carrying capacity of the place. Besides, tourist
guides should be educated, and tour members should be informed about the environmental
issues.
• The green experience can be promoted through websites and mobile applications and with
improved virtual visibility utilizing the green certificates.
• By developing alternative long walking tracks, specifying places for resting or taking
selfies/photos.
• Sanctions can be imposed with the help of the government and NGOs to prevent
environmental noise and waste pollution.
• Additional activities for trekking can be created at the destination.
Since this study focuses on the considerations of ecotourists, it provides important information to
marketers in terms of travel patterns. Future studies may address the issue in terms of local people
and operators. Besides, models can be developed for the trekking behaviors of ecotourists and
studies can be proposed to determine the factors that affect these behaviors.
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Abstract
Tourism belongs to an economic sector that are highly influenced by climate changes and that
simultaneously contribute to greenhouse gases (GHG) emission. In this work, a Carbon Footprint
(CF) calculator was applied to tourism sector in Portugal, more specifically to the accommodation
sub-sector. The study was carried out in a three-star hotel located in Viseu region with 20220
overnight stays in 2018. CF calculator used was developed internally. CF calculation was based
on GHG emissions account resulting from consumption of electricity, water, fuels, food, laundry
and waste production, using 10 environmental indicators. For this hotel, an annual CF of 166.85
tCO2e was obtained, of which 37% corresponds to the electricity component, 25% to food, 20%
to fuels, 10% to laundry, 6% to waste and 2% to water consumed and wastewater produced. As
observed, more than 50% of the total GHG emissions, came from the electricity and food
components, which indicated that is very important to take measures to reduce their consumption.
For almost all components, the GHG emissions were independent of guests-night number, but
more related with the year season. CF calculation helps the hotels managers to propose suitable
measures to improve their environmental performance and contribute to sustainable tourism.
Keywords: carbon footprint; environmental indicators; greenhouse gases; sustainable tourism
Introduction
The tourism sector is almost entirely dependent on fossil fuel energy, which contributes greatly to
greenhouse gases (GHG) emission (Gössling and Peeters, 2015; Gössling et al., 2013). All
activities involving this sector, directly or indirectly, cause GHG emissions such as: travel,
infrastructures, and tourism activities. This sector contributed approximately with 5% of all
anthropogenic CO2e emissions in 2005, with transport accounting for 75% of emissions,
accommodation for 21% and the remaining 4% for other tourism activities (UNWTO, 2019).
According to Lenzen et al. (2018) it is estimated that in the tourism sector there has been an
increase in CF from 3.9 to 4.5 GtCO2e (8% of global GHG emissions) between 2009 and 2013,
although there is still a great deal of uncertainty associated with this estimate. The 2007 Davos
Declaration on Climate Change and Tourism state that this sector should respondrapidly to climate
change and progressively reduce its contribution to GHG emissions and thus grow in a sustainable
way (UNWTO, 2007). This will require reducing the sector’s GHG emissions (mainly from
transport and accommodation), adapting businesses and tourist destinations to climate change,
using technology to improve energy efficiency, and ensuring financial resources to help
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disadvantaged regions and countries (UNWTO, 2007). In order to comply with the EU’s targets,
the hotel industry will need to reduce its GHG emissionscompared to 2010 by 66% and 90% until
2030 and 2050, respectively (International Tourism Partnership [ITP], 2017). Mitigation depends
not only on accommodation, but also on external improvements in efficiency and renewable energy
supply (ITP, 2017). However, on average, 50%of the reduction will need to be achieved internally,
using three options: energy efficiency, renewable energy supply and other mitigation mechanisms
(ITP, 2017). Moreover, it will be important to implement GHG reduction measures since the
consequences of climate change in this sector are adverse, whether they are direct or indirect
(Grimm et al., 2012). Some of these consequences are described in Table 1.
Table 1. Impacts of Climate Change and Its Implications on Tourism
Impacts
Rising temperatures
Sea surface temperature rise
Sea level rise
Reduction of precipitation andincrease of
evaporation
Snowfall and melting ofglaciers
Frequent and more intensestorms
More frequent and moreintense rainfall

Implications for Tourism
Changes in seasonality, thermal stress for tourists, increased coolingcosts and transmission of
infectious diseases.
Degradation in the aesthetics of diving destinations due to increasedbleaching of the
corals.
Coastal erosion causing the beach area to shrink leading to increasedcosts for coastal
protection.
Water scarcity and increased desertification.
Reduction of the snow amount in winter destinations, increases costs in those destinations;
shorten of winter sports period and decreases the beauty of the landscapes.
Increases the susceptibility of damage to tourist facilities leading toincreased insurance
costs.
Increased flooding which can alter the seasonality of tourism and cause damage to the historic
architectural and cultural heritage and tourism infrastructures.

Climate change will modify the competitiveness and sustainability of key segments of the tourism
destinations (e.g., snow tourism) (Scott et al., 2012). Consequently, tourist destinations will have
to adapt to climate change, both to minimize risks and to capitalize new opportunities associated
with local impacts of climate change or with competitors and the wider tourism system (Scott et
al., 2012). At the national level it will, therefore, be important to take measures to quantify
emissions and increase their monitoring in the different activities of the tourism sector in order to
reduce each contribution to CO2 equivalent (CO2e) emissions. Tourism CF should be assessed
using methods that cover all the life cycle or emissions of the tourism-related goods and services
supply chain (Lenzen et al., 2018). In this work a CF calculation was applied to the tourism sector
in Portugal, more specifically to the accommodation sub-sector, with a new calculator developed
by the authors (data not shown).The study was carried out in a three-star hotel located in the Viseu
region with 20220 overnight stays in 2018.
Methodology
The CF was assessed using a calculator tool developed by the authors, for tourism sector, more
specifically to the accommodation sub-sector. To each of the components analyzed has been
assigned indicators for the CF calculation (Table 2). Direct emissions are those that are directly
caused and controlled by the accommodation such as emissions from the fossil fuels burning
(World Resources Institute [WRI], 2004; Larsen et al., 2013; Kent, 2018; Carbon Trust, 2018).
Indirect emissions are not produced locally but as consequence of a component use or production.
Namely, the GHG emissions from electricity component are from electricity production that is
purchased and consumed by a supplier (WRI, 2004; Larsen et al., 2013; Kent, 2018; Carbon Trust,
2018). Other indirect emissions are related with goods purchase and services which include, for
example, emissions from all employee business trips not undertaken in company cars and
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emissions from water and waste treatment (WRI, 2004; Larsen et al., 2013; Kent, 2018; Carbon
Trust, 2018).
Table 2. Components and Indicators Used in the CF Calculation Tool
Components
Electricity

Indicators
Electricity consumption

Water

Electricity produced (renewable
energy)
Water consumption
Production of wastewater
Quantity of clothes washed

Laundry
Fuels

Description
Electricity consumption (purchasedfrom a
supplier)
Electricity produced through renewableenergy
sources
Volume of water consumption
Volume of wastewater produced
Amount of laundry to be done

Fuel consumption used forstationary
combustion
Distance travelled by cars

Waste

Production of Urban Waste

Food

Amount of separated waste torecycle
or reuse
Food consumption

Emissions Type
Indirect Emissions(Scope 2)
Avoided Emissions

Quantity of fuels used (petrol, diesel, biodiesel,
natural gas, butane, propane, mixture and
wood)
Fuel consumption by car, dependent ofdistance
made
Quantity of unsorted waste (organic and
undifferentiated
Amount of waste separated to recycle(paper,
plastic, glass, metal, oil)
Consumption of food (food purchasedby the
accommodation)

Indirect Emissions(Scope 3)
Indirect Emissions(Scope 3)
Indirect Emissions
(Scope 3)
Direct Emission(Scope 1)

Indirect
Emissions(Scope 3)
Avoided Emissions
Indirect
Emissions(Scope 3)

Hotel Data
The study was carried out in a 3 stars Hotel (Montanha Verde), located in Viseu region (Portugal)
with 50 rooms and has a total area of 1500 m2. The hotel accommodation data are described in the
following tables (Tables 3 and 4). Once this work was developed in the pandemic period and
several data was not available, some assumptions were done that are described below.
Table 3. Hotel Data in 2018
Data
Jan
Gest-night
453
Electricity
15019
Consumption
(kwh)
Water
96
Consumption
(m3)
Laundry (kg)
227
Fuel Consumption
Natural Gas(m3)
897
Car 1 (km)
46
Car 2 (km)
186
Waste Type Production
Unseparated
478
Urban (L)
Organic
1983
(Biowastes)
(L)
Paper (L)
1194
Plastic (L)
395
Glass (L)
495

Feb
806

Mar
1516

Apr
931

May
1408

Jun
1473

Jul
1866

Aug
3075

Sep
3166

Oct
2604

Nov
2008

Dec
914

18668

19385

15132

15685

19751

16640

33775

27930

22255

21323

19895

96

178

139

175

243

350

350

380

283

225

127

403

758

466

704

737

933

1538

1583

1302

1004

457

897
46
186

1525
46
186

1472
46
186

897
46
186

897
46
186

1472
46
186

1495
46
186

1472
46
186

897
46
186

1472
46
186

1472
46
186

697

1170

719

1075

1181

1479

2288

2263

2038

1550

812

2894

4860

2985

4466

4909

6143

9548

9411

9411

6438

3370

1742
558
722

2925
935
1213

1797
575
745

2689
860
1115

2955
945
1225

3698
1183
1534

5747
1838
2384

5664
1813
2347

5041
1633
2116

3875
1240
1606

2030
648
842

For laundry component, it was assumed the amount of 4kg of towels and sheets per room per night.
In the hotel only natural gas was consumed and were used two cars for travels (car 1 emitting
0.172 gCO2/km and car 2 emitting 0.183 gCO2/km). About waste management, it was assumed
that all paper, plastic and glass produced were separated for further recycling. The estimation of
food consumed by the guests per month is described in Table 4. The hotel under evaluation has
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solar panels for thermal proposes what directly reduce the energy amount to heat the water for
bathrooms. To account solar thermal energy production, it was evaluated the area in m2 of the
installed panels and selected in the calculator tool the district wherethe accommodation is located.
Table 4. Monthly Food Consumption Estimation
Type of food
Breakfast
Bread (kg)
Cheese (kg)
Pork Ham (kg)
Coffee (kg)
Milk (L)
Type of food
Lunch
Wine (L)
Pork (kg)
Rice (kg)
Potatoes (kg)
Eggs (kg)
Citrus fruits (kg)

Jan

Feb

Mar

Apr

May

Jun

Jul

Aug

Sep

Oct

Nov

Dec

23
7
7
1
45
Jan

40
12
12
2
81
Feb

76
23
23
4
152
Mar

47
14
14
2
93
Apr

70
21
21
4
141
May

74
22
22
4
147
Jun

93
28
28
5
187
Jul

154
46
46
8
308
Aug

158
47
47
8
317
Sep

130
39
39
7
260
Oct

100
30
30
5
201
Nov

46
14
14
2
91
Dec

45
34
23
23
11
54

81
60
40
40
20
97

152
114
76
76
38
182

93
70
47
47
23
112

141
106
70
70
35
169

147
110
74
74
37
177

187
140
93
93
47
224

308
231
154
154
77
369

317
237
158
158
79
380

260
195
130
130
65
312

201
151
100
100
50
241

91
69
46
46
23
110

Results
To evaluate hotel CF, the data previous described was introduced in the developed CF calculator
and each component was evaluated. The CF results are reviewed by individual component
(electricity, water, laundry, fuel, waste, food) and in the final part the global footprint as well as
the avoid emissions are discussed.
Carbon Footprint by Component
Electricity Component
The results obtained for GHG emissions by electricity consumption are described in the following
table.
Table 5. Results Obtained for the Electricity Component
Indicator
Total Consumption (kWh)
Average monthly consumption (kWh)
kWh/Guest-night
KgCO2e Total
Average monthly emissions (KgCO2e)
KgCO2e/ Guest-night

Result
245458
20455
12.14
62346
5196
3.08

This hotel in 2018 had a total of 62346 KgCO2e emission as result of electricity consumption. The
months with the highest consumption per overnight stay (January, February and December) do not
agree with the months with the highest consumption (August, September and October) (Figure 1),
but instead with lowest number of guests per month. This arises from the fact that some electrical
equipment is always connected throughout the year, to heat during winter and cool in the summer
months. Once, Viseu is in a cold region, the electricity consumption is higher in the winter and is
independent of the hotel occupation but dependent of the season.

603

University of South Florida (USF) M3 Publishing

Figure 1. Electricity Impact in 2018, at the Montanha Verde Hotel A) Monthly Electricity
Consumption and CO2e Emissions and B) Monthly Electricity Consumption Per Guest-Night

The Montanha Verde hotel had an average consumption per overnight stay of 12.14 kWh. The
highest consumption per overnight stay was in January (33.2 kWh/Guest-night) and October
registered the lowest consumption per overnight stay (8.5 kWh/Guest-night).
Water Component
The average of water consumption and wastewater production was 126 L/Guest-night and
109.6 L/guest-night, respectively, resulting in a total emission of 3193 KgCO2e (Table 6). The
greatest water consumption was in the summer months, synchronized with the highest numberof
guests (Table 6). As expected, GHG emissions in water are directly proportional to their
consumption. Wastewater production is directly proportional to water consumption since it
represents 87% of water consumed. However, the major fraction of GHG emissions arises from
wastewater treatment (Figure 2) because its emission factor is much higher.
Table 6. Results Obtained From the Water Component
Total (m3)
Monthly Average (m3)
L/Guest-night
kgCO2e
kgCO2e Total
kgCO2e/Guest-night

Water Consumption
2539
211.6
125.6
447.6

Wastewater Production
2217
184.7
109.6
2745.7
3193
0.16
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Figure 2. Water Impact in 2018, at the Montanha Verde Hotel a) KgCO2e Emitted Monthly for
Water Consumption and Wastewater Production and B) Monthly Water Consumption Per
Guest-Night

The water consumption per guest-night over the year ranged from 212 L/Guest-night in January
to 109 L/Guest-night in October. This component showed a similar profile as for the electricity
component, it seems that January was the month with the lowest occupation, but with higher
consumption per overnight stay. Hence, it is also important to notice that there are waterconsuming activities during the year that are independent of the guest’s number, such as cleaning
common areas. The general management activities of the hotel, such as cleaning had an important
water consuming, even in situations of reduced number of guests. This water consumption will
become unsustainable in the medium and long term. Therefore, it will be useful for tourist
accommodation to implement measures to reduce water consumption from a global perspective
and regardless of the tourist’s number.
Laundry Component
For laundry emissions a total of 16021 KgCO2e was recorded resulting in an emission per
overnight stay of 0.79 KgCO2e. As mentioned above, a value of 4kg of laundry per occupied room
was considered or 2kg of laundry per overnight stay are produced. Consequently, GHG emissions
were directly proportional to the number of overnight stays per month (Figure 3). August,
September and October were the months with the greatest GHG emissions.
Figure 3. Monthly CO2e Emission of Laundry Component in 2018 at Montanha Verde Hotel
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Fuels Component
The hotel under study only uses natural gas as fuel for stationary combustion and have 2 cars for
business trips. The total emission of this component was 32902 KgCO2e from natural gas and
503 KgCO2e from car trips (Table 7).
Table 7. Results Obtained From the Fuel Component in 2018 at the Montanha Verde Hotel
Indicator
Natural Gas (kgCO2e)
Car (kgCO2e)
KgCO2e Total
KgCO2e / Guest-night

Result
32399
503
32902
1.63

Almost all emissions come from the natural gas burning (98%), because although its emission
factor is low, it registered a very high consumption. The months of March, April, July, August,
September, November and December recorded similar values for CO2e emissions (Figure 4), since
the consumption of natural gas and the number of car trips in these months were similar. January,
April and December were the months with the highest amount of GHG emissions per overnight
stay. The months with the highest number of guests had the lowest number of emissions per
overnight stay, similar to electricity and water component profile. Values ranged from 4.4
kgCO2e/Guest-night in January to 0.8 kgCO2e/Guest-night in October, with an average of
approximately 1.63 kgCO2e/Guest-night.
Figure 4. Fuel Impact in 2018 at the Montanha Verde Hotel A) Monthly GHG Emissions of the
Fuel Component and B) Kgco2e Per Guest-Night of the Fuel Component

Waste Component
The total emission of waste component was 9725 kgCO2e which resulted in an emission per guestnight of 0.48 kgCO2e (Table 8). Most emissions (68%) are from paper and glass wastes because,
despite having a lower production than organic waste, they have associated a much higher emission
factor.
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Table 8. Results Obtained From the Waste Component
Type of Waste
Urban Undifferentiated
Organic (Biowastes)
Paper
Plastic
Glass
Total
Guest-night

Quantity (kg)
1260
27630
3129
631
3530
36181
1.79

Carbon Emissions (kgCO2e)
1161
619
3442
1325
3177
9725
0.48

The highest produced waste was organic waste (76%), followed by glass (10%), paper (9%),
undifferentiated urban (3%) and finally plastic (2%). The values obtained of glass, paper and
plastic wastes production are similar to Styles et al. (2013) with 6%, 12% and 2% respectively.
However, for undifferentiated and organic wastes there is a significantly difference, achieving 49%
and 31% respectively, compared to 3% and 76% attained in this study. These discrepancies
demonstrated how is important to know the real situation in terms of waste production to determine
the real CF. The organic waste (biowaste) emissions represented only 6% of the total of CO2e
emissions (Figure 5). Unlike organic waste, all the others have increased their contribution in terms
of emissions compared to their quantity. In this field, paper represents 35% of emissions followed
by glass, plastic and unseparated urban waste with 33%, 14% and 12% respectively.
Figure 5. Contribution of Different Types of Waste to Emissions in 2018 at the Montanha Verde
Hotel

Once again, as a consequence of the higher number of overnight stays, the months of August,
September and October (Figure 6) were the months with the highest GHG emissions. Analyzing
the emissions contributions of waste in each month, their profile is analogous between then. The
glass and paper wastes presented the highest contribution in opposition of organic, unseparated
(undifferentiated) and metal wastes that registered the lowest impact.
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Figure 6. Wastes Impact in 2018 at the Montanha Verde Hotel A) Monthly GHG Emissions of
the Waste Component and B) Kgwaste/Guest-Night

Regarding the amount of waste per guest-night, the variation found was between 1.6 (September)
and 2.4 (January) kg/guest-night resulting in an average of 1.79 kg/guest-night. It is once again
evident that the months with the lowest number of guests obtained the highest emission/guestnight.
Food Component
The food component emitted a total of 42606 kgCO2e which resulted in an emission per overnight
stay of 2.1 kgCO2e. The food with the highest emission was pork followed by cheese and milk
(Table 9), which would have been expected since it is food of animal origin that has high emission
factors.
Table 9. Total GHGs Emitted by Food Component
Food
Wine
Pork
Rice
Potatoes
Eggs
Citrus Fruits
Bread
Pork Ham
Cheese
Milk
Coffee

Carbon Emissions (kgCO2e)
3917
15686
3444
463
2554
1131
1498
3137
4837
4497
1442

In this case, the emissions amount was directly proportional to the number of guests (Figure 7).
Probably this component may have significative impact depending on the food diversification
offered by the hotel. In fact, it is a component that should be studied with higher deepness by hotel
managers.
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Figure 7. Monthly GHG Emissions of the Food Component in 2018 at the Montanha Verde
Hotel

Total Carbon Footprint
The total GHG emissions, in 2018, were 166.8 tonnes of CO2e which represents an emission per
overnight stay of 8.25 kgCO2e, 0.11 tCO2e/m2.year and 3.34 tCO2e/room.year. The carbon
footprint can be presented in global hectares (gha) which represents the accounting unit for the
ecological footprint and biocapacity accounts. In this case it was achieved a value of 42.7 gha.
Table 10 identifies the emissions of each component in tonnes of CO2e.
Table 10. Total Annual Emissions of all Components in 2018 at the Montanha Verde Hotel
Electricity
Water
Laundry
Fuels
Waste
Food

Carbon Emissions (tCO2e/year)
62.35
3.19
16.02
32.90
9.73
42.61

Electricity is the largest contributor to CO2e emissions with 37% of total emissions followed by
food (25%), fuels (20%), laundry (10%), waste (6%) and finally, with only 2% emissions the water
component (Figure 8).
Figure 8. Contribution of Each Component to the Total Emission in 2018 at the Montanha
Verde Hotel

As expected, the months with the highest number of overnight stays were also the months with the
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highest emissions (Figure 9). August showed the highest number of emissions following
September (month with the highest number of overnight stays). The main difference between
August and September emissions was the level of electricity emissions, which may be related to
increased use of air conditioning equipment.
Figure 9. Global Carbon Emissions in 2018 at the Montanha Verde Hotel A) Total Monthly
GHG Emissions and B) Total Monthly GHG Emission Per Guest-Night

When analyzing the CO2e emitted monthly per guest-night, it was found that the months with
fewer overnight stays are those with the highest emission, in accordance with the behavior that
occurred in some components. January was the month with the highest emissions per overnight
stay (16.6 kgCO2e), followed by December (12.7 kgCO2e), February (11.9 kgCO2e) and April
(11.2 kgCO2e), all the remaining months had an emission per guest-night of 9 kgCO2e or less. This
fact may be due to the electrical equipment utilization regardless of the number of overnight stays.
The same happens with the water used for baths, washing the common areas and kitchen, as well
as trips made by cars that do not depend on the number of overnight stays (the same number of km
are done every month). In the remaining 2 components (laundry and food) the emissions were
proportional to the number of overnight stays.
One strategy that can be follow by hotel managers, as well as general consumers, is the
compensation of CO2 emissions with the plantation of trees, or other crops, that consume CO2
during their life cycle. Considering this procedure, Table 11 shows the number of trees of different
species that must be planted to compensate the Montanha Verde hotel GHG emissions at different
levels (from 10% to 200%). This table also presents data related with the CO2 sequestration for
each tree species per year (Agência Portuguesa do Ambiente, 2020).
Table 11. Number of Trees Required for Different CF Compensation Scales
Trees Species
Pinus pinaster
Cork Oak
Eucalyptus
Holm oak
Oak
Chestnut
Pine tree

SEQUESTRATION
tCO2e/
kgCO2e/
ha.year
tree.year
6.1
4.9
1.2
2.1
13.2
13.2
1.2
1.5
6.1
7.6
6.3
40.6
12.9
19.8

200%

150%

68621
161876
25332
217482
43740
8221
16833

51466
121407
18999
163111
32805
6165
12625
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COMPENSATION
100%
75%
50%
Number of trees to be planted
34311
25733
17155
80938
60704
40469
12666
9500
6333
108741
81556
54370
21870
16403
10935
4110
3083
2055
8416
6312
4208

25%

10%

8578
20235
3167
27185
5468
1028
2104

3431
8094
1267
10874
2187
411
842
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The CF calculator have an option for counting the GHG emission compensation in accordance
with the number of trees that the hotel managers intend to plant considering the species. Table 12
represents the GHG compensated for a level of 100%.
Table 12. Possible Combination of Trees Plantation to Compensate the CF at 100% Level
Species
Pinus pinaster
Cork Oak
Eucalyptus
Holm oak
Oak
Chestnut
Pine tree

How many trees do you intend to plant?
Number of trees
Area needed (ha)
3000
2.4
1000
1.7
3200
3.2
1700
2.1
2000
2.5
1000
6.4
2500
3.8
Total
22.1

KgCO2e Compensated
14584
2061
42139
2608
15253
40579
49544
166767

Regarding the high area needed to compensate the GHG emissions, it is suggested that the hotel
may stablish collaboration protocols with public or private entities to achieve the plantation effort.
These activities can also be a strong tool to envelop clients, perform nature activities and engage
in a more responsible environmental behaviour by citizens.
Avoided Emissions
The Montanha Verde hotel managers had already implemented some actions in order to become
more environmentally sustainable. One example was the thermal solar panels for water heating or
the effort to promote a waste selective collection. The summer months were the ones with the
highest amount of avoided emissions for electricity component (Figure 10). This fact was since
the summer months have the highest irradiation per m2 caused solar thermal panels to capture more
solar energy. In total, 585.7 KgCO2e were avoided through this renewable energy source. In terms
of emissions avoided through waste recycling, the months with high waste separation forrecycling
were consequently the months that most GHG emissions were avoided (August,September and
October). In total, 3529.5 kgCO2e emissions were avoided with this procedure. Intotal, through
solar thermal panels and waste recycling, the hotel managed to avoid the emission of 4115
kgCO2e.
Figure 10. Emissions Avoided in 2018 at the Montanha Verde Hotel A) by Solar Thermal
Panels and B) By Waste Separation for Recycle
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General Discussion
A calculator developed by the authors (data not shown) was applied in a 3-star hotel making it
possible to draw some conclusions about the contribution of analyzed components in total CO2e
emissions for a similar hotel. Total emissions were 166.8 tCO2e and electricity consumption was
the main contributor with 37% of the total. This value is significantly lower than the values
obtained in 3-star hotels studies by Lai (2013) and Puig et al. (2017) which obtained values of 87%
and 76.5% respectively. This difference should be due to a higher kgCO2e/kWh emission factor in
these studies causing the rise of electricity component values. In both cases, however, it is the
electricity component that is primarily responsible for emissions, which indicates that the first
steps should be taken by managers in this component, namely, to increase energy efficiency and
increase the use of renewable energies. In terms of electricity consumption per guest-night the
result of 12.14 kWh is similar to those reported by Castellani and Sala (2012) (10.4 kWh/guestnight) and Filimonau et al. (2013) (13 kWh/guest-night). However, it is much higher than Puig et
al. (2017) (6.2 kWh/guest-night) and lower than Rico et al. (2019) (15.6 kWh/guest-night). These
differences presented above may be due to a better energy efficiency (newer equipment’s) of hotels
or lower emission factors for electricity generation in each country where the study was performed.
However, the result obtained in this study is below of the value mentioned as excellent (34.2
kWh/guest-night) in the ECOTRANS study (2006). In Portugal, the most representative electricity
production source is natural gas with low contributions of coal or fossil fuel co-generation.
Moreover, renewable sources already represent more than 50% of the electricity production.
Unlike electricity, the water component had the lowest contribution, which accounted only for 2%
of total emissions. However, this value is higher than the result obtained by Lai (2013) of 1% for
a 3-star hotel. Water consumption per overnight stay was 125.6 L, much lower than Puig et al.
(2017), which obtained a value of 190 L and the value considered excellence of 210 L presented
in the ECOTRANS study (2006). This fact may indicate a good management practice of water
consumption by the Montanha Verde Hotel. As regards waste component, it accounted for 6% of
total emissions, the production of 1.79 kg/guest-night of waste is responsible for this emission.
This value obtained is higher than the value presented by Rosselló-Batle et al. (2010) of 1.55
kg/guest-night and lower than the ECOTRANS (2006) and Puig et al. (2017) studies which
mentioned an amount of 1.98 and 1.93 kg/guest-night, respectively. Nevertheless, the value
obtained in the Montanha Verde Hotel is significantly higher than the excellence value defined by
Styles et al. (2013) of 0.6 Kg/guest-night which shows that there is still a long way to go in reducing
waste production in the hotel. The fuel component contributed to 20% of total emissions,of which
98% came from natural gas consumption. These values are quite similar to Rico et al. (2019) since
in its study it obtained a contribution from natural gas of 20.7% of total emissions. Food and
laundry components accounted for 25% and 10% of total emissions, respectively. Theseresults will
not be compared since they are components that are not usually studied in the literature.
In relation to CO2e emission per guest-night, the Montanha Verde Hotel obtained an emission of
8.25 kgCO2e/guest-night which is a very good value when compared to previous studies such as
Filimonau et al. (2013), Puig et al. (2017) and Rico et al. (2019) with results of 8.4 kgCO2e/guestnight, 19 kgCO2e/guest-night and 7.5 kgCO2e/guest-night, respectively. It should be noted that
Filimonau et al. (2013) and Rico et al. (2019) only analyzed two components, namely the
electricity and fuel components. Due to the increasing GHG emissions, action is needed because
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the consequences are catastrophic. Therefore, calculating CO2e emissions from all sectors
including the tourism sector is very important for monitoring and act to further reduce GHG
emissions. Thus, the CF calculation mustbe made on the basis of scientific studies and may become
extremely relevant in the achievementof reduction targets up to 2100, since the tourism sector has
an important paper in GHG emissions.
Conclusions
A CF calculator was applied to a 3-star Hotel in Portugal and it was showed that the highest
contribution to CF arises from the electricity component and food, representing more than 50% of
the total GHG emissions, which indicated that is very important to take measures to reduce the
consumption of these two components. For almost all components, the GHG emissions were
independent of guests-night number but more related with the season. In a time of constant change
due to climate change and related environmental issues, is very important that hotel managers
realize their contribution to the decrease of each environmental impact and use it as a
communication tool to their clients. Furthermore, the application of a CF calculator in the hotels
help the managers to propose real and quantified measures to improve their environmental
performance. To a real CF calculation to reach a sustainable tourism it is needed that the hotel
managers createa database for collect all the information about the environmental indicators.
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Abstract
Tourism is one of the cost efficient and labor-intensive industries that creates unlimited
employment opportunities. This industry has suffered a lot due to global issues especially by the
novel disease of COVID-19. Pakistan is one of the miraculous lands with God gifted blessings,
but terrorism has depicted the wrong image of Pakistan over last few decades across globe. The
revival of tourism in Pakistan has been a challenge for the Government. Main Objective of study
is to determine the impact of social media influencers’ word of mouth (eWOM) on repositioning
Pakistan as an attractive tourist destination. Social media has empirical importance for promoting
the tourism globally. Thematic & content analysis was performed using NVivo on randomly
selected video content shared by these social media influences about their visit to Pakistan. Study
concluded that positive and encouraging eWOM by these influencers about their experience in
Pakistan & its people is vital for potential tourists to break the stereotypes and to visit Pakistan.
This study contributes to the literature about significance of social media influencers (followed by
numerous audiences globally) and eWOM by such influencers seems to be the need of hour for
the revival of Tourism in Pakistan.
Keywords: tourism and hospitality, social media, social media influencers, vloggers/bloggers,
promoting tourism, tourism destinations in Pakistan
Introduction
Tourism is defined as social, economic, and cultural phenomenon which allows the movement of
individuals towards outside destinations whether cities of countries for personal/business or
recreational purposes (Lin, Naradda Gamage, Nedelea, & Haq, 2016). This labor-intensive sector
is globally known as one of the significant sources of employment. Moreover, the associated
supportive industries of tourism include hospitality, hotels & accommodation providers,
restaurants/food & beverage/retail businesses, sports & special events, cultural and tradition’s
awareness & promotions (WTTC, 2017). Hence, this industry tends to create massive level of
employment opportunities for the associated people ultimately benefitting the overall economy of
relative country. Therefore, tourism industry is said to be the one of a kind amongst Service sector
having unique characteristics & offering promising financial returns if handled smartly &
strategically (Gamage, Kuruppuge, & Haq, 2017; Haq, Alotaish, Gamage, & Otamurodov, 2014).
A tourist definition is not only confined to geographical definition (Baloglu & McCleary, 1999)
or a combination of products or services or activities (Murphy, Pritchard, & Smith, 2000). Rather,
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tourist destinations comprise of 6As including accessibility, attraction, activities, available
packages, ancillary services and amenities (Buhalis, 2000). Advancement in technology and
internet has transformed the consumers decision making process as they have become more
information savvy and use internet frequently to access, compare and critically analyze the
information about products and services before making actual purchases/decisions (Pedrosa, Celis,
Sánchez, & Maldonado, 2020). And so is the key role of social media for tourists for making
selections about tourist destinations nowadays (Katsikari, Hatzithomas, Fotiadis & Dimitrios,
2020).
Pakistan is considered to be the land of wonders across globe. Pakistan is blessed with all four
seasons, gigantic mountain ranges, vast deserts & beautiful ocean shores, fields, breathtaking
lakes, waterfalls & valleys. The ruins of ancient cultures like Mohanjo-daro in Harappa Pakistan
is also one of major attractions for tourists apart from many of other Muslim historical places as
well as sacred shrines & temples of Hinduism & Sikhism (Hussain, Chen & Nurunnabi, 2018).
Terrorism has negative impact on tourism industry regardless of a developed or developing
country. Countries have faced fatal consequences as deadly decline in tourism industry for any
terrorism activities associated with that country. Pakistan tourism industry has also faced these
issues and mostly people around the globe consider Pakistan as an unsafe country and notorious
for past terrorism history (Naradda Gamage, Illangarathne, Kumudumali & Nedelea, 2020).
Besides terrorism, COVID-19 has also increased the challenges for Govt. of Pakistan to revive the
tourism industry and to reposition itself as a safe and amazingly adventurous tourist destination.
This concept has led to the main idea of the study to access the significance of eWOM by social
media influencers to revive and reposition the Pakistani tourism industry using qualitative
approach. Following section describes the brief literature in this context.
Literature of Review
Earlier research depicts that tourism is one of key industries that keep on growing rapidly, offering
numerous employment opportunities to the same as well as associated industries regardless of a
developed/developing economy. This industry generates impressive revenues and real time returns
on investment in long run (Naradda Gamage, Illangarathne, Kumudumali, & Nedelea, 2020).
Tourism is righteously considered one of the significantly contributing factor towards the GDP
around the world (Gamage, Kuruppuge & Haq, 2017). When it comes to global economy, the
former literature proves this industry plays a key role in economic development. If Govt.
strategically and smartly handle the key aspects of this industry, it might prove to be an economic
growth booster (Naradda Gamage, Illangarathne, Kumudumali & Nedelea, 2020).
Literature shows empirical evidence of the earlier epidemics/outbreaks effects on economies and
tourism industries alike but the wrath of COVID-19, above all earlier outbreaks, is unavoidable.
Initially SARS was declared as one of the deadliest viruses that mainly effected the tourism
industry and Air transportation & traveling business was badly declined (IATA Economics,
2020). COVID-19 has left the whole world with inevitable economic shocks affecting all of
manufacturing & services industries along with respective supportive industries. The anti-social
SOPs imposed by Governments to avoid mass gatherings and unnecessary visits to markets and
other locations as well as the stay-at-home policy implementation has significantly affected the
revenues of many businesses (Elliott, 2020; Hassett, 2020). And same happened with the tourism
industry along with all supportive and associated industries (Shretta, 2020). As the COVID-19
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spread through continents the travelling restrictions were imposed by 96% of tourist destination
worldwide. Up to 30% decline in international tourists’ arrivals with globally international tourist
receipts loss of USD 450b was forecasted (UN Tourism NEWS, 2020).
Literature has been updated with numerous studies depicting the post pandemic impacts of
COVID-19 on the economies, most certainly indicating the declining trends of economies
(UNCTAD COVID-19, 2020). Many scholars have empirically showed the negative impact of this
in going pandemic in tourism industry worldwide. Still, room exists in literature to add up more
about the post pandemic impacts of COVID-19 on tourism industry worldwide and to suggest the
further measures for the revival of this industry by carefully revising & implementing the SOPs
pandemic (Ozili & Arun, 2020; Shretta, 2020) .
Social media as a promotional tool in tourism and hospitality industry is gaining attention
massively (Lim, Chung & Weaver, 2012; Moro & Rita, 2018). A recent study explains the
normative, cognitive, and affective dimensions about the relationship between electronic word of
mouth (eWOM) and buying behavior of tourism and hospitality products (Pourfakhimi, Duncan,
& Coetzee, 2020). The necessary information about tourism destinations is easily accessible on
social platforms, it is one of cost-efficient promotional tool when it comes to enhance the user
engagements into and positioning effectively the tourism destinations (Soegoto, Purnama, &
Hidayat, 2018). Mostly potential tourists tend to search for social media influencers’ personal
experiences as tourists to certain tourism destinations. They do not directly jump to designated
official websites or any other official platforms of tourism destinations. Once they get enough
evidence by positive WOM from such unbiased social media influencers’ own experiences they
feel comfortable to make actual decisions of visiting certain tourism destinations (Ly & Ly, 2020).
Pakistan has been victim of terrorism since last 3 decades but in recent years with the intervention
of Pakistan army the authorities has declined the wrath of terrorism to minimal levels. After the
restoration of peace in many of tourism destinations this industry is gradually reviving (Farooq &
Khan, 2014; Raza & Jawaid, 2013). But still it needs significant attention to contribute in the
country’s economy to optimal levels. The easiest and most effective way is the social media and
electronic word of mouth shared by many social media influencers about the hospitality and
astonishingly mesmerizing tourism destinations across Pakistan. The tourism destinations can be
effectively positioned in tourist’s mind by generating value using social media (Huertas & MarineRoig, 2015). On the basis of this literature following Research objective is derived.
Research Objective
Literature shows that social media marketing as well as social media influencers’ WOM has great
impact on people decision making process for visiting a particular tourist destination. Pakistan’s
official authorities are continuously thriving to revive this industry and to reposition the country
as a safe and attractive tourist destination whilst triumphing the war against terrorism. The effects
of terrorism were not encountered fully yet that the global pandemic hits the world badly. Covid19 has dreadful effects on tourism industry across globe and being a developing country, Pakistan’s
tourism industry has also suffered a lot. So, this study aims to access the importance of social
media influencers’ positive & encouraging expressions for others to portray Pakistan as their next
must visit tourist destination using qualitative approach. Hence, the research objective of the study
is:
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•

To determine the impact of social media influencers’ eWOM on repositioning Pakistan as
an attractive tourist destination

Method
This study is qualitative in nature and video-based content from different social media platforms
is the source of data. A random sample of social media influencers who have visited Pakistan in
last five years and shared their experiences with followers on different social media platforms,
were selected. The selection of such influencers from Facebook, Instagram and Youtube was made
by following keywords, trends, and hashtags they mentioned in their uploaded videos like
#VisitPakistan, #GilgitBaltistan, #Sakardu, #MalamJabba, #GaliyatKPK, #BabuSarTop,
#KhunjrabPass, #NeelumValley etc. The videos uploaded by social media influencers on their
official social media channels were randomly selected. In these videos they documented their
arrival, experience, landscape beauty, generosity of people in Pakistan, any problems/hustles or
issues faced during their stay in Pakistan. 25 videos from multiple social media platforms were
gathered and transcribed into text using NVivo software. Thematic analysis was performed after
coding the statements of different social media influencers. Content analysis was performed on
transcribed data to get further in-depth information about the experiences of these social media
influencers while their visit & stay in Pakistan.
Findings and Conclusion
Major findings, based upon the content analysis performed via NVivo software, included the
positive and supportive words were mainly associated with the visit experiences of social media
influencers. The words, generating positive and compelling vibes like generosity, hospitality, and
kindness of people, amazing and beyond words experience, beautiful landscapes & scenery, must
visit Pakistan etc. were most frequently used by such social media influencers.
Image 1. Word Cloud

While coding the statements of different social media influencers from their video contents a
number of themes were created, including breaking the stereotypes, generous people, hospitable
people, Under-rated beauty of Pakistan, beyond words experience, eWOM, Safety & freedom,
safety concerns, developing country, meet up excitement, must visit Pakistan etc.
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While discussing about the Pakistani people, these social media influencers described them one of
the most amazing people. Pakistani people were described as one of the most generous, hospitable,
kindhearted, loving, friendly and caring people.
Figure 1. Word Tree I

Based upon thematic analysis and text search queries for analyzing the content it is concluded that
social media influencers who visited Pakistan have had beyond words amazing experience.
Regardless of all doubts about safety and previously media demonstrated terrorism related image
of Pakistan, these influencers found Pakistan totally opposite of what it has been portrayed on
international media regarding safety concerns.
They repeatedly claimed Pakistan as a safest, amazingly beautiful and full of surprises homeland
of loving, caring & generous people. The repeated recommendation calls were made out by these
influencers in their video contents for potential tourists ensuring utmost adventure and healthy
recreational trip to one of mesmerizing tourist destinations in the world Pakistan. Hence, all
positive statements, suggestions, recommendations also known as eWOM by these social media
influencers are creating awareness about the beautiful adventures that tourists can have while
visiting Pakistan and it also negates all the negative thoughts that comes to one’s mind while
hearing the word Pakistan; tend to be repositioning Pakistan as an adventurous, safe, amazing and
must visit tourist destination. Covid-19 has also declined the overall tourism industry over past
year. To re-gain tourists’ interest and attraction, eWOM by such social media influencers is one of
the smart and cost-efficient tool as well as need of the hour. Based upon the statement of
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influencers, it is also concluded that with the ease in Visa policies and other compulsory
documentation for tourists, they were more likely encouraged and pushed by their instincts to come
and visit Pakistan. Therefore, Government’s tourist friendly policies tend to be first encouraging
step for potential tourists to must consider Pakistan for their next vacation.
Figure 2. Word Tree II

Theoretical and Practical Implications
This study provides a brief overview of the positive impact caused by social media influencers on
their followers whether to consider a particular tourism destination for next vacation to spend on
or not. So, theoretically, the findings of the study can be further used as basis to explore the
effectiveness of same phenomenon for tourism destinations that needs to be revived and
repositioned as attractive ones. As the findings are based on qualitative data derived straight away
from real time experiences and on the spot genuine sentiments of social media influencers, so, it
provides comprehensive storyline to examine the theoretical base in this context qualitatively. The
persuasive statements and real time experiences shared by social media influencers leaves a
genuine and positive impact on the followers about the tourism destinations they visit. Based upon
the findings and conclusion, the practical implication outlines the basic and cost-efficient
technique to re-position certain under-rated tourism destinations in Pakistan or any country facing
alike issues. Suggestions are made to Government and tourism destination managing authorities
to spread the positive, effective, and reviving eWOM of these social media influencers by using
internet and different social media platforms to outreach numerous potential tourists around the
globe.
Limitations and Recommendations
Considering the limitations, this study relies upon the video content only shared by social media
influencers on different social media platform. So, it is recommended for future researchers to take
into account other data generation sources like social media polls, interviews, picture content as
well as focus group discussions to determine the effectiveness of eWOM to re-position the good
image of Pakistan or any other tourist destination. Either qualitative or a mixed approach can be
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applied to further study the effectiveness of eWOM for repositioning the good image of a tourist
destination previously portrayed in negative terms. As the covid-19 pandemic still pertains whilst
the study is carried out, future researchers can pursue same topic to elaborate further impacts of
Covid-19 on this industry as well as how to ensure potential tourists about safety concerns in the
context of this global pandemic. It is also recommended to the Govt. of Pakistan to take into
account the contents created by such social media influencers and to invest in such content smartly
to reach effectively a huge number of potential tourists.
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Abstract
The purpose of this study is to determine the food experiences of tourists, who consumed food in
food and beverage establishments in Istanbul, through online reviews. In this context, online
reviews made to restaurants that are registered on Tripadvisor.com were analyzed with descriptive
analysis technique. The data was collected between 1 December 2019 and 1 December 2020 from
tourists’ reviews. Before the descriptive analysis, existing studies were examined, and traits, which
may be related to peak, supporting, and attractionised experiences, were determined. Reviews were
analyzed within the framework of these traits. The findings of the study show that how the food
consumption of the tourists can be interpreted as three different dimensions of food experience
such as the peak experience, the supporting experience, and the attractionised experience. In
addition, the findings of this study illustrate that online reviews about restaurants provide very
important information about the food experiences of tourists. Therefore, the destination
stakeholders should consider tourist profiles and their online reviews while planning the
destination marketing strategies. As there have been no similar studies in the literature, it is
foreseen that the results of this study will contribute to the literature and fill the current gap in the
literature on tourists’ food experiences with perspectives of social and market-driven.
Keywords: food experiences, Istanbul, online reviews, TripAdvisor, food consumption.
Introduction
Tourism and gastronomy have great impacts on each other. Tourism is an opportunity for food
producers because it increases the value of their products by creating a tourist experience, and
gastronomic experiences add value to tourism by enabling tourists to experience the local food and
culture (Hjalager & Richards, 2002). The gastronomy and the destinations are related somehow
and their relationship is symbiotic as the destination supplies all the ingredients required for
gastronomy, which makes gastronomy a consumption product for tourists. Thus, it can be said that
gastronomy is an inseparable element of the tourism experience (Kivela & Crotts, 2006). One of
the important reasons featuring gastronomy tourism is its importance for the small touristic
destinations. This type of tourism, which emphasizes cultural heritage, also contributes to the
development of relatively small and rural areas (Zengin & Işkın, 2017). Gastronomy gives rise to
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various perspectives, and it is both a cultural and a tourism product (Ramírez-Gutiérrez et al.,
2020).
As one of the most fundamental components of the tourism, food plays a crucial role in tourism
activities (Ding & Lee, 2017). Food is a window into the culture of a destination and has various
roles during a trip (Hendijani, 2016). Visitors may want to try different tastes when they visit other
tourism destinations such as consuming traditional breakfasts, dining in a luxury restaurant, or
tasting local foods reflecting regional culture (Kodaş & Özel, 2016). Dining is an art form in
tourism, and it differs from all the other forms of attractions and travel activities because it satisfies
the five senses of human and may provide a lingering effect of destination (Sthapit, 2017). Local
food is seen as one of the major destination attractions of a region (Sims, 2009). Sometimes it may
be basic travel motivations for visitors (Quan & Wang, 2004) as the popularity of local food is
increasing in most of the tourist destinations, and tourists are eager to experience local food due to
the reasons such as novelty, the quality and safety of products, social-cultural promotion,
souvenirs, and the protection of environment (Mgonja et al., 2016). Local food is an access into a
destination’s intangible heritage for some tourists who are eager to obtain profound knowledge of
destination’s culture and want to comprehend the food places as a nice ingredient in their vacation
experiences (Björk & Kauppinen-Räisänen, 2014). Furthermore, a local food experience is a
crucial component of the tourist experience, and it is seen as a cultural activity because it enables
tourists to experience new tastes and meet different traditions (Seyitoğlu, 2020). Therefore,
considering the literature review on gastronomy experience, it is considered that consuming or
tasting local food is at the center of gastronomy studies.
When the relevant literature is examined, it is seen that there are limited number of studies related
to determining tourists’ food experiences. Some of the studies have focused on the characteristics
or the memorability of food experience (Chang et al., 2011; Björk & Kauppinen-Räisänen, 2014;
Wijaya, 2014; Adongo et al., 2015; Sthapit, 2017; Anton et al., 2019; Correira et al., 2020). In
addition, the food experience has been studied from a social phenomenological approach in some
studies. One of these studies, Quan and Wang (2004), which deals with the food experience from
a marketing and social perspective, developed a structural model of the tourist experience.
Although there have been some studies applying Quan and Wang’s (2004) model, the number of
these studies has been limited so far. However, there have been no studies examining the food
experience of tourists through online reviews within the context of three types of food experiences:
peak experience, supporting experience, and attractionised experience. Therefore, the purpose of
this study is to analyze online reviews made to restaurants in Istanbul that are registered on
TripAdvisor and determine the food experience of tourists in order to provide practical suggestions
to the practitioners in tourism sector. Although a qualitative case study (Seyitoğlu, 2020) has been
conducted, which related to guided culinary tours, the aim of that study was not to determine
tourists’ food experiences but to scrutinize the culinary tour experience of tourists. When
considered from this aspect, it is foreseen that the results of this study will contribute to the
literature on tourists’ food experiences with perspectives of social and market-driven conducted
through online reviews using UGC.
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Literature Review
Experience Concept
Experience is an important component of tourism. The Cambridge English Dictionary (2020)
defines experience as the process of getting knowledge or skill from doing, seeing, or feeling
things. Experience is an individual interactive relation, a physiological reaction to the events, and
an extensive knowledge and perception of the nature of things (Ding & Lee, 2017). Experience is
the knowledge and sentiments coming out of a person’s participation in daily activities (Monica
Hu et al., 2009). Though it is not the same in every individual, the experience can be defined as
emotional, logical, entertaining, interesting, and unforgettable consumption memories obtained
from an activity in which the individual participates (Kodaş, 2018). People value experiences much
more than physical properties and daily services in their lives, and buying experiences gratifies
people more than buying just commodities (Pine & Gilmore, 2013). Experience is a very important
part of people’s daily lives, and accordingly it has great impacts on their tourism activities.
Consumers are apt to comprehend experiences as reliable and precious information sources, and
the power of past experiences influences future behavioral intentions (Chandralal & Valenzuela,
2013). Having memorable and entertaining experiences about past touristic activities will make
tourists want to practice these activities again, and if these experiences belong to a particular
destination, then tourists will have the ambition to revisit the destination. Tourism experience has
become a popular topic recently, and it was studied by a lot of researchers (Quan & Wang, 2004;
Sims, 2009; Mak et al., 2013; Chandralal & Valenzuela, 2013; Mkono et al., 2013; Björk &
Kauppinen-Räisänen, 2014; Ding & Lee, 2017; Sthapit, 2017; Kodaş & Özel, 2019; Seyitoğlu,
2020). Though there have been a considerable number of studies on the tourism experience, there
are some perplexing issues such as, whether the tourist experience is multi-dimensional or singledimensional, and what elements generate the tourism experience (Quan & Wang, 2004). Social
science approach and marketing approach deal with the tourism experience issue differently.
Tourism experience is considered as peak experience in social science approach. Although there
are various approaches within the social sciences such as phenomenological approach, Durkeimian
approach, and critical approach, the tourist experience can be identified as the experience that is
in contrast to the daily experience since it is believed that tourists want to travel to gain different
experiences from their daily lives. On the other hand, the tourist experience is regarded as
consumer experience in the marketing approach as the tourist is served and constitutes commercial
exchange relationship with service deliverers or goods suppliers (Quan & Wang, 2004). The tourist
experience is integrative and multi-directional, and it consists of a wide range of combined
processes and components (Sthapit, 2017). Actually, tourism experience is a personal interactive
relation with the outside world and the quest of authentic experience (Ding & Lee, 2017).
Food Experience
Food is an important component of tourists’ memorable experiences since experiencing local food,
cultures, and actual local life makes the trip more memorable (Sthapit, 2017). Local food has
cultural, social, and experiential meanings, and gaining local food experience can be an
entertaining and cultural activity as it includes experiencing local traditions and discovering new
things (Okumuş & Çetin, 2018). The culture of a destination can be understood by consuming its
local foods since food experience describes the images of cultural identity and experience
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(Hendijani, 2016). Local foods, food experiences, and food tourism are significant components of
tourism experience (Okumuş & Çetin, 2018).
As food experience became a crucial element of tourism experience, it has gained popularity
among the tourism and gastronomy researchers recently. Quan and Wang (2004) theoretically
examined the place of food experience in the total tourism experience and revealed that the food
experience can be conceptualized as peak experience and supporting experience. These two
dimensions should be conceptually differentiated from each other, and the total tourist experience
can’t be equated to either peak experience or supporting experience. On the contrary, the total
quality of the tourist experience depends on the mutual support of these dimensions (Quan &
Wang, 2004). Kivela and Crotts (2006) aimed to scrutinize former researches related to
gastronomy and focused on how a tourist’s experience can be influenced by gastronomy. Mak et
al. (2012) developed a conceptual model to depict the effect of globalization on food consumed in
tourism. Mkono et al. (2013) used Quan and Wang’s (2004) structural model of the tourist
experience in their study. They applied the model to netnographic analysis of the food experience
to find out whether this model is helpful in perceiving the touristic food experience in Victoria
Falls, Zimbabwe. Bayrakcı and Akdağ (2016) aimed to explain the effects of the tourists’ local
food consumption motivations on their repeat visit intentions and found out that local food
consumption motivation both as a whole and in terms of its sub-dimensions positively affects the
repeat visit intention of tourists. Mak et al. (2016) aimed to find out the motivational dimensions
affecting food consumption in tourism and to investigate the influences of variety-seeking and
food neophobia on these motivational dimensions. Sthapit (2017) constructed a study aiming to
understand what makes food experience memorable for tourists, and the findings of the study
supports that Quan and Wang’s (2004) model of food experience is useful, and food consumption
is an important element of the holistic holiday experience. Mak (2018) conducted an
interdisciplinary literature review to clarify the idiosyncratic nature of tourist food experience and
an empirical study to analyze the food experience of Mainland Chinese tourists and the motivations
underlying this experience. González Santa-Cruz et al. (2019) concentrated on the analysis of the
gastronomic experiences of foreign tourists visiting the city of Oruro (Bolivia). Seyitoğlu (2020)
analyzed the culinary experiences of tourists who visited Istanbul. Although some of the food
experience may be a part of the daily routine, for most of the tourists consuming local foods and
taking part in local foodways are important parts of the tourist experience (Mak et al., 2012). As a
collection of social practices, food consumption enables people to relate to other people in cultural
and social term (Oosterveer, 2006). Food consumption in tourism has distinctive features, and it
has symbolic meaning and occurs in an unusual environment and can be connected with travel
motivation (Mak et al., 2013).
Dimensions of Food Experiences
Touristic trips provide tourists various experiences, and experiencing a restaurant during the trip
may be an important element of the tour experience (Kodaş, 2018). Tourists on a trip are generally
ambitious to try new things, and they frequently take greater risks than in their daily life; thus, they
are highly motivated to try new and unique foods (Cohen & Avieli, 2004). A memorable food
experience might affect the total trip satisfaction of the tourists, and consequently they may want
to revisit the destination providing the experience (Monica Hu et al., 2009). The significance of
food experience to destinations and total tourist experience stimulated the researchers to
investigate the dimensions and the underlying motivational factors of food experience. Björk and
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Kauppinen-Räisänen (2019) investigated the tourists’ apprehensions of culinary-gastronomic
sensations and their relations to the locality. Kim et al. (2012) aimed to develop a measurement
scale that will make perceiving the concept of the memorable experience easier and assist in
improving the effective management of this experience. Son and Xu (2013) tried to determine the
roles of the Buddhist temple food, which is a type of vegetarian cuisine, in Western tourists’
experiences. Taar (2014) defined the factors affecting the experience of gastronomic satisfaction.
Okumuş et al. (2007) compared how Hong Kong and Turkey use food in marketing their
destinations. The studies above show that the food experience is an important part of the tourist
experience and can play promotional roles for destinations. Mak et al. (2013), in their study, tried
to explain the food experiences as peak, supporting, and attractionised within the framework of
food motivation. In the study in question, they classified the motivational elements of food as
obligatory, contrast, extension, symbolic, and pleasure and focused on their relationship with peak,
supporting, and attractionised experience types. Peak experience expresses the experience that
tourists gain in line with their main travel motivation while supporting experience expresses the
experiences related to other activities needed for living the primary experience (Kodaş, 2018).
Figure 1. A Conceptual Framework for Food Consumption in Tourism

Source: Mak et al. (2013), p. 336.

Mak et al. (2013) drew a five-dimensional conceptual framework related to food experience in
order to reflect the complex construct of food consumption. Figure I. provides an illustration of
the framework. The vertical axis defines the contrast and extension dimensions, the horizontal axis
exemplifies the symbolic and obligatory dimensions, and the diagonal axis denotes the pleasure
dimension. The fourth quadrant shows that sometimes the peak experiences or the supporting
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experiences can turn into attractionised experience when both symbolic and contrast motivations
are high. In another saying food experiences which are apprehended to be different and bear
symbolic meanings may be attractionised (Mak et al., 2013). Quan and Wang (2004) pointed out
that the dimension of the peak touristic experience can transform into the supporting consumer
experience under specific conditions. On the contrary, the experience of attractions can be
supporting consumer experience, and the difference between these two dimensions can be detailed
through their relationships to the daily experience. Kodaş and Özel (2019) scrutinized the
gastronomic experiences of domestic visitors visiting Gaziantep, which is well-known for its long
gastronomic history, with an interpretative approach. The author pointed out that understanding
which experiences the visitors prioritize when they eat at a destination can provide important
information for destination stakeholders. Tourists are really eager to taste new and different foods
during their trips, and they sometimes get memorable food experiences in this period. These
experiences sometimes become very effective in tourists’ decisions about revisiting the
destinations. Food experience is an inseparable part of tourist experience, and it is explained as
peak experience, supporting experience, and attractionised experience within the framework of the
food motivation (Mak et al., 2013). The peak experiences or the supporting experiences can
sometimes transform into the attractionised experience when the symbolic and contrast
motivations of the experience are high (Mak et al., 2016).
Methods
The present study was designed to gain in-depth knowledge of the food experiences of tourists
visiting Istanbul. In this study, one of the qualitative research methods, descriptive analysis
technique and user-generated content based on tourists’ reviews on TripAdvisor were used. The
user generated content (UGC) has been growing rapidly in social media, and the information
provided by UGC is seen as supporting information for tourists as it is accepted a trustworthy
method in searching of trustful information (Kaosiri et al., 2017). Forty-six traits were elicited
from relevant studies, and they were used in the descriptive analysis of tourists’ reviews.
Table 1. The Forty-Six Traits Elicited From Relevant Studies
Peak Experience
1) Unique
2) Authentic
3) Cultural experiences
4) Exciting experience
5) Escape from routine
6) Learning knowledge
7) Prestige
8) Exotic food
9) Novel food
10) Curious to try
11) Interesting food
12) Famous food
13) Popular in the media
14) Represent Turkish food culture
15) Traditional food
16) Special food
17) Internationally renowned dish
18) Not tried before
19) Must-try food

Supporting Experience
1) Familiar food
2) Food experience is in the background
3) Not looking for variety in food
experience
4) Health concern
5) Inexpensive (good value of money)
6) Easy to identify ingredients
7) Understand the menu
8) Recommended by others
9) Convenient
10) Low risk (in choosing a good
restaurant)
11) Personal liking / preference
12) Proper meal
13) Personal eating habit
14) Preferred flavor
15) Familiar cooking method
16) Have tried that in previous visits to
Turkey

Attractionised Experience
1) Nice ambience
2) The taste of food
3) High food quality
4) Good presentation
5) Togetherness
6) Sensory appeal
7) Physical environment
8) Made from fresh ingredients
9) Children’s preference
10) Family members’ preference
11) Delicious

Source: Quan and Wang, (2004); Mak et al. (2013); Kim et al. (2009); Kodaş and Özel, (2019).
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To make the destinations more attractive, spreading word-of-mouth information relevant to tourist
satisfaction regarding certain experiences or activities is of vital importance (Hendijani, 2016).
Online reviews enable consumers to make comments about the destinations, hotels, restaurants
and their food, and beverage choices. These positive and negative comments affect the way
consumers buy the product or service, and the consumers trust social media comments more than
advertising and promotional activities (Yaşar, 2019). Founded in February 2000, TripAdvisor is
the world’s largest and most popular travel information site and provides consumers and business
with several services (Yoo et al., 2016). TripAdvisor is a website where its users can post reviews,
comments, and ratings on a destination such as a hotel, a restaurant, an attraction, or any service
suppliers related with tourism. In addition, the users can add photos and videos or travel maps of
previous trips, and they can participate in discussion forums by creating a profile requiring basic
data such as nickname and residence (Miguéns et al., 2008). TripAdvisor reviews are open to
everybody, and using these reviews doesn’t belong to the content of human-related research; thus,
neither ethical approval nor consent from subjects is required for this research (Kozinets, 2010).
There are several factors that makes Turkey an important attraction in terms of food tourism.
Turkish people have interacted with various cultures throughout history and as a result, Turkish
cuisine has been affected by European, Asian, African, Middle-Eastern, and Indian cuisines
(Okumuş & Çetin, 2018). Being the most populated city of Turkey, Istanbul acts as a bridge
between Europe and Asia (Seyitoğlu, 2020). Istanbul was Turkey’s most popular city in terms of
tourism and was visited by 12.4 million foreign tourists in 2018 (Akgün et al., 2019). In addition
to this, there are a lot of top notch restaurants visited by tourists in the city. As a result, it was
considered to be convenient for the present study.
Data Collection and Analysis
The main aim of this study is to determine the food experiences of tourists visiting Istanbul. For
this purpose, the top 15 first class restaurants featured on one of travel websites, on which tourists
post reviews, were selected as the sample of the study. The data were collected from Englishlanguage reviews of tourists (n = 361) which took place between 1 December 2019 and 1
December 2020. 361 reviews were available at the end of this process, and based on their online
profiles, most of the tourists who posted the relevant reviews were from the USA, the UK, and
European countries such as France, Austria, Romania, Italy, Germany, and Spain. All of the
reviews collected were copied to a Microsoft Word document to be analyzed. As a part of the data
analysis process, descriptive analysis of the online reviews was carried out, and citations were
made from the texts obtained during the evaluation phase.
Findings
In the process of transforming the data into findings, peak experience, supporting experience, and
attractionised experience (Quan & Wang, 2004; Mak et al., 2013; Mkono et al., 2013; Kodaş &
Özel, 2019) categories were determined based on the literature, and traits elicited from relevant
studies and analyses were carried out within these categories.
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Peak Experience
Although a significant portion of food consumption in tourism appears to be a part of the daily
food experience, tourists sometimes seek a food experience beyond familiar and routine standards
(Quan & Wang, 2004). In the event of peak experience, tourists quest for novel food experiences
that are outside of their daily routine (Sthapit, 2017), and they tend to look for new and different
food (Kodaş, 2018). Food consumption, which is often perceived as supporting consumer
experience, can transform into peak experience, and this transformation depends on the
memorability and the motivation of the food consumption (Quan & Wang, 2004).
n most of the reviews, it is seen that food consumption in Istanbul destination context is perceived
by the tourists as a peak experience rather than just a part of daily life. At the same time, some of
the reviews suggest that the food experiences of the tourists were unique and cultural experiences,
and the tourists were culturally informed. The majority of the tourists were from the USA, the UK,
and European countries; therefore, the foods served in top notch restaurants in Istanbul were very
likely expected to be seen as unfamiliar, authentic, unique, and exotic foods by the tourists. The
neophylic inclinations of modern Westerners caused a rapid addition of new foods and dishes from
different cuisines to their daily diet, which generally makes modern Western tourists open to
unfamiliar cuisines (Cohen & Avieli, 2004). Food experience can be conceptualized as a peak
experience in terms of neophilia (Mkono et al., 2013).
Excellent place with smart surroundings and very unusual and interesting authentic Ottoman cuisine. The
food and wine were superb and our waiter,Ali looked after us wonderfully. Definitely worth a visit for an
upmarket meal at a reasonable price.
We enjoyed and learned a lot about 15th century Ottoman Empire cooking from Chefs Ali and Muammer
Usta! We cooked Imam bayildi a delicious baked eggplant stuffed with vegetables; Gemici Boregi a
wonderful cheese and herb stuffed pastry fried and shalped like a rose; and Kavun dolmasi a tasty meat fish
cooked with melon, nuts and spices! All dishes were easy to cook, plated so attractively and truly fit for a
sultan meal! Please come and attend their cooking class!

The reviews suggest that the tourists were eager to learn something new about the local foods and
try new and different foods. In addition, some of the tourists participated in preparation and
cooking process and were informed about how some dishes were prepared by the owners of the
restaurants. The reviews show that the foods played an important role rather than getting nutrients
and energy in the trips of the tourists. Findings obtained in this study coincide with the results
obtained in Quan and Wang (2004), Mak et al. (2013), Mkono et al. (2013), and Kodaş and Özel
(2019) studies. This is summed up in the reviews below (the reviews have not been regulated for
grammatical and typing errors in order not to falsify the meanings):
My friend and I took a Turkish cooking class with the owner himself. He was so kind and helped us learn the
wonderful world of Turkish cuisine. The food we made was unbelievably delicious, like nothing we have
ever eaten. We also ate on the terrace of the hotel after the class with unbelievable views of Istanbul. I highly
recommend this experience!!
Best restaurant I’ve visited in Istanbul.
Everything was great during our dining experience here, the service, the ambiance and the food was
incredible. All authentic ottoman cuisine like it was prepared thousands of years ago, but then better. The
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owner even came and talked to us and showed how some dishes were prepared. Absolutely recommend this
restaurant if you want to have a amazing dining experience in Istanbul.
Really good place to spend time, relax and to learn something new, especially I wanna say THANKS to
Necati Yılmaz for my happy time and thanks to Caner for tea and coffee. I wish to be back again and to cook,
try something new Happy to be here again and again.
Thanks to Tariq at the front desk, I was able to try Deraliye’s distinctive Turkish menu, and it was fantastic!
The chef prepared unique vegetarian dishes for my sister and I, and the staff was super friendly and attentive.
I would definitely dine here again during my next trip to Istanbul. Much love and peace to staff at Deraliye.
I was delighted that our hotel recommended this unique restaurant. Isa Kutuk is an amazing manager guided
us to an exotic variety of seafood and arranged a pop up birthday treats for my partner He is highly
professional, friendly and articulate Well done Isa and rest of the staff.

Supporting Experience
The supporting experience, which is mostly addressed in the marketing and management literature
within the tourist experience, is interpreted as the opposite of the peak experience (Kodaş & Özel,
2019). Food consumption in tourism can be a part of the peak touristic experience or the supporting
consumer experience. When it is perceived as the extension of the daily food experience, it
becomes a component of the supporting consumer experience. However, it is seen as a part of the
peak touristic experience when it is a sharp contrast to the daily experience (Quan & Wang, 2004).
To put it in a different way, this approach emphasized the dimensions of contrast and extension in
explicating food consumption experience in tourism (Mak et al., 2013). As it is shown in Figure I,
when the contrast dimension of tourism experience increases, the supporting experience turns into
the peak experience. On the other hand, when the extension dimension of tourism experience
increases, the peak experience transforms into the supporting experience. The obligatory
dimension including convenience, assurance, health concern, and price/value factors is also
important in food consumption in tourism. The hygiene of the foods and restaurant, the location
of the restaurant, the prices of the foods, recommendations by friends/travel websites, and
understanding the menu are important factors in food consumption for some of the tourists (Mak
et al., 2013). There are more physiological needs in the dimension of the supporting experience
comparing to the dimension of the peak experience (Kodaş, 2018). Some of the online reviews
posted by the tourists support this view.
I am come for breakfast, it’s too much for a person. I like it! Staffs are so friendly and always smiling. Fast
service, good omelette. aycin is wanting to be comment, people don’t know here but it’s interesting because
good location, good food, good staff!
I have visited Istanbul during the pandemic, and it was one of the wonderful trips and i have visiter Foodie
Ist, great hygiene system in place, wonderful food and super tasty, wonderful and super lovely friendly team.
The best team is Batou and Burçi, i couldn’t be more than happy in this place and just facing Aya Sophia! I
would recommend everyone one to highly visit the place and try their amazing food and positive atmosphere
even-during COVID19. Keep it guys! You the best!
Food was reasonable, ambiance was ok, customer service fine, reasonably priced - we went by the side of the
restaurant and was invited by the owner to come in.
This is a no frills restaurant with good service and a broad selection of dishes. The octopus starter was tasty.
Slow cooked meat mains a safe bet.
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It is obvious in the reviews that some tourists do not quest for novelty and variety in their food
experience. Furthermore, they seek for reasonable prices for foods, a hygienic environment,
recommendations by friends, familiar foods, large portions of food, a convenient restaurant in
terms of location, and foods cooked with familiar cooking methods. Findings obtained in this study
coincide with the results obtained in Quan and Wang (2004), Cohen and Avieli (2004), Mak et al.
(2013), Mkono et al. (2013), Kodaş and Özel (2019) studies. This is summarized in the following
reviews:
Hands down the best restaurant that I went to during my trip in Istanbul. For those visiting from EURO, GBP
or USD currency countries this restaurant will be considered reasonable if you think of how much it costs for
a decent meal out. The restaurant has an excellent interior and friendly staff. They even have cooking classes
in the restaurant! Cheese pie is to die for! Paid approximately £50 for 3 starters and 3 mains shared between 2
people. A MUST visit during your visit!
This is our fourth time eating here, the restaurant has kept the same quality of food and service. I’d like to
personally thank Hamet bey for the great welcome and the exquisite seafood.
went here after staying in the area for a few days. A local guide said that it was in the top category. The sea
bass baked in salt was of the top two fish dinners in my life. the mezza was excellent as well. After a few
weeks in the south in Bodrum we returned to this place in the hotel because of this restaurant. Not
disappointed, we went back to have the same meal just to see if it was as good as the first time.....and it
was!!! Our waiter the first time was a manager when we went back. He said that I brought him luck!!

Attractionised Experience
When the symbolic and contrast dimensions of food consumption increase together, the peak
touristic experience can change into an attraction. To put it in a different way, food experiences
apprehended to be different and bear symbolic meanings can be attractionised (Mak et al., 2013).
In most of the reviews posted, it is seen that the tourists’ peak experiences related with the local
food in Istanbul destination context have turned into the attractionised experiences. In addition,
the nice ambience of the restaurant, the taste of the foods, the high quality of the foods, the
spectacular view of the restaurant, the excellent presentation of the foods, the great atmosphere,
the freshness of the foods, and delicious foods are important factors affecting the food experiences
of the tourists. It is obvious that these factors have enabled tourists to enjoy their food experience,
and this is summed up in the reviews below:
The place is very nice, the food was great specially the mixed sultan kabab it’s so delicious, the the service in
this restaurant is perfect, the waiters there are so nice especially Caner he always has surprises for us, I
visited this restaurant twice, and if I had more time in Turkey I would come more.
Delicious food, and perfect way to cap off a two-week trip. We ate at several Istanbul restaurants in our three
days here, and this was our best. They serve traditional Turkish food with a trendy flare (eg my wife’s food
was served in a melon). Great experience and a restaurant we’d recommend. Definitely more impressed with
this one than some others ranked higher.
I love every single detail about this restaurant, atmosphere the vibes the trees and this restaurant has it own
garden, so your salad is fresh %100. i just love it worth every Lira every Euro, the food quality is so
delicious.
We came to this restaurant to celebrate our engagement. The service was exceptional, from communicating
special requests beforehand to the desert. It is a beautiful setting and the quality of the food is amazing.
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Special thanks to Werter Mesut and his team, and the man driving us to the taxi stop in his golf cart, making
a special de-tour past the sights in the historical centre.
Stunning Turkish meat restaurant specializes in Döner meat. Impeccable service, tender meat, extremely
clean and you can be sure that everything is fresh. It is a renowned restaurant, Beyti. The family has been
running the restaurant. It is also a member of La Chaine des Rotisseurs. Thank you, Mr Beyti, for your
outstanding restaurant. We will be back again soon.
COVID kept families apart for 10 months already, but Deraliye brought us again together, with its delicious
plates, it’s esthetic music and warm hospitality. A Great place to feel once again how it is to live with your
beloved!

Conclusion
In this study, which aims to reveal the food experiences of foreign tourists visiting Istanbul, the
online reviews of the restaurants operating in Istanbul and among the 15 top notch restaurants on
TripAdvisor were examined. As a result of the analysis of online reviews, the food experience has
been categorized under three dimensions. These dimensions are the peak experience, the
supporting experience, and the attractionised experience. The findings obtained as a result of the
descriptive analysis of online reviews coincide with the results of a limited number of qualitative
studies conducted in the relevant literature (Quan & Wang, 2004; Mkono et al., 2013; Mak et al.,
2013; Mak et al., 2016; Kodaş & Özel, 2019; Seyitoglu, 2020). For example, Mkono et al., (2013)
investigated food experiences through netnographic analysis, and the authors found that food
experiences consist of peak and supporting food experiences dimensions which are similar to Quan
and Wang (2004)’s conceptual model of tourism experience model. Therefore, the results of the
current study are parallel to the findings of Quan and Wang (2004), Mak et al., (2013), and Mkono
et al., (2013) studies.
Theoretical Implications
This is the first study to examine the food experiences of tourists visiting Istanbul in the context
of the peak experience, the supporting experience, and the attractionised experience. As there have
been no similar studies in the literature, the findings of the study are original and will make
important contributes to the relevant literature. This study also provides an in-depth
comprehension of the food experience in a destination, as it used the user generated content
providing supporting and trustful information for tourists.
Practical Implications
This research results have important practical implications for destination marketing and
experience management. The findings of the study show that how the food consumption of the
tourists can be interpreted as three different dimensions of food experience such as the peak
experience, the supporting experience, and the attractionised experience. Understanding which
experiences visitors attach importance to while consuming food at the destination, in other words,
which of the peak, the supporting, or the attractionised experiences they prioritize according to the
meaning they attribute to the foods in the destination, can provide important information to the
destination stakeholders (Kodaş & Özel, 2019). This information can be very important in
developing marketing strategies that promote the gastronomic products and the brand identity of a
destination (Mak et al., 2013). For example, the food suppliers and the professionals responsible
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for marketing management can transform the supporting experiences of tourists into the peak
experiences or the attractionised experiences. This transformation can be done by putting emphasis
on the issues such as the nice ambience of the restaurant, the taste of the foods, the high quality of
the foods, the spectacular view of the restaurant, the excellent presentation of the foods, the great
atmosphere, the freshness of the foods, the uniqueness and the memorability of food experience,
the variety of the foods, the cultural experiences, and the motivation of food consumption.
Though the peak and the attractionised experiences are more memorable than the supporting
experience, it is obvious from the online reviews that some of the tourists are reluctant to seek
novelty and variety in the food experience. On the contrary, they seek for reasonable prices for
foods, a hygienic environment, familiar foods, and large portions of food. Therefore, these factors
should also be taken into consideration by the restaurants and the destination stakeholders. In
addition, the findings of this study illustrate that online reviews about restaurants provide very
important information about the food experiences of tourists. Thus, the destination stakeholders
should consider tourist profiles and their online reviews while planning the destination marketing
strategies. For example, food and beverage business can read online reviews posted by their
customers about their food products and services and offer various foods including authentic,
cultural, traditional, and international foods, and create different food experiences as regards
tourist considerations. Though the results indicate that majority of the reviews are related to the
peak experience, the tourists also seek to meet their basic physiological needs and pleasure food
experiences. Hence, it is very important to provide these three experimental values for the
customers. Within this framework, all of the food experiences revealed in this study ought to be
taken into consideration by the food and beverage establishments. To illustrate, local or
international foods serviced in a nice ambience or in a traditional place can attract customers and
may be affect tourists’ revisit intentions. Thus, paying attention to these issues can enable the food
and beverage establishments to manage effectively the food experience, which they provide for
their customers. And in this context, destination management stakeholders can promote their
cuisine various atmospheres such as fair, congress, and information center.
Limitations and Future Research
The present research has several limitations because of its method. The analyses of this study were
consisted of the tourists’ online reviews that reflect their food experiences in Istanbul. In
conclusion, the results of the study lack of a wider applicability as research findings. The sample
size is limited to the tourists who experienced the foods in the top 15 first class restaurants of
Istanbul on TripAdvisor. As there are numerous destinations around the world, generalizing the
findings of this research isn’t possible. For further researches, more extensive studies including
more destinations and restaurants can be conducted. Furthermore, research on examining the
antecedents and consequences of food experiences and interrelations empirically is required as
satisfaction, recommendation, or revisit intention can be consequences of food experiences
(Mohammed et al., 2020).
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Abstract
This research aims to determine the effect of innovation capabilities of hotel managers on industry
4.0 perceptions. In line with this purpose, data were collected with a survey technique in December
2020 with 232 managers working in hotel businesses with tourism operation licenses in the
Cappadocia region. In the study, Pearson correlation analysis was used to determine the
relationship between the innovation capabilities of managers working in hotel businesses and their
perception of industry 4.0; a Simple regression analysis was performed to determine the effect of
innovation capabilities on industry 4.0 perceptions. In this study conducted in the Cappadocia
region, it was determined that the innovation abilities of hotel managers’ managers positively
affect the industry 4.0 perception levels.
Keywords: innovation capability, industry 4.0, hotel business managers
Introduction
Developing new technologies and products has caused the economic and social environment to
change rapidly, and businesses’ adaptation to this change has turned from an option to a necessity
(Nijssen & Frambach, 2000). In the changing world, the innovation ability of businesses to reach
resources that cannot be obtained by competitors at the same time provides a competitive
advantage (Kastan, 2016). Businesses, competitive products, and services; The industry sees 4.0
technologies as an important strategy to overcome difficulties such as design, implementation,
increasing resource efficiency, and shortening the time to enter the market (Rennung et al., 2016).
With the increase in the use of industry 4.0 technologies, smart tourism applications have also
started to be used in accommodation businesses (Karamustafa & Yılmaz, 2019). In the tourism
sector, obtaining information about travel (such as hotels, restaurants), visual tours in museums,
special tours (such as the Van Gogh museum), accommodation, restaurants, and transportation
sectors are the areas where industry 4.0 technologies are used in tourism (İlhan & Çeltek, 2016).
With Industry 4.0, the combination of robot technologies with artificial intelligence and the
increase in the use of tourism in the field provides the opportunity to offer new services for
customers (İbiş, 2019). For example, Thomas Cook launched a virtual reality application with
Samsung Gear, and with Try Before You Fly, he achieved an additional income of $ 17,000 inflight and accommodation revenues and a 40% return on investment in three months (Inc, 2016).
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It is stated that tourism enterprises that can keep up with technological developments can continue
to hold on to the tourism economy (Ay, 2009). In this competitive market, to ensure the
sustainability of enterprises, it is necessary to employ employees and managers who are open to
development and change by associating the organizational culture with innovation (Gürsu, 2014).
For this reason, the research aims to determine the effect of innovation capabilities of hotel
managers on industry 4.0 perceptions. The fact that the management level of the enterprises
consists of well-equipped individuals and training the employees through this information
accelerates their innovation ability (Zawislak et al., 2012). Because processes such as large
amounts of data, new methods and techniques, and organizational structures in a new form can
only be overcome by personnel equipped with professional, personal, and social skills (Prinza et
al., 2016).
Literature Review
Innovation Capability
Innovation is the set of activities that emerge as a result of a long period of time in which
innovations take place gradually (Solheim, 2017). Innovation is not only an approach used for
change in business life but also a tool that allows businesses and products to be differentiated from
competitors or to solve problems that could not be solved from the past (Birch & Clegg, 1997).
Innovation capability is defined as four building blocks: technology development capacity,
operation capability, management capability, and process capability (Zawislak et al., 2012).
Rogers (2003) stated that, as with all changes in organizations, innovation should first be adopted
by individuals and practitioners. In this case, it can be stated that the perceptions of managers are
the main source for realizing and sustaining innovation. The innovation capability of organizations
depends on the motivation activities provided by the management level in the enterprise. These
activities should organize training and information seminars to adapt the human resources to the
changing era to produce a better quality of the managers, and the company should work with the
team that offers high-quality innovation ability. Organizations that adapt to change accelerate the
formation of innovation ability (Saunila et al., 2014). In this time when technology is developing
rapidly, information-based resources are realized by better understanding and applying the
customer’s requests. (Taherparvar et al., 2014) Because innovation capability is not only related
to new products and processes, but also marketing and organizational activities (Nart et al., 2017).
In this case, the innovation capabilities of the organization’s employees come to the fore.
Industry 4.0 Technologies
The first industrial era started with the emergence of the first mechanical loom, water, and steam
technology and mechanical production between the middle of the 18th century in England. The
second industrial revolution occurred with the emergence of the first assembly line in the period
between the 19th and the middle of the 20th century, with the start of mass production (Fırat &
Fırat, 2017). Third industrial revolution after 1970; The emergence of the first programmable
systems, the use of information technologies, the rapid development of the computer and the
internet, and the widespread use of information processing and communication techniques (Alçın,
2016). Machines; Coordinating with the revealed developments in computers and internet
technologies has the concept of industry 4.0, the new industrial revolution (EBSO, 2015).
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The concept of Industry 4.0 was first used in 2011 at the Hannover Fair. Industry 4.0 is defined as
technology-based and intelligent automation of cyber-physical systems (Rojko, 2017: 80). With
this new system defined as the Internet of Things, production has been advanced to an advanced
level. With the replacement of manpower by machine power in factories, advanced technology has
been adopted (EBSO, 2015). In this industrial era, all areas were affected together, leading to the
intertwining of developments in technology. Industry 4.0 has affected all kinds of scientific fields,
from genetics to information technology (Schwab, 2016). Mrugalska and Wyrwicka (2017, p. 471)
describe the concept of industry 4.0 as “the integration of complex physical machines and devices
with networked sensors and software used to better predict, control and plan commercial and social
outcomes or a new value throughout the life cycle of products. chain organization and management
level.”
Industry 4.0 Internet of Things (IoT), Industrial Internet of Things (IIoT), Cyber-Physical Systems
(CPS), cloud-based manufacturing (CBM) includes many concepts such as smart factory, smart
product . The Internet of objects refers to the network systems created to enable them to connect
to the internet using sensors embedded inside the objects or to communicate by collecting data
(Banger, 2016). Cyber-physical systems (SFS) are systems of collaborative computing entities in
which data access and data processing services are available on the Internet (Monostori et al.,
2016) .Cloud technologies provide companies with information technology resources such as
servers, storage, network, and software (Zhang et al., 2012). Smart factories perform the function
of automatically connecting all components in the system. There is a structure where all the
machines and products produced in these factories are also smart (Qin et al., 2016). Also, services
can be offered to busine sses worldwide, depending on the possible level of digitization with
Internet Systems (Buxmann et al., 2009).
Industry 4.0 and Innovation Capability in the Tourism Sector
Changing technology and world order have revealed the concept of educated and demanding
tourists that are difficult to satisfy with traditional marketing strategies in the tourism sector. There
are various innovative applications to meet the needs of this newly formed tourist profile (Pirnar
et al., 2010). In the tourism sector, innovation processes are very difficult because products are
intangible products and are consumed when they are produced. In the innovation practices carried
out in the tourism sector, it is a matter of creating different service concepts by using existing
technologies rather than developing new technologies and benefiting from them (Özkul et al.,
2013). Therefore, it is important to make an innovation in service in tourism enterprises. Service
innovation can be adapted with new designs and marketing methods (Satı, 2013).
Customers’ do for me (Morrar et al., 2017) approach has led to a change in the service sector. To
cope with this demand, tourism enterprises have started to use industry 4.0 technologies. In the
tourism sector, the transition to industry 4.0 started with the transition to computerized reservation
systems and then continued with the internet and tourism via social media such as Facebook,
Twitter, and Youtube with Sns technology (Topsakal et al., 2018). Today, industry 4.0
technologies in hotel businesses; motion, heat, and sound sensors in hotel rooms; location sensor
in restaurant and lobby, location beacon outside the hotel; heat, light sensor on the road; The traffic
sensor uses the internet of things in hotels, such as the social network system that monitors the
hotel ‘social networks and provides recycling to managers (Buhalis & Leung, 2018). With the
rapid development of technology, web-based applications such as social media, the internet, and
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cloud technologies change the preferences and experiences of tourists. For example; the
Experiences of tourists such as stroking animal skin, hugging a tiger, and handling fish in virtual
reality have become viable with these technologies (Dubey, 2016: 65-69).
Front desk, concierge, carrier, cleaner, chef, barista, service, and delivery robots have started to be
used in hotels, kitchens, and restaurants, meetings, congresses, entertainment, car rental, airports,
travel agencies, and robot guides are used in museums. For example, an artificial intelligence
concierge robot called Connie is used in Hilton Hotels (Ivanov et al., 2017). Romania’s smart
tourism applications are virtual reality, 3D printers, digital smart travel companion with e-agency
definition, semantic tourism travel search and planning, smartwatches and holographic images,
artificial intelligence supported virtual applications that allow you to try before you buy the tour
package It is one of the examples used in tourism establishments (Soava, 2015: 101). Industry 4.0
means new products, new organizations, new processes, restructuring and innovation (Magg4,
2018). Innovation skills positively and positively affect industry 4.0 perceptions (Yıldız, 2020;
Yıldız et al., 2020). Considering these important premises the question Does the innovation
capabilities of hotel managers have an impact on industry 4.0 perceptions? constitutes the main
problem of the research. The following hypothesis has been developed in line with the main
problem of the study.
•

H1: The innovation capabilities of hotel business managers have an impact on their
perceptions of industry 4.0.

Technological developments have a stimulating effect. This interaction increases the demand for
a skilled workforce in parallel with the development of technology (Demiral, 2019). According to
Ebso (2015), industry 4.0 technologies predict that there will be an increase in employment for a
highly qualified workforce.
Method
With the use of Industry 4.0 technologies in hospitality businesses, many devices have become
smart and hospitality managers have tried to provide the comfort of their guests in their homes
with these technologies. Potential benefits such as guest satisfaction levels, marketing activities,
room sales, extra sales and energy efficiency, acceleration of business processes, reduction of
costs, which are important for accommodation businesses (Bertan et al. 2016; Howard, 2018;
Ivanov et al., 2017; Karamustafa & Yılmaz, 2019: 1670) shows that industry 4.0 technologies are
critical for hospitality businesses. Industry 4.0 technologies are important to create a workforce
that can meet the needs of the innovative future market that knows how businesses should work
(Simic & Nadelko, 2019). Therefore, the aim of this research is to determine the effect of the
innovation skills of hotel managers in the Cappadocia Region on industry 4.0 perceptions. For this
purpose, the research model is as follows.
Figure 1. Innovation Capability and Industry 4.0 Perceptions Direct Impact Model
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Data Collection and Sample
The Cappadocia Region is a world-renowned tourism center, which is on the UNESCO world
heritage list in the internationally recognized National Park Status (Kazancı & Suludere 2020;
UNESCO, 2019). It is almost a paradise for tourists with its beauties; Nevşehir, Aksaray, Nigde,
Kirsehir and Kayseri, Cappadocia region composed of the provinces, in 2019 after the Republic of
Turkey Culture and the statistics visitor According to the Tourism Ministry, Istanbul and Antalya
province is in third place (T.R. Ministry of Culture and Tourism, 2019). For this reason, the
universe of the research consists of 4 and 5-star hotel managers in the Cappadocia region. 16 (4star) 6 (5-star) in Nevşehir, 3 (4-star) 1 (5-star) in Aksaray, 2 (4-star) in Kayseri, 2 (5-star), 3 (4star) in Niğde. star hotel business. Data were collected through face-to-face interviews with 232
senior and lower-level managers who agreed to participate in the study.
Measurement Scale
As the data collection method in the study, a questionnaire form, which includes the scale items
related to the dependent and independent variables of the research, and questions about the
demographic characteristics of the employees participating in the study, was used. The first part
of the questionnaire form consisting of three parts; The scale for measuring the innovation ability
of hotel managers, in the second part; The scale to determine the participants’ perceptions about
industry 4.0, in the third part; On the other hand, there were questions (gender, age, income,
education level, working time in the sector) to determine the demographic and other individual
characteristics of the participants. The innovation skills scale used in the study was by Hurt et al.
(1977) and Turkish validity and reliability study was conducted by Kılıçer and Odabaşı (2010).
Also, the scale Yıldız et al. (2017) has also been used in Turkish. The scale is an one-dimensional
scale with 10 questions. The Industry 4.0 perception level scale was taken from the studies of
Doğan and Baloğlu (2020). The Industry 4.0 perception level scale is a one-dimensional scale
consisting of 17 items. The questions were asked to the participants on a 5-point Likert scale.
Findings
22.4% of the research participants are women, 77.6% are men; 48.3% are married and 51.7% are
single. 32.8% of the participants stated that they have a monthly income between 5000-6000 TL,
15.5% between 6001-7000 TL and 51.7% of them have a monthly income of 7001 TL and above.
32.8% of the participants are high school graduates, 15.5% associate degree, 51.7% undergraduate.
When the participants are evaluated in terms of their age, 15.5% are between 31-40 years old,
20.7% are between 41-50 years old and 63.8% are between 51 and over. Also, 37.9% of the
participants work in the tourism sector for 6-15 years, and 62.1% for 16 years or more.
Explanatory Factor Analyzes Regarding the Scales Used in the Study
In this study, while factor analysis was performed on research scales, principal components were
used as estimation methods and the Varimax method was used as factor rotation method. KaiserMeyer-Olkin sample size and Bartlett sphericity test results were checked for the suitability of the
data to factor analysis. In determining the appropriate number of factors, factors with an eigenvalue
greater than 1 and variance explanation ratio greater than 5% were taken into account. In
determining the factors, attention has been paid to adherence to the literature.
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Table 1. Innovation Capability Explanatory Factor Analysis
Factor Loads Total Variance
F1
İ1
0.949
İ2
0.965
İ3
0.845
İ4
0.935
İ5
0.876
İ6
0.919
İ7
0.844
İ8
0.892
İ9
0.871
İ10
0.916
Eigenvalues
8.189
Variance Description Ratios (%)
74.448
KMO = 0.828; Bartlett Test of Sphericity = 44262.741, p <0.001
Scale / Items

Description Percentage (%)

74.448

When the assumptions were examined to make an explanatory factor analysis regarding the
innovation ability scale, the Kaiser-Meyer-Olkin scale, which represents the adequacy of the
sample size, was found to be 0.828, and it was determined that the sample size was sufficient.
Also, according to Bartlett’s test of sphericity, which is used to determine whether the correlation
matrix for the variables is a unit matrix, it was seen that the correlation matrix for the variables is
not a unit matrix (χ2 = 44262,741; p < 0.001), so the variables are interrelated, and the data is
suitable for explanatory factor analysis.
Figure 2. Slope-Slope Plot to Determine the Number of Innovation Capability Factors

When the explanatory factor analysis results were examined, it was determined that the scale
consists of a single factor and 10 items by its original structure. While determining the appropriate
factor number, factors with eigenvalues greater than 1 and slope-slope graphs were taken into
consideration. When the factor loads obtained as a result of varimax rotation were examined, it
was seen that all items had a load of more than 0.50 and the total variance explanation rate of the
single factor was 74.448%.
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Table 2. Explanatory Factor Analysis on the Industry 4.0 Perceptions Scale
Factor Loads Total Variance
F1
E1
0.961
E2
0.947
E3
0.838
E4
0.966
E5
0.857
E6
0.943
E7
0.849
E8
0.934
E9
0.957
E10
0.911
E11
0.863
Eigenvalues
9.522
Variance Description Ratios (%)
86.559
KMO = 0.904; Bartlett Test of Sphericity = 5808.419, p <0.001
Scale / Items

Description Percentage (%)

86.559

When the assumptions were examined to make an explanatory factor analysis regarding the
Industry 4.0 scale, it was determined that the sample size was sufficient by finding the KaiserMeyer-Olkin measure, which represents the adequacy of the sample size. Besides, according to
Bartlett’s test of sphericity, which is used to determine whether the correlation matrix for variables
is a unit matrix, it has been observed that the correlation matrix for the variables is not a unit matrix
(χ2 = 5808.419; p <0.001) , so the variables are interrelated and the data is suitable for explanatory
factor analysis. . As a result of the analysis, it was determined that the factor loading value of 11
items was 0.40 and above, but six (12,13,14,15,16,17) items were found to be below the threshold
value of 0.40 and some items were overlapping. removed from the scale. After the items with a
value of less than 0.40 were removed from the scale, the items in the scale were renumbered by
giving the item sequence numbers again. Factor analysis was performed again on all items in the
scale with an item-total correlation value of 0.40 and above, and the KMO value of the scale and
Bartlett’s test results were calculated.
Figure 3. Slope-Slope Plot to Determine the Number of Industry 4.0 Scale Factors

When the explanatory factor analysis results were examined, factors with an eigenvalue greater
than 1 and slope-slope graphs were taken into consideration while determining the appropriate
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factor number of the scale. When the factor loads obtained as a result of varimax rotation were
examined, it was seen that all items had a load of more than 0.50 and the total variance explanation
ratio of the single factor was 86.559%.
Analyzes on the Relationship Between Innovation Capability and Industry 4.0 Perceptions
In the study, to determine the effect of the innovation abilities of hotel managers on industry 4.0
perceptions, Pearson correlation analysis was applied because the data on the relationships
between variables showed normal distribution. To test the conformity of the data to a normal
distribution, the common normal distribution tests Kolmogorov Smirnov and Shapiro Wilk tests
were used. If the group size is less than 50, Shapiro-Wilk tests should be used, and if more than
50, Kolmogorov Smirnov tests should be used. If the significance level is greater than 0.05, the
result is that the distribution is normal, if it is small, the result is that the distribution is not normal
(Gürbüz & Şahin, 2014). Since the size of the study was more than 50, the Kolmogorov Smirnov
test was used in this study, and it was found that the data showed normal distribution (p >0.05).
The value of Pearson’s correlation coefficient varies between +1.00 and -1.00, while the
coefficient of +1 indicates a perfectly positive and -1 indicates a perfectly negative relationship; A
coefficient of 0.00 indicates that there is no relationship. In this context, regardless of the sign of
the level of the relationship between the variables, if the Pearson correlation coefficient is below
0.30, it is defined as low, medium between 0.30-0.69, and high for values 0.70 and higher (Çokluk
et al. 2012: 52). Findings related to the Pearson correlation analysis to determine the relationship
between the innovation capabilities of hotel managers and their industry 4.0 perceptions are
presented in Table 3.
Table 3. Correlation Analysis for the Relationship Between Perceptions of Industry 4.0 and
Innovation Ability
1. Innovation Ability
2. Industry 4.0

Χ
3.50
3.53

Ss
0.94
0.76

1

2

0.855**

** p <0.001

According to Table 3, the correlation coefficient of 0.001 significance level in the relation of the
innovation ability of hotel managers with industry 4.0 perceptions; (0.70 <r <1) positivedirectional high-strength relationships were determined. When the table is examined, a positive
high-force relationship has been found between innovation capability and industry 4.0 perceptions
(r = 0.855). A positive high-strength relationship was found between the innovation capabilities of
hotel managers and their industry 4.0 perception (r = 0.855). In this case, a positive increase in
innovation capabilities can be interpreted as a high strength increase in industry 4.0 perceptions.
Table 4. Regression Analysis Results
Variables
Constant
İnnovation

Not standardized
B
S.H.
1.09
0.10
0.69
0.28

Standard
Beta
0.85

T

P

25.01
25.01

0.00
0.00

**p<0,001

As a result of the above analysis, a regression analysis was conducted to examine how the
innovation capabilities of hospitality managers determine their industry 4.0 perceptions. It is seen

https://digitalcommons.usf.edu/m3publishing/vol16/iss9781955833004/1
DOI: 10.5038/9781955833004

644

Cobanoglu et al.: Advances in Managing Tourism Across Continents: Volume 1

that simple regression analysis results are statistically significant (= 0.855; p <, 000). The
regression equation for the simple linear relationship between variables is industry 4.0 = 1.093 +
0.697 (innovation capability). The corrected R² value of the analysis results is 0.730. According to
this value, it is seen that 73% of the variance of industry 4.0 perceptions depends on innovation
capabilities.
Conclusions
The purpose of this study is to determine the effect of innovation capabilities of hotel managers in
the Cappadocia Region on industry 4.0 perceptions. For this purpose, a questionnaire was applied
to 232 managers working in the hotel establishments in the Cappadocia region. The majority of
managers participating in the research; are male, undergraduate and aged between 51 and over. In
the study, the relationship between the innovation capabilities of managers and their perception of
industry 4.0 was revealed by Pearson correlation analysis. Simple regression analysis was applied
to determine the effect of the innovation capabilities of managers on industry 4.0 perceptions. In
this study conducted in the Cappadocia region, it was concluded that the innovation skills of the
managers of the accommodation establishments had an effect on their industry 4.0 perceptions.
Therefore, the hypothesis H1: The innovation capabilities of hotel management managers affect
their perceptions of industry 4.0 was accepted.
Theoretical Implications
In the literature, there is no empirical study on the relationship between the innovation ability of
hotel management managers and their perceptions of industry 4.0. Therefore, the study is
important in terms of evaluating the impact of the innovation capabilities of hotel managers on
industry 4.0 perceptions, and it is foreseen to contribute to the relevant literature. One of the
theoretical contributions of the study is the results obtained as a result of correlation and regression
analysis. In the study, it was determined that the innovation skills of hotel management managers
have a positive and significant effect on industry 4.0 perceptions. In this direction, as the
innovation capabilities of hotel managers increase or decrease, the perception of industry 4.0
increases or decreases in that direction. A limited number of studies in the literature (Yıldız, 2020;
Yıldız et al., 2020) show that there is a directly proportional relationship between innovation
capabilities and industry 4.0 perceptions. Hence the research results; supports the basic idea in the
literature in terms of the relationship between the innovation capabilities of hotel managers and
their perception of industry 4.0.
Practical Implications
The research was conducted on Turkey in the hotel business managers in the Cappadocia region,
which has an important place in tourism. In terms of improving the innovation skills of the sector
practitioners and managers of the research; It is thought to make a positive contribution in
determining the strategies and workflows. Developing and building the innovation ability of
organizations also contributes to being ahead of their competitors in providing quality service
(Essmann & Preez, 2009). The research is also thought to make a positive contribution to the
development of managers in innovative practices, industry 4.0, adaptation to change to ensure
sustainability, and gaining competitive advantage. Because in addition to the important
contributions of Industry 4.0, there are some difficulties such as increased control, shorter cycle,
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increase in automation, and the frequency of change of products. These difficulties can be solved
with highly equipped, trained personnel (Prinza et al., 2016). Training managers and developing
innovation skills will contribute positively to the increase in the performance of enterprises
(Sözbilir, 2018).
Limitations and Future Research
The research was applied to the managers of 4 and 5-star hotel establishments in the Cappadocia
region. However, communication could not be established with 1 hotel business in Kırşehir, which
is included in the universe of the research. Therefore, the inability to collect data from Kırşehir
province is among the limitations of the study. Also, data could not be collected from hotel
businesses that were closed due to the restrictions in the pandemic process. Therefore, one of the
research constraints is not reaching the entire universe. Also, no research has been found in the
literature that examines the impact of the innovation capabilities of hotel managers on industry 4.0
perceptions. One of the limitations of the study is the lack of comparison and evaluation facilities.
This research has been applied to hotel managers in the Cappadocia region. Therefore, different
results can be obtained in different countries and regions. It is thought that the results obtained will
be the basis for future studies. Researchers can obtain different results by using different variables
or working on different samples. Similar studies can be compared with these results.
Privatization of tourism services provided in hotel enterprises and practices that will make tourists
feel special will contribute to the increase of service quality. For example, with the data system
provided by industry 4.0 technologies and using artificial intelligence, virtual assistants can be
assigned to guests who book the hotel business. Rooms can be prepared according to the personal
taste and needs of the customers. With the virtual location service of the customers within the
hotel, family members can be made aware of each other. These suggestions are all elements that
will make individuals feel special. Every application that can contribute to enriching the experience
of the customers will increase the service quality by providing guest satisfaction. This situation is
thought to contribute to the increase of the prestige of the hotel business in the tourism sector when
we look at the total benefit together with the customer satisfaction of the hotel businesses.
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Abstract
The main purpose of this study is to understand the role of customer´s delight and satisfaction on
tourists’ loyalty. Even though customer’s delight and satisfaction seem to be related, in truth they
have unique characteristics. The relationship between customer satisfaction and loyalty has been
researching for a long time and it is consistent, but the role of customer’s delight as an individual
variable in the formation of loyalty is not clear and it needs careful research. In total, 284
individuals participated in the study. For data analysis, Smart PLS 3.0 software was used. The
results show the positive influence of delight and satisfaction on tourists’ loyalty, supporting the
hypotheses tested. Delight showed a stronger relationship compared to satisfaction on customer
loyalty. The results confirm convergent and discriminant validity between delight and satisfaction
constructs what enrich the discussion about them. Thus, the study’s contribution lies in the
understanding of delight as a construct independent of satisfaction and that can directly influence
tourists’ loyalty. Continuation of the study involves investigating the customer’s willingness to
pay for complementary services that generate the Delight and how the Delight influences the
switching costs and switching intention of the tourism service provider.
Keywords: satisfaction, delight, loyalty, structural equation modeling
Introduction
In the tourism industry, the competitiveness and growth of the sector have led to substantial
changes in the development of satisfaction (Tomej & Xiang, 2020), although that industry sector
can be seen both from a structural perspective for service delivery (Pearce & Zare, 2017) as in the
consumer-centric view (Uriely, 2005). Added to this context are the Service-Dominated Logic
(Vargo & Lusch, 2004, 2008) and the value of co-creation in tourism services (Font et al., 2021).
One of the most evident results of the value co-creation process is the generation of satisfaction
(Sweeney et al., 2015). The value co-creation process emphasizes the interaction between the
service provider and customer (Neghina et al., 2015) and the results show the formation of
satisfaction, commitment, and loyalty (Prahalad & Ramaswamy, 2004; Sweeney et al., 2015)
Interest in the study of satisfaction and its relationship with other constructs has been examined
for a long time (Fornell et al., 1996; Oliver, 1980; Pizam & Ellis, 1999; Woodside et al., 1989).
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Satisfaction has antecedents and consequences, and Oliver (1980) reports the importance of
constructs such as performance expectation and disconfirmation of expectations. This relationship
influences the formation of satisfaction, with consequences in post-purchase intentions and
cognitive dissonance (Sharifi & Esfidani, 2014). Another possible consequence is the formation
of word-of-mouth communication, whose effects can be both positive and negative (Anderson,
1998). The disconfirmation of expectations varies according to the judgmental perspective of
consumers (Szymanski & Henard, 2001).
Similarly, variations in judgment and perception patterns generate different levels of satisfaction
for everyone (Fournier & Mick, 1999). Satisfaction is related to a customer’s sense of pleasure
when the perceived performance of a product or service is compared with the initial expectations
(Fornell, 2016). Satisfaction is key to create loyalty (Júnior & Costa, 2014). When the expectations
of a customer are attended to, he is satisfied (Branco et al., 2010) and the result of this action can
generate loyalty. Attending beyond customer expectations is a challenge faced by many managers
(Torres & Kline, 2006) since satisfaction directly influences the profitability and competitiveness
of the organization (Amaral et al., 2013). Although satisfaction has been used as a performance
and loyalty management metric (Aksoy, 2013) as well to increase consumer retention and business
revenue (Heskett et al. 1997), in some types of industries it has proven to be a metric with high
variability (Larivière et al., 2015). On the other hand, delight shows high levels of loyalty,
commitment, and repurchase intention (Liu & Keh, 2015; Loureiro & Kastenholz, 2011).
However, there is still no consensus on Delight as an individual construct nor on its predecessors
which requires more attention (Ahrholdt et al., 2019; Parasuraman et al., 2020).
Delight is related to high levels of satisfaction, which arises when the customer has an experience
whose results exceed his expectations (Silva & Júnior, 2016). Another important point is that when
expectations are exceeded, customers are delighted with the service (Padma & Wagenseil, 2018),
which can generate loyalty and be a way to retain the customer (Burnham et al., 2003; Yang; Liu,
2018).
Developing loyalty and maintaining it has proven to be important for any kind of business (Jaiswal
& Niraj, 2011). Loyalty is a demonstration of customer commitment to a brand or service,
independent of the marketing efforts of other competitors (Oliver, 1999; Oliver et al., 1997).
Moreover, loyalty is not only linked to repurchase behavior but is also rooted in psychological
meaning (Ramírez-Hurtado, 2017). The behavioral approach is the one related to repurchase
possibility (Rowley, 2005) whereas the attitudinal approach explains the formation of beliefs and
influences the formation of certain attitudes towards the brand and the product (Sharifi & Esfidani,
2014)
In this context, this research presents the construction of a model that focuses to understand the
relationship between customer satisfaction, customer delight, and customer loyalty in the tourism
services sector (Gouthier et al., 2012). The relationship between satisfaction and loyalty is known
to be positive and statistically significant (Anderson, 1998). The relationship with the construct
delight has not yet been established, which calls for further studies. Therefore, it is necessary to
understand how delight impacts customer loyalty.
Organizations, in general, understand the importance of customer satisfaction and how loyalty
influences the financial and economic performance of the company (Gallarza et al., 2016).
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Satisfied customers add value to organizations and these consumers must be the target’s companies
(Rowley & Dawes, 1999). Based on this approach, the research problem is established, What is
the influence of Satisfaction and Delight on the formation of consumer behavioral Loyalty?
The main objective is to understand the role of delight and satisfaction in the formation of
consumer loyalty to tourism services. Based on this objective, the specific objectives are as
follows: (1) corroborate the classical relationship between satisfaction and loyalty; (2) analyze the
impact of delight on consumer loyalty.
The paper is structured in five distinct parts. The first part presents the research problem, following
on from the objectives and justification. The subsequent part is formalized with the theoretical
foundation, with the presentation of the constructs of Consumer Satisfaction, Delight, and Loyalty.
Then the method is presented, which involves sampling and structural equation modeling. In the
fourth part are the analyses of the measurement and structural model, as well as the interpretations
connected by the theory, and finally, in the fifth part, the conclusion is presented, with limitations
and contributions of the research, as well as suggestions for future studies.
Literature Review
The Role of Satisfaction on Tourists’ Loyalty
Satisfaction is a construct aligned with the surprise and experience of consumption or acquisition
of a product (Oliver,1980). In addition, it has a direct relationship with the expectations and
perceived value of a product or service (Gee et al., 2008). Fornell (2016) explained that satisfaction
is the result of the comparison between the consumer’s expectations and the perceived
performance of a product. When the customer experiences a high level of satisfaction with a
product or service, the chance of repurchasing increases and this influences the formation of
loyalty (Santos & Fernandes, 2008). The degree of satisfaction determines the consumer’s
commitment to and trust in the product or service (Jones et al., 2000; Lee et al., 2001) and satisfied
consumers are less likely to switch brands (Fabra & García, 2015).
Regarding organizational issues, consumer satisfaction is a strong ally in improving a company’s
business performance (Ramírez-Hurtado, 2017) and there is a positive relationship between
economic gains and satisfaction (Fornell, 2016). In the hotel industry, satisfaction is formed from
the quality of service experienced by the consumer by directly influencing the expectation and
perception, and both constructs have a positive influence on the financial results of the company
(Shah et al., 2018). Not only does customer satisfaction influence organizational results, but also
Loyalty has a direct influence on the profitability and competitiveness of companies (Amaral et
al., 2013). An example of how satisfaction generates economic gains is presented by Szymanski e
Henard (2001) who cite the cost of winning new customers as being five times higher than keeping
satisfied and loyal customers. Thus, the satisfaction construct is considered as a basis for business
success and the survival of companies (Gallarza et al., 2016).
Regarding predictive power, consumer satisfaction is a relevant construct in the formation of
loyalty (Bernardes et al., 2018) as well as in behavioral intention (Foroughi et al., 2019). In this
classical relationship, Silva e Marques Jr (2016) reaffirm the positive influence of consumer
satisfaction in the formation of loyalty. From this understanding, it is established that hypothesis
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H1: Satisfaction has a positive effect on tourist loyalty. Exceeding consumer expectations is very
important (Broetzmann et al., 1995) and one of the challenges for managers is to understand and
be able to deliver to the customer much more than he expects (Torres & Kline, 2006). In this view,
Foroughi et al. ( 2019) comment that satisfaction is important for the formation of loyalty and
behavioral intentions, however, it is not a unique factor and that organizations must provide the
Delight to generate consumer commitment. While satisfaction is based on meeting expectations
(Fournier & Mick, 1999), the Delight is connected to the emotional part (Bernardes et al., 2018)
and exceeding consumer expectations (Torres & Kline, 2006). Satisfaction and delight are two
distinct constructs (Finn, 2012) and both satisfaction and delight are structured from judgments of
a consumption experience (Sarstedt et al., 2014). Another interesting aspect is that satisfied
customers may or may not advertise (Fornell, 2016), whereas delighted customers are much more
likely to advertise by word of mouth (Amaral et al., 2013).
The Role of Delight on Tourists’ Loyalty
Delight is linked to a positive surprise perceived by the consumer and that is far beyond their initial
expectations (Silva & Júnior, 2016). Delighting a customer represents a competitive strategy for
the company and as a result increases sales and profit (Santos & Fernandes, 2008). The Delight
has affective bases that differentiate it from satisfaction (Finn, 2005), a fact that corroborates
Oliver, Rust, and Varki (1997) who state that Delight is the result of the comparison process that
involves affective aspects such as surprise, excitement, or joy. Furthermore, Delight fits as a nonlinear effect of satisfaction and can be considered as a construct (Christ-Brendemühl &
Schaarschmidt, 2020).
It is important to highlight that satisfaction alone is not a preponderant factor in the formation of
loyalty, being necessary to evaluate a set of characteristics responsible for the consumer’s service
experience (Voss et al., 2008). One of these factors that influence the formation of loyalty is a
delight, considered as an emotional state resulting from a situation in which it positively exceeded
the consumer’s expectation (Rust & Oliver, 2000).
Although with various perspectives on the formation of delight, besides surprise and joy (Oliver
et al., 1997), the feeling of gratitude is shown to be an important predictor of delight (Ball &
Barnes, 2017). It is also important to note that the service encounter, where the interaction occurs
between the consumer and the service provider, has important notoriety in the formation of delight
(Berman, 2005).
The concept of delight differs from satisfaction in that it is a positive emotional reaction that arises
from an unexpected value (Crotts et al., 2008). Delight is derived from a positive degree of surprise
experienced by the consumer in a service experience (Oliver et al., 1997). Although related to
satisfaction, delight is an individualized construct and related to the loyalty and profitability of the
service operation (Torres & Kline, 2006) and there is evidence that delight promotes commitment
and a high level of loyalty (Liu & Keh, 2015). There is also, a positive effect of delight on
consumer behavior such as repurchase intention and word-of-mouth recommendation (Bartl et al.,
2013; Chitturi et al., 2008; Torres & Kline, 2006). The delight studied in rural tourism, emphasized
its role as a shaper of consumer loyalty (Loureiro & Kastenholz, 2011).
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Delight is noted to be a greater predictor of loyalty than satisfaction (Ahrholdt; Gudergan; Ringle,
2019). Given the above, the hypothesis is developed: H2: Delight has a positive effect on tourist
loyalty.
Loyalty is related to repurchase behavior and brand commitment (Oliver et al., 1997). Loyalty is
not only defined by the repurchase process, but also by cognitive and affective factors (Larán &
Espinoza, 2004). Achieving customer loyalty is one of the main challenges for organizations
(Quoquab et al., 2016). The better the relationship between customer and company the higher the
customer loyalty will be (Sashi, 2012), which is crucial for business growth and market
participation.
In this way, the customer becomes a partner, which facilitates the value addition process (Hoffman
& Lowitt, 2008). When the level of loyalty is low, it increases the chances of him thinking of other
brands/services as a purchase option (Rowley & Dawes, 1999). Moreover, it is important to note
that loyalty in the services area depends mainly on interpersonal relationships and with the value
judgment that the customer makes (De Ruyter et al., 1998), which is different for tangible goods
that have more concrete attributes to be analyzed. Consumer loyalty is a competitive advantage
for companies (Cronin et al., 2000), in this sense consumer delight can favor the generation of
loyalty (Yang & Liu, 2018).
Methods
The method employed is quantitative, with a descriptive character, and through the development
of hypotheses (Cooper &Schindler, 2013). Descriptive research is a study that seeks to observe,
analyze, and describe characteristics of facts or phenomena, which seeks to know the relationships
associated with a population. The research was classified as bibliographic because it explained the
object of study and its problems employing theoretical references, based on published articles. To
carry out the statistical analysis of the results, structural equation modeling (SEM) was used,
through the SmartPLS 3.2.9 software, which allowed more complex and sophisticated results to
be obtained, according to the intent of the research. Using the Structural Equation Modeling it was
possible to explain the relationships between the constructs, determined as dependent variables
and the independent variables (Hair; Babin ; Money; Samouel, 2005).
Sample
Regarding sampling, the G-Power software was used to calculate the minimum sample size.
Following the recommendations of (Hair et al., 2017) the sample calculation was adopted the effect
size of 15%, the statistical power of 80%, an alpha of 0.05, and with two predictors the minimum
sample size is 68 respondents. The collection carried out in July 2020 had 305 respondents, but
with the proper data preparation procedures, the final sample contained 284 valid responses. So,
the minimum sample would be 68 valid answers, even though 305 answers were collected, it
presupposes a high statistical power. Comparing the size of the collected sample to the size of the
calculated sample, it is possible to notice the increase of statistical power (from 80% to 99%) and
sensibility (f² from 0.15 to 0.03) of the subsequent statistical analysis.
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Data Collection
Thus, data collection was carried out through survey, cross-sectional because the data will be
collected in a specific time and statistically analyzed (HAIR et al., 2005), which made it possible
to obtain information through a structured questionnaire, which was distributed electronically
(Manzato & Santos, 2012). To measure the attitudes and to know the degree of compliance of
consumers of tourism services, a five-point Likert scale was used. To measure the Satisfaction
construct, the scale validated by Torres and Ronzoni (2018) was used. To measure Delight, the
scale was the same used by Veloso and Monte (2019) while to measure loyalty, scales validated
by Souza et al. (2013) and Frio and Brasil (2016) were used.
Table 1: Scales
Label
S_1
S_2
S_3
D_1
D_2
D_3
D_4
L_1
L_2
L_3
L_4

Assertive
The Trip to the site was satisfying for me
The Trip was satisfactory for me, worth the time and money spent
Satisfaction with Tourist Trade Service
Overall, I was delighted with the Trip
The Trip was an unforgettable experience
The service I received on my last trip was more than I expected
The feeling I had on my last trip was too amazing to describe in words
I will recommend the trip to my friends and family for sure
I plan to revisit the same place on my next vacation
The friendliness of the local people is important to me to come back on my next trip
I intend to continue using the company’s services when I return to the place, I visited

Source
Torres; Ronzoni (2018)
Veloso; Monte (2019)

Souza; Gosling;
Gonçalves (2013)
Frio; Brasil (2016)

Preparing Data
The data collected were previously analyzed by SPSS 22 software. The evaluation of the Total
Variance Explained (Harman’s Single Factor) was performed to verify possible bias of the sample
when collecting data (Common Method Bias) (Podsakoff et al., 2003). Another procedure adopted
was the analysis of Mahalanobis distance (D2), a procedure indicated to verify the presence of
multivariate outliers (Fávero, L P.; Belfiore, 2017). Based on the background presented about the
constructs involved in this study, the research model is established and presented in Figure 1.
Figure 1: Conceptual Model

Findings
The analysis and discussion are divided into two phases. The first comprises the analysis of the
measurement model, with the presentation of the AVE values, Composite Reliability and HTMT
Matrix. The second phase corresponds to the analysis of the structural model with the presentation
of the t-test values and analysis of the hypotheses.
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Measurement Model
The initial sample contained 305 responses. The incomplete questionnaires were eliminated and
with the application of Mahalanobis distance in SPSS multivariate outliers were removed and the
final sample contains 284 valid answers, this number is used in the quantitative analysis. Of this
total, 178 people declared to be female (62.0%), 155 are married, 106 respondents have already
graduated from college, and the most expressive salary range, with 47.5%, varies from 1 to 3
minimum wages. Besides, the average age is 35 years old, with a standard deviation of 11.47.
About the frequency of travel 64.4% make 2 to 5 trips a year, and most respondents (82.0%) travel
with their families.
Initially, the adjustment of the model was verified, with the removal of two items with low factor
loadings (S_3 - Satisfaction with the tourist trade and L_3 - Receptiveness of the location), and the
other items presented factor loadings with values greater than 0.70 as suggested by Hair et al.
(2017).
Next, it consisted of multicollinearity verification, with subsequent evaluation of the measurement
model, with analysis of the internal consistency of the data, convergent validity, and discriminant
validity. The VIF values of the measurement model with values of 1.792, meeting the
recommendation of Hair et al. (2018) whose value should be less than 3.5. Table 2 shows the
values obtained by evaluating the SmartPLS 3.2.9 algorithm.
From the Average Extracted Variance (AVE) it is possible to verify that the items of each construct
show convergence because there is a high correlation between measures of the same construct
(Fornell & Larcker, 1981). In other words, the indicators of a construct share a proportion of the
common variance (Hair et al., 2013). The lower limit of the AVE is 0.50, so to have Convergent
Validity the values of each construct must be higher than the determined limit (Henseler et al.,
2009). It is also essential to evaluate the internal consistency of the data, and the use of Composite
Reliability and Cronbach’s α is indicated (Ringle et al., 2014). The values of these two indices
should be higher than the reference values Hair et al. (2017), which confirms internal consistency.
Confirmation of Discriminant Validity is given by analyzing the values of the HeterotraitMonotrait ratio (HTMT) which should not be greater than 0.85 and the confidence interval should
be less than 1.0 (Hair et al., 2017). With the test results, the existence of Discriminant Validity in
the model is corroborated (Henseler et al., 2015).
The R² and adjusted R² values reveal the existence of a large effect on the endogenous latent
variable Loyalty (R² = 0.607 and adjusted R² = 0.604). With these values, it is possible to affirm a
good fit of the regressions, and the variation in the endogenous construct is explained by all the
exogenous constructs linked to them (Cohen, 1988).
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Table 2: Data Consistency, Convergent and Discriminant Validity
Convergent Validity
Loadings
Latent Variables

AVE

Indicators
> 0.70
S_1
S_2
D_1
D_2
D_3
D_4
L_1
L_2
L_4

Satisfaction
Delight

Loyalty

0.953
0.959
0.853
0.852
0.725
0.891
0.814
0.801
0.856

Data Consistency
Cronbach’s
Composite
alpha
Reliability

Discriminant Validity
HTMT

> 0.50

> 0.70

> 0.70

Root
square
of AVE

HTMT confidence
interval does not
include 1

0.914

0.906

0.955

0.956

Yes

0.693

0.850

0.900

0.833

Yes

0.679

0.769

0.864

0.824

Yes

Cohen’s indicator (f²), which analyzes the effect size involving explained variance and the
unexplained variance. The reference values are 0.02, 0.15, or 0.35 indicate a weak, moderate, or
substantial influence of an exogenous latent variable on a given endogenous latent variable (Hair
et al., 2017). The value of f² between Delight and Loyalty (f² = 0.697) can be considered of high
expression, while the value of f² = 0.017 between Satisfaction and Loyalty is considered low. This
allows stating that the predictive validity between Delight and Loyalty is substantial. Table 3
presents the hypotheses, the structural path, and the values of VIF, f², R², and adjusted R² that
corroborate the fit of the measurement model.
Table 3: VIF, f², R², and R² Adjusted
Hypothesis
H1
H2

Structural path
Satisfaction → Loyalty
Delight → Loyalty

VIF
1.792
1.792

f²
0.017
0.697

R²

R² adjusted

0.607

0.604

Figure 2 shows the adjusted model with the three constructs and Loyalty is analyzed as a
Dependent Variable of Satisfaction and Delight. In this figure, it is possible to verify the loadings
of each item, the path coefficients (beta) between the constructs, and the R² value of the
endogenous variable (Loyalty).
Figure 2: Adjusted Model

Structural Model
After making the necessary adjustments to the measurement model, the next step consists of
evaluating the Structural Model. This evaluation is performed using the Bootstrapping technique,
which promotes extraction of several subsamples and statistical estimation of the model (Hair et
al.,2013). The measurement of the relationship between each construct in the model is done using
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Student’s t-test and p-value (Hair et al., 2017). When employing the Bootstrapping technique, a
quantity of 10000 samples is adopted for validation and extraction of test values (Ali et al., 2018).
Table 4 shows the structural coefficient values of each relationship, as well as the statistical tests
that proved significant. As postulated in the conceptual model, hypotheses H1 (β = 0.111 and t-test
= 2.084) and H2 (β = 0.701 and t-test = 14.757) have a positive relationship and significant because
they have a positive structural coefficient and t-test value greater than 1.96.
Table 4: Tests and Values
Hypotheses
H1
H2

Structural Path
Satisfaction → Loyalty
Delight → Loyalty

Structural
Coefficient (β)
0.111
0.701

Standard
error
0.053
0.047

T test

P value

Result

2.114
15.037

0.035
0.000

Supported
Supported

Critical values to t (284) = *p<0.1%=3.29; **p<1% = 2.57; ***p<5% = 1.96.

Figure 3 presents the structural model, with the relationship between the latent variables and the ttest values.
Figure 3: Adjusted Model and T-Test Values

Hypothesis H1, which presents the classic relationship between Satisfaction and Loyalty, was
corroborated in this study involving tourism services. The structural coefficient of 0.111 proved
the positive relationship between the two constructs, i.e., the higher satisfaction promotes the
higher Customer Loyalty, which corroborates the results of Bodet (2008). The t-test value = 2.114
shows statistically significant relationship at 5%. As pointed out by Barnes et al.( 2016) satisfaction
has been related as an important metric for evaluating business success, therefore indirectly
generates increased profitability as well as the profitability of the tourism service as pointed out
by Amaral et al. (2013).
As pointed out by Sarstedt et al. (2014) satisfaction and Delight are based on consumer experience
judgments, and how high the satisfaction level is generated delight. Delight requires that the
performance of a service or product be considered far above a quality threshold and is much more
memorable than satisfaction (Berman, 2005). Delight has an important aspect in behavioral
intention, much more so than satisfaction (Finn, 2012), a fact corroborated by statistical results.
Changing the spectrum from satisfaction to delight can lead to increased sales and greater market
share (Keiningham et al., 1999; Oliver et al., 1997). Furthermore, Delight has been reported as a
strong predictor of loyalty (Bartl et al., 2013; Finn, 2012), so hypothesis H2 (β=0.701, ttest=15.037) corroborates the results of Ahrholdt, Gudergan, and Ringle (2019) who state that
Delight is a predictor with greater statistical power than satisfaction.
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Conclusions
The main contribution of this exploratory study was to show the role of delight on customers’
loyalty and its difference from customer satisfaction. The results confirm the convergent and
discriminant validity between them. The effect of satisfaction on customers’ loyalty has been a
recurrent topic in the marketing and hospitality area. However, the delight phenomenon still
demands a deeper comprehension. Our study focuses on a parsimonious model to shed light on the
topic, Customer´s Delight. In doing so, delight was presented to be a strong predictor of
individuals´ loyalty. As expected, satisfaction also presented a positive effect on tourists’ loyalty
and is in line with a brilliant body of previous studies (Ahrholdt, Gudergan, and Ringle, 2019).
While many researchers such as Fitzsimmons and Fitzsimmons (2010) and Zeithaml, Bitner, and
Gremler (2017) consider Delight as an integral and inseparable part of Satisfaction, other
researchers such as Finn (2005) and Ahrholdt, Gudergan, and Ringle (2019) point to Delight as an
individualized construct whose relationship with Loyalty is more expressive than Satisfaction. Our
findings support its independence of customer delight and satisfaction. By adopting Delight as an
individualized construct, it was possible to verify, with the help of Structural Equation Modeling,
the existence of a significant relationship between this construct and Loyalty. More than just a
statistical relationship, it proves the need to offer superior quality services that exceed customer
expectations. It is these services of excellence that generate Delight. And returning to the
postulated research problem, the relationship between Satisfaction and Delight as predictors of
Loyalty is credible, besides the moderating effect presented by the Delight construct.
The limitation of the research lies in the type of sample, which was not probabilistic and by
accessibility that does not allow extrapolating the results to other services or categories of tourist
services. Another important point to note is that the research was cross-sectional and was
conducted at a time when customers are isolated due to the pandemic caused by Sars-CoV-2,
whose anxiety and desire to travel could have influenced the responses by overvaluing tourism
services. This raises the need for replication of the research at future times when there is the
possibility of full movement and use of tourism services. Another limitation of the research is the
fact that there is no measurement of the profitability of the tourist services in which the customer
was delighted. With this limitation, we suggest the continuation of the study to investigate the
customer’s willingness to pay for complementary services that generate the Delight and how the
Delight influences the switching costs of the tourism service provider.
Finally, the contribution of this study lies in the understanding of delight as an independent
construct from satisfaction. This directly influences the supply management aspects, the cocreation of value, and the evaluation of the quality of services, since companies that know how to
adequately explore this new construct will be able to obtain a competitive advantage and improve
the profitability of tourism services.
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Abstract
As a component of the food and beverage industry, restaurant companies can play a substantial
role in disasters by implementing CSR activities to help the victims in terms of supplying food and
temporary accommodation. On the other hand, if these CSR initiatives raise suspicion, reactions
of stakeholders may result in negatively. In this study, researchers aim to evaluate perceptions of
Twitter user’s for a restaurant company’s CSR initiative after a natural disaster. For this purpose,
1395 replies for the company’s CSR communication post have been analysed with qualitative
research techniques. In conclusion, most of the replies take place in the negative category by 91%
percentage in total. The negative category includes sub-themes as advertising, loss of customers,
perception of deceptiveness, discredit for the product or firm and abusive language. 6% of the
replies were positive and 3% were suggestions. In the study, findings discussed with the potential
reasons in line with the literature.
Keywords: CSR, F&B company, disaster
Introduction
CSR has attracted more and more attention from international media and civil society in recent
years, most of the large companies adopt a proactive CSR strategy to strengthen their competitive
advantage (Morsing & Strand, 2014). Communicating about CSR activities in a crisis situation
could defend corporate legitimacy but if consumers raise suspicion about these efforts it could
result in adverse outcomes (Ashforth & Gibbs, 1990). Consumers are more likely to be exposed to
deceptive CSR activities like greenwashing. When firms are not able to communicate their CSR
activities in a proper way, consumers can perceive it as an unethical marketing strategy and react
negatively (Ginder, 2016).
Literature Review
Corporate social responsibility is described as “commitment to improve society’s welfare by
discretionary business applications and corporate resources’ contributions” by Kotler and Lee
(2005, p. 3). Kotler and Lee (2005) categorize CSR under, promotions, relational marketing,
corporate social marketing, corporate philanthropy, community volunteering and socially
responsible business applications. Following the reactive CSR strategy, firms are trying to save
their corporate image after an unfavorable condition such as a corporate crisis by implementing

663

University of South Florida (USF) M3 Publishing

CSR activities. In reactive CSR strategy, firm does not consider expectations of its stakeholders
and CSR activities are not implemented consistently, so these activities often result in society’s
negative reaction (Carroll, 1979). On the other hand, if a firm consistently and regularly
communicates its social responsibility with stakeholders before any unfavorable conditions,
follows proactive CSR strategy (Wagner et al., 2009). Reactive CSR strategy is less likely to bring
favorable results in comparison with proactive CSR strategy (Groza et al., 2011).
As same as other industries, the tourism industry aims to gain benefits of CSR activities in its
competitive environment. By adopting CSR strategies to business, stakeholders expectations can
be satisfied and positive brand image can be built (Martinez et al., 2014). The restaurant industry,
which is an integral component of the tourism sector can derive benefits of CSR activities such as
enhanced reputation, image and revenue, reduced costs. Restaurant establishments have an
opportunity to gain long term benefits such as competitive advantage by differentiation, strengthen
their image, improve reputation, employee motivation and low risks by implementing CSR
activities in the complicated market where they operate in (Kim & Kim, 2014; Rhou et al., 2016).
In the restaurant industry CSR activities have a positive impact on firm value, thus restaurants
should invest more in CSR activities to gain its long-term benefits (Kang et al., 2010).
Restaurants implement green practices to create social benefit and to address public concerns (Choi
& Parsa, 2006). Choi and Parsa (2006) conceptualized restaurants’ CSR activities into health (e.g.
organic and healty foods), environmental (e.g. waste management) and social (meeting social
expectations) perspectives. Socially responsible or green activities of restaurants are considered
as; saving energy, waste management (especially food and water), using local and sustainable
resources, healthy menus and charity activities. These activities are criticized because they are not
enough for improving community’s welfare (Kim & Kim, 2014).
Methods
On October 30, 2020 the 6.8 magnitude earthquake hit İzmir province and caused devastating
destruction especially in Bayraklı district. While many public institutions and non-governmental
organizations focus on search and rescue efforts, local businesses provided voluntary support to
sufferers. The survival of a 3-year-old baby named Ayda, in the ninety-first hour, was described
as a miracle and was followed with great interest by social media. Social responsibility campaigns
such as support for the baby’s family and education were carried out under the name of different
organizations. While the baby was being transported to the hospital, paramedics asked the question
of what you want to eat and she answered meatballs and ayran. After that, Köfteci Yusuf company
shared a post via Twitter showing that they sent meatballs and ayran to the hospital. The post has
been deleted one day after. The aim of this study is to evaluate Twitter user’s perceptions for this
CSR initiative. For this purpose, researchers used Twitter application advanced searching tool to
access deleted post replies. One of the qualitative research techniques, content analysis preferred
for the research to gain a deeper understanding. Content analysis requires contextual analysis of
big data with a systematic and repeatable technique and provides reduction to categories (Hsieh &
Shannon, 2005). The data in the study were encoded by two researchers to ensure consistency
(Patton, 2014). Content analysis applied systematically for 1395 tweets which were sent on 3th
and 4th of November, 2020. Irrelevant replies excluded from the analysis.
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Findings
Firstly, researchers read and observed all the replies to have a general idea for the categories. After
coding the text, three main categories appeared as negative, positive and others. In the third step
of content analysis sub-themes are determined. While 91% of the replies were negative, 6% were
positive and 3% were others. Therefore, it can be said that users have a negative attitude towards
the CSR activity (Table 1). Suggestions such as being a sponsor for the child or helping earthquake
victims were not included in the positive or the negative categories, so they were included in the
others category. In this category users offer suggestions such as Instead of sending meatballsayran, be a sponsor for life-time education expenses.
Table 1. Percentage of User Replies
User Replies
Negative
Positive
Others
Total

n
1269
88
38
1395

%
90,96
6,3
2,74
100

After the replies were categorized as positive and negative, sub-themes were determined. These
themes are determined as thankfulness, image, and others for the positive category; advertising,
loss of customers, perception of deceptiveness, discredit for the product or firm and abusive
language for the negative category (Table 2).
Table 2. Themes for Positive and Negative Categories
Negative Category
Themes
Abusive Language
(Swearword, Defamation, Negative Emoji)
Advertising (Ads and PR work
Perception of Deceptiveness (Insincerity, Showoff, Making splash)
Discredit of the Product or Firm
Loss of Customers
Total

n

%

383

30,18

365

28,76

Positive Category
Themes
Thankfulness (Thank you and Happy to
have you)
Others (Positive emoji, Praise)

342

26,95

113
66
1269

8,9
5,2
100

n

%

38

43,18

27

30,68

Image

23

26,13

Total

88

100

When the replies are examined, it has been determined that the abusive language theme (30,18%)
has the highest share in the negative category. This theme often includes swearing, insults, and
bad emojis. In the answers given by the users, they made some insults such as psychopaths, inferior
guys, you are disgusting, there is no other explanation for this behavior or they shared angry face
emojis that express their anger with the post, and they wrote some curses. The advertising theme
(28,76%), which takes the second place in the negative category, shows that the post is perceived
as an advertisement or PR work by the users. In this context, the answers of the users often include
the words You are advertising a three-penny meatball without shame, if you sent it without
tweeting about, it would be a positive advertisement, this was such a negative advertisement and
even your advertisement is cheap are included. Besides, comments such as, you are not sincere at
all, a company that worths millions should not have used the little baby for PR and Instead of
distributing food to the earthquake victims with a mobile vehicle, you attempted to do PR on the
little baby shows the perception of the PR work. The theme of perception of deceptiveness
(26,95%), which is in the third place, includes responses like insincerity and show-off. Frequently
the comments where you are insincere, send it to those staying in the tent, You are not sincere at
all, Your show is ruined, You are mean enough to make a show-off over the little girl, It was a
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nice show-off tactic. In the fourth place, the theme of discredit of the product or firm (8,9%)
includes the negative perception of the current post, as well as the replies pointing out that they
are already unsuccessful in terms of the business, or the service provided. The replies mostly
include Both your meatballs, and your heart are terrible, I hope the child did not eat your meatball
like that rubber, The girl wanted meatballs- not soy and explain the amount of ground meat/soy in
your meatballs first. The last theme in the negative category, loss of customers (5,2%), includes
the replies of those who do not intend to visit the business again or will never go there in the future.
The expressions of users were such as I will never eat meatballs from you again, you return profit
from this pain, Shame on you, you are not where I came from, I will never buy from you again, I
will never go to Köfteci Yusuf again! You must apologize for this immoral advertisement.
When the themes in the positive category were examined, it was determined that the thankfulness
theme (43,18%) had the highest share. This theme includes user replies that offer thanks, as well
as replies with expressions such as You’re so good. The others theme ranked second (30,68%)
which includes emojis such as thankfulness, heart, or clapping. In this theme replies are such as
May God be pleased with you, It is nice to compete for goodness and to announce it. Finally, the
theme of image (26,13%) includes the user’s perceptions that the company’s activity is thoughtful
and does not damage its image as a business. Comments such as Do not take everything as
advertising, the behavior demonstrates the goodwill of the company take place under this theme.
Conclusion
In conclusion, user’s perception for the company’s CSR initiative were mostly negative by 91%
percentage. Users were mostly suspicious about the CSR initiative if it is just an advertisement
and found it deceptive and insincere. If consumers perceive deception in CSR communication,
they can react negatively (Foreh & Grier, 2003). Comments under the discredit of the product or
firm may be arised after the adulteration claims about the company in the media. A restaurant’s
reputation can be damaged if its stakeholders get suspicious for unhealthy food ingredients or food
safety issues (Kim & Kim, 2014). This can lead to mistrust of restaurant’s CSR activities. In the
negative category, some of the users focused on the fact that the restaurant hasn’t carried out a
CSR activity before. Expressions were such as Where were you for the 100 hours? All you do is
take advantage, you are not sincere, where were you for 3 days? Such a profiteer! Did you send
anything for the teams and survivors for 4 days? You are not sincere, how many survivors did you
help by this time?. When researchers scanned the restaurant’s social media accounts and its official
website, no information was found about the CSR activities. Actually, consumers can react
positively after a crisis, when they are familiar with the CSR activities of the firm before the crisis
(Kim & Choi, 2018). In this case, the reactions of the users were mostly negative. CSR activities
of restaurants can affect consumer’s revisit intention (Rhou et al., 2016). Loss of customers theme
shows users do not intend to visit the business again. Consumers can raise doubts and punish the
restaurant firm if they are exposed to negative CSR information (Rhou et al., 2016). In disaster
situations, the hospitality industry has an opportunity to bring resilience and relief by providing its
life-sustaining capabilities to the community (Dobie et al., 2018). For restaurant firms, these lifesustaining capabilities could be serving food and providing temporary accommodation for
sufferers. Food and beverage establishments could serve to minimize a disaster’s negative effects
by implementing CSR activities (Winchip, 2003, as cited in Choi & Parsa, 2006). With the
conclusion of this case, carrying out regular and extensive CSR activities and communicating
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about these activities can prevent the negative reactions in a disaster situation and the company
can meet the objective.
This study presents a single-case’s findings. For further research, other food and beverage
company’s CSR activities in the same disaster can be compared with this case.
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